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Abstract 
The Role of Business Process Capabilities and Market-Based Assets in Creating 
Customer Value and Superior Performance 
J. Barry Dickinson 
Rolph E. Anderson, Ph. D. 
 
      
 
     The expense of implementing marketing strategies has always been classified as a cost 
to the firm.  However, recent research has demonstrated these costs might be more 
appropriately viewed as investments in creating assets.  The present research augments 
the growing body of research examining the interface between the marketing and 
financial departments.  The model is grounded in the resource-based view (RBV) of the 
firm.  The RBV postulates that firms must posses certain assets and deploy them 
successfully to achieve a sustainable competitive advantage.  Specifically, the role 
marketing assets (relational and intellectual) play in creating customer value, SCA and, 
firm performance is examined.  One of the criticisms of the RBV is also addressed---
demonstrating a linkage between an endogenous variable (assets) and an exogenous 
variable (competitive advantage).  Additionally, three core business processes are 
examined:  customer relationship management (CRM), supply chain management (SCM) 
and product innovation management (PIM).  In the RBV, these processes can be viewed 
as strategic, interrelated capabilities.  Marketing managers have substantial influence over 
these inter-functional processes.  It is posited that a linear relationship exists between 
market-based assets and customer value, SCA and performance.     
     The model is empirically tested with data collected in a business-to-business context.  
Data is collected from both sides of the buyer-seller dyad.  In general, the results were 
very positive.  Support was found for nine of the eleven hypotheses examined.  Support 
    x
was found for the relationship between market-based assets and customer perceived 
value and competitive advantage; human resource assets and competitive advantage; 
SCM, CRM and PIM capabilities and customer perceived value (both individually as 
well as collectively as a block); customer perceived value and competitive advantage; and 
competitive advantage and performance.  Support was not found for the moderating role 
of BPC between the relationship between market-based assets and customer value nor the 
mediating role of Human Resource Assets between market-based assets and competitive 
advantage. 
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CHAPTER 1: I0TRODUCTIO0 
In today's competitive business world, enterprises must continually improve the 
quality of their products and services to stay ahead of the competition. Recently, many 
organizational efforts have been undertaken by modern enterprises to achieve this goal.  
The concept of a process-centered company has surfaced as a key ingredient.  In this 
context, assessing process performance is essential because it enables individuals and 
groups to assess where they stand in comparison to their competitors. In addition, 
assessing process performance provides the opportunity of recognizing problems and 
taking corrective action before these problems escalate. Although business process re-
engineering, business process improvement, process management and many other similar 
terms have been used for almost 10 years, most enterprises do not have an integrated, 
holistic system of gauging their business process performance on a regular basis.  
Proprietary business processes represent a major asset of an enterprise.  Business 
processes dictate the way in which the resources of an enterprise are utilized.  They 
represent the step-by-step actions that must be taken in order for a business to achieve its 
goals. Organizations typically command the way in which business processes have to be 
performed, especially those processes that represent complex work, involve many 
persons (both concurrently and sequentially) and/or are performed frequently. Examples 
of such processes are manifold: program development in the software business, credit 
allocation in the banking business, customer enrollment in the health insurance business, 
or expense allowance processing in the administration business. Business processes also 
guide the way in which the resources (e.g., land, labor, capital, entrepreneurial 
capabilities) of an enterprise are utilized to allow the enterprise to achieve its business 
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goals. The quality of the business processes will influence the quality of the 
performance of an enterprise. Thus, business processes themselves represent important 
information resources of an enterprise (embedded knowledge).  In order for business 
processes to represent a resource that is unique and valuable, firms must integrate the 
knowledge that they have acquired over the years into the manner in which they conduct 
business. 
 Marketing thought has made notable progress along two dimensions of this 
fundamental issue. First, there has been a shift from an emphasis on discrete transactions 
and the acquisition of new customers to relationships and the retention of valuable 
customers. Second, there is more of an emphasis on the network of relationships that 
exist both up and down the value chain (i. e., suppliers, vendors, customers’ customers, 
channel intermediaries) rather than the relational dyad that exists between a seller and a 
customer.  This broadening and deepening of the scope of relationships generally has 
outstripped our collective understanding of how these complex, longitudinal connections 
are started, nurtured, and sustained. We must be able to distinguish a real and meaningful 
relationship built on reciprocity from a series of transactions. What are the roles of 
mutual benefits, mutual commitments, trust, and social and information linkages in 
forming a relationship? There is a pressing need to understand the sources and 
implications of these evolving forms of linkages; why do partners participate, how are 
conflicts resolved in a web of relationships, and how do they evolve and adapt in global 
markets? Meanwhile, rapid developments in information technology and networks 
facilitate interactive communications and help tighten relationships. One way to measure 
the value derived from this accumulation of knowledge is through brand and customer 
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equity.  Strong brands are valuable to the firms because they represent the history of 
past relationships and the promise of future ones. 
     Another challenge to marketing thought and practice is the question of how firms 
relate to their competitors.  The questions of gaining and sustaining competitive 
advantage have often been the subject of inquiry of strategic management researchers. 
One dominant perspective on these issues is the resource-based view of the firm that 
seeks to understand the contribution of a firm's assets and capabilities to heterogeneity in 
competitive positions and performance (Wernerfelt 1984). Marketing can contribute to 
the understanding of competitive issues by broadening its responsibilities for achieving 
favorable marketing exchanges. A consideration of competition, innovation and 
marketing management is both crucial and timely.  It has implications for the 
development of effective systems of business action for each of the functional areas of 
the firm.  For marketers, it has special significance and meaning. Competition and 
innovation are at the core of marketing activity.  Management today is forced to assess 
activities continuously in an economic environment characterized by keen competition, 
an explosive development of usable knowledge, and rapid and wide-spread change. In 
particular, students and practitioners concerned with the marketing aspects of business 
are confronted with the major responsibility of understanding and managing change. 
Marketing is the dynamic area of business which is perhaps most directly confronted with 
change. It is the area most immediately concerned with competition and competitive 
strategies. It is the area which reflects the vitality of business organizations as they 
attempt to deal with shifting external market parameters. The appropriate theoretical and 
operational construct for shaping this effort is superior customer value. There is a rich 
    4
heritage in marketing that addresses this issue, from choice theory to trade-off and 
conjoint analysis to customer satisfaction management (Woodruff 1997). Yet progress is 
still halting, as can be found in the lack of consensus on a definition of customer value, 
an inability to incorporate competitive considerations or dynamic factors, and even the 
wide divergence of typologies of customer value (Ulaga 2001).  
In a competitive society, marketing becomes more than a functional field of 
business. It is a philosophy of business operation -- a way of business life. Decisions 
made concerning marketing activities extend well beyond the functional boundaries of 
marketing in any organization. They establish parameters for the total operations of the 
business system. They have an impact on research and development, on production, on 
finance, on purchasing, and on personnel. Peter Drucker has pointed out that, in fact, it is 
marketing which distinguishes business organizations from other forms of organization 
and that in essence there are only two top management functions: innovation and 
marketing.  Innovation and marketing, however, are closely inter-related activities. Both 
have a decisive impact on the competitive position of the firm. The rather trite expression 
"innovate or perish" has a rich meaning for businesses operating in a competitive 
environment.  Successful innovation in turn is dependent on marketing. Effective 
marketing demands the adoption of a customer orientation to problem solving. Therefore, 
the management of marketing resources becomes a pivotal point in extending vigorous 
competition on the part of the firm.  
     Such factors stimulate the appearance of new marketing forms, the break down of 
traditional product lines, and the revision of institutional and organizational 
classifications. They encourage an accelerated rate of product development. They foster 
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changing concepts of transportation, warehousing, communications, and commercial 
intelligence, all of which result in more aggressive competition and planned innovation. 
They will have a great impact upon the business system of the future.  
 
Research Opportunities and Scope of Study 
 
     The purpose of this study is to develop and test a model of the way in which business 
processes interact with market-based assets to create superior performance in business 
markets.  Specifically, we conceptualize market-based assets to consist of customer 
equity, brand equity, market knowledge and market orientation.  Assets alone do not 
provide a competitive advantage.  It is the interaction of strong market-based assets with 
effective business processes (customer relationship management, product innovation 
management and supply chain management) that create customer value.  The theoretical 
grounding for the study is the Resource Based View of the firm.  We test these constructs 
in a business-to-business context.   
     The research contributes both theoretically and practically to the body of knowledge 
in strategic marketing.   We address the following research gaps: 
• Are the drivers of customer equity in business markets the same as those in 
business to consumer markets? 
• What role do business processes play in creating customer value? 
• How do marketing and intellectual market-based assets interlinked with 
business processes to create customer value and competitive advantage? 
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• Can a firm have a competitive advantage without substantial market-based 
assets? 
• Does an integrative business process capability exist and, if so, how does it 
interact with market-based assets? 
• The RBV has been criticized for not linking internal firm resources to 
exogenous variables.  Can a linkage be established between an exogenous 
variable (customer value) and an endogenous variable (market-based assets), 
thereby, extending the RBV of the firm and addressing a major criticism?   
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CHAPTER II:  LITERATURE REVIEW 
 
Resource-Based View of the Firm 
Overview 
       The resource-based view (RBV) of the firm is essentially a theory of sustainable 
competitive advantage (SCA), drawn from the economic and strategic management 
disciplines.   One of the main suppositions of the RBV is that a key desired outcome of 
management effort is the achievement of a SCA.  By achieving a SCA, firms benefit by 
realizing superior returns on investment.  How does a firm achieve a SCA?  The RBV 
answer is through the possession of key resources with certain characteristics.  By 
successfully deploying these resources in the product-markets in which the firm 
competes, a SCA can be achieved.  The choices made concerning such matters as which 
assets to deploy (which are key the resources available to the firm) and how to best 
deploy the assets, rest squarely on the shoulders of strategic and marketing managers.   
 
RBV Theoretical Context 
 
    Economists first identified the value of firm-specific resources to the firm in the 1930s 
(Chamberlin 1933; Robinson 1933).  These early researchers focused on heterogeneity 
among firms, created by an imbalance of unique assets and capabilities, to explain 
imperfect competition and superior profits.  Some of the key capabilities identified in 
these early writings included technical know-how, reputation, brand awareness, the 
ability of managers to work as a team and the ownership of intellectual property (patents 
and copyrights, for instance) (Chamberlin 1933).  The capabilities identified so long ago 
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in these seminal works continue to resonate in contemporary research (Day 1994; Hall 
1992).   
     Penrose (1959) focused on the contribution that entrepreneurship and ownership 
objectives had on firm performance.  Penrose’s (1959) theory of the growth of the firm is 
often cited as the seminal work in the RBV of the firm literature stream.  She asserted 
that, 
“…a firm is more than an administrative unit; it is also a collection of productive 
resources the disposal of which between different users and over time is 
determined by administrative decision.  When we regard the function of the 
private business firm from this point of view, the size of the firm is best gauged 
by some measure of the productive resources it employs” (Penrose 1959, pp. 24).     
     This quotation emphasizes two of the key pillars on which the RBV rests:  the 
contribution that managers make in the nurturing and deployment of resources (Amit and 
Schoemaker 1993; Barney 1986) and the relationship between the resources and 
boundaries of the firm (Chatterjee and Wernerfelt 1991; Prahalad and Hamel 1990).      
Penrose’s work also explored the role that resources actually played within a firm.  For 
instance, it is not solely the possession of a resource that provides a competitive 
advantage to a firm.  It is the services that the firm renders as a result of possessing a 
particular resource that produces the advantage.  A resource can be used for different 
purposes, in different ways or in combination with other resources to create other 
services.  These “internal resource configurations” provide both opportunities as well as 
limitations on firm growth.  Superior internal resources create a “residual” effect and 
result in an imbalance in the marketplace.  This was coined the theory of organizational 
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residue.  One of the chief reasons these resources provided an advantage was through 
organizational efficiencies.  These efficiencies could also manifest themselves as distinct 
competencies possessed by the firm through differential corporate culture and maturity 
(Selznick 1957). To economists like Penrose, heterogeneity among competitors 
represented the key ingredient to success, rather than market structure.  Unique assets and 
capabilities of firms were essential for optimizing firm performance.  These internal 
resources gave rise to imperfect competition and the achievement of abnormal profits.   
     Other modern theoretical perspectives on strategy share a common bond with the 
RBV.  For instance, the Bain-Mason Industrial Organization (IO) model views the firm 
as a bundle of activities (Porter 1980).  This is in stark contrast to the RBV which sees 
the firm as a bundle of unique resources.  The focus of the model is on the environment-
performance relationship, almost devoid of any consideration of the impact of firm 
attributes on performance (Porter 1990).  Porter found that industry structure, as 
identified by the five forces model, was quite important in determining the potential 
profitability of an industry (Porter 1980).  However, Porter also found that firms could 
optimize their performance within an industry through effective positioning (the forces).  
As the 1980s drew to a close, dissatisfaction with the Porterian focus on industry 
structure grew.  Empirical evidence indicated that significant performance differences 
existed not only between firms in the same industry (Hansen and Wernerfelt 1989) but 
also between strategic groups within industries (Cool and Schendel 1988).  This 
compelled researchers to seek firm-specific variables that explained the differences in 
performance.  Porter assumed that firms within a particular product-market possessed 
identical resources (or at least access to resources) and that any attempt to create resource 
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heterogeneity would be fruitless in the long run due to the high mobility of strategic 
resources (Spanos and Lioukas 2001).  The RBV, on the other hand, assumes that there is 
a relationship between the firm’s internal characteristics and performance.  Furthermore, 
it is assumed that resources and capabilities are not perfectly mobile across firms.  
The modern perspective of the RBV of the firm stems from research conducted by 
Wernerfelt (1984).  He is cited as the firm to coin the phrase, resource-based view of the 
firm.  Unfortunately, researchers were preoccupied with the Porterian view of 
competition at the time and Wernerfelt’s work remained largely inactive until later in the 
decade.  Wernerfelt’s “thermal resource perspective” is clearly derived from formal 
strategic management.  This represented a shift away from the product-based emphasis of 
competitive advantage.  The resources available to the firm, as well as their particular 
characteristics, were considered the primary reason for establishing distinct capabilities 
and, thereby, organizational growth (Aaker 1989).   These resources can be either 
material and tangible, in nature, or immaterial and intangible.  Furthermore, these assets 
must be accessible to the firm in order to be considered resources.  Amit and Shoemaker 
state:     
    “The firm’s resources will be defined as stocks of available factors that 
                   are owned or controlled by the firm” (Amit and Shoemaker, 1993: 35).   
 
The Role of Resources And Capabilities 
 
Researchers recognized that just accumulating internal resources is not enough to 
create superior returns.  Firms had to cultivate and deploy these resources as well (Barney 
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1986).  This prompted researchers to focus their attention on the specific 
characteristics of these resources in order to cultivate and leverage them into a 
competitive advantage.  Four such characteristics were identified (Barney 1991): 
1. Value.  In order for a resource to be important to a firm, it must permit the firm to 
conceive of or implement strategies that enhance its effectiveness or efficiency by 
meeting the needs of its customers.  Therefore, the resource has to be viewed as 
valuable to the customer as well, either directly or indirectly.  The value of the 
resource determines its potential for establishing the basis for a competitive 
advantage.  The remaining three characteristics of resources determine the 
sustainability of the competitive advantage once established.     
2. Rareness.  A resource must not be easily accessible to either current or future 
competitors.  Typically, this means that a resource is company-specific and/or 
embedded in a particular company context (such as the Windows operating 
system to Microsoft).     
3. Inimitability.  Three factors limit the potential for a firm’s resource to be imitated 
by competitors:  unique historical conditions, causal ambiguity and social 
complexity (also in Hunt and Morgan 1995).  By meeting at least one of these 
conditions (their effect is cumulative), a resource may be difficult to imitate.        
4. Non-substitutability.  Resources should not be easily substituted by either an 
equivalent alternative or a combination of other resources that essentially produce 
a similar competitive advantage.   
          Other researchers have offered alternative sets of conditions necessary for 
advantage-creating resources.  Grant (1991) asserts that levels of durability, transparency, 
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transferability and replicability are crucial.  Collis and Montgomery (1995) posit that 
resources must meet five tests:  inimitability, durability, appropriability, substitutability 
and competitive superiority.  Amit and Schoemaker (1993) expand the list of potential 
criteria to eight:  complementarity, scarcity, low tradability, inimitability, limited 
substitutability, appropriability, durability and overlap with strategic industry factors.   
     These resources and capabilities are important not only for establishing strategic, 
fundamental direction (and competitive advantage) but also to extract Schambergian 
(entrepreneurial) rent (Prahalad and Hamel 1990; Grant 1991).  That is, by cultivating 
(using entrepreneurial skill) internal firm resources (assets) in a manner that is superior to 
that of the competition, the firm can extract marginal profit from the market.  This can be 
achieved in at least four, fundamental ways in the strategic analysis frame of RBV of the 
firm (Grant 1991): 
1. Create resource imitation barriers 
2. Focus on the antecedent and consequences of ambiguity 
3. Establish non-transferability 
4. Establish barriers to duplication 
 
A further refinement of the resources available to a firm, under the RBV, is illustrated in 
Table 1.  
 
<Insert Table 1 Here> 
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Capabilities are more difficult to define than resources.  As such, they are often 
called invisible assets (Itami 1987) or intermediate goods (Amit and Schoemaker 1993).  
Capabilities are skills of individuals or groups as well as the organizational routines and 
interactions through which all firms’ resources are coordinated (Grant 1991).   
 Capabilities are developed through a learning process when a firm’s employees 
repeatedly leverage their experiences in solving business problems.  Both adaptive and 
generative learning processes are utilized (Day 1995; Slater and Narver 1995).  
Generative learning requires new ways of viewing one’s business environment.  It 
requires a holistic perspective when examining a problem.  Rather than simply reacting to 
an isolated event, generative learning requires understanding the way in which a problem 
is embedded in a system (Senge 1990).  Adaptive learning, in contrast, is based on the 
concept of coping.  Also called single loop learning, adaptive learning focuses on dealing 
with problems in the moment, ignoring the context in which they occur.  Adaptive 
organizations only experience incremental improvement in their learning (Senge 1990).  
These organizations don’t question the fundamental assumptions underlying the existing 
way of doing business.  The type of learning pervasive in any particular organization is 
embedded in its organizational culture.   
Capabilities are created through the integration of knowledge learned as problems 
present themselves to an organization.  As company employees perform tasks as part of 
their daily routine, complex patterns of coordination between people and resources occur 
(Grant 1991).  These coordinated patterns of behavior are very systematic and become 
routine.  A key to capability development is organizational learning through repetition 
(Grant 1991).  By encouraging the systematic repetition of routine tasks, firms develop 
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processes on which capabilities are built.  Capabilities can be viewed as integrative 
processes designed to apply the collective knowledge, skills and resources of the firm to 
the market-related needs of the business (Day 1994).  This enables the firm to add value 
to its products and services and address market requirements.  Unique marketing 
capabilities are developed when individuals integrate their idiosyncratic knowledge and 




     One of the main assertions of the RBV is its focus on the firm and on the need firms 
have to develop and to combine resources to achieve competitive advantages.  Penrose’s 
(1959) argument about the relationship between success and firm performance is that 
managers generally try to maximize the profits of the firm.  In general, managers are 
more in control of the day-to-day operations of a business than owners.  The growth rate 
of a firm is limited by the rate at which the firm can obtain enough managerial capacity to 
manage these new assets.  This is referred to as the “Penrose effect.”  The RBV of the 
firm is closely tied to several concepts, specifically, core competencies and the treatment 
of intangible assets (Wernerfelt 1984; Barney 1991).  This view stresses that the basis of 
competitive advantage is valuable resources and internal competencies of the firm.  
Furthermore, to achieve a competitive advantage requires uniqueness.  For instance, 
uniqueness might be price leadership (Walmart), service superiority (Nordstroms) or 
technical superiority (Microsoft).   Uniqueness breeds differentiation within a market 
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(Foss 1997).  Uniqueness is an essential ingredient for attaining a sustainable 
competitive advantage. 
    Other research supports the concept that firms can achieve a sustainable competitive 
advantage by focusing on optimizing their internal resources and capabilities (Rockart 
1982; Taggart 1997).  Penrose (1959 p 75) argues that: “it is heterogeneity of the 
productive services available or potentially available from its resources that gives each 
firm its unique character.”  Moreover, a firm generates superior rents not because it 
possesses superior resources but rather because the firm’s distinctive competence 
involves making better use of these resources.  Firm-specific resources may result in 
sustainable performance differences (Williamson 1985).       Empirical studies have 
examined the concept of SCA, capabilities and intangible assets within the context of the 
RBV (Barney 1991; Grant 1991; Teece, Pisano and Shuen 1997).       
     
Customer Value 
 
     There are at least four definitions for value (Woo 1992).  First, value can mean “what 
is of true worth to people in the broad context of the well-being and survival of 
individuals, and by extension, of the species as a whole” (Woo 1992, pp 85).  Second, it 
can mean “what a society collectively sees as important…regardless of whether or not 
such highly valued objects of consumption really contribute to his or her well-being” 
(Woo 1992, pp 85).  Third, value “refers to what the individual holds to be worthwhile to 
possess, to strive or exchange for” (Woo 1992, pp 85).  Finally, value “refers to the 
amount of utility that consumers see as residing in a particular object and that they aim to 
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maximize out of a particular act of buying or consuming” (Woo 1992, pp 85).  
Marketers generally have relied on the last definition as their foundation for value.  
However, they realize that parts of the first three must be considered as well when 
measuring consumers’ perceptions of value concerning the products they purchase 
(Zeithaml 1988).  Consumers value products based on what they get versus what they 
give (Zeithaml 1988).  Zeithaml’s study resulted in four meanings of value:  low price, 
whatever one wants in a product, quality customer receives versus price paid and what 
the customer gets versus what he/she gives.  Most perceived value studies rely on the last 
definition (Petrick, Backman and Bixler 1999).   
     A review of the literature indicates that there are two perspectives used to model value 
perceptions:  utilitarian and behavioral (Jayanti and Ghosh 1996). 
Utilitarian Perspective of Perceived Value.  Monroe (1990) and Thaler (1985) argued 
that value perceptions are the result of comparisons among different price structures 
including advertised selling price, advertised reference price and internal reference price.  
Monroe (1990) suggested that internal reference prices help buyers form their price 
expectations and value to deals around them.  According to the utilitarian perspective, 
perceived value of a product is a combination of acquisition value and transaction value.  
“Transaction value, or the merit of paying the actual price, was determined by comparing 
the buyers’ references to the actual price” whereas “acquisition value of the product is the 
perceived benefits of the product at the maximum price compared to the actual selling 
price (Monroe 1990 pp 75-76).  Grewal et al. (1998 pp 48) proposed that “perceived 
acquisition value is the buyer’s net gain (or tradeoff) from acquiring the product or 
service “ while “perceived transaction value is the perception of psychological 
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satisfaction or pleasure obtained from taking advantage of the financial terms of the 
price deal.”  Therefore, acquisition value reflects a tradeoff between perceived benefits 
and perceived sacrifice whereas transaction value incorporates the pleasure and 
satisfaction received from the financial gains from the transaction.   
     Modeling of perceived value of a product solely based on price deals is an important 
but insufficient conceptualization because most of the time consumers do not only 
consider the price of a product for the purchase but they also consider other attributes.  
Therefore, other considerations have been suggested as important to the perceived value 
model such as perceived quality of the product.   
Behavioral Perspective of Perceived Value.  Perceived value is treated as a more 
comprehensive construct from the behavioral perspective.  Value is explained by not only 
price variations but also other factors such as psychological antecedents of value 
perceptions.  The foundation for this school of thought is the model of perceived value 
developed by Zeithaml (1998).  In her model, consumers reach quality perceptions from 
evaluations of product attributes.  Consumers use their quality perceptions to form overall 
value judgments about the products.  The formation of quality and value perceptions 
occurs in a manner similar to the means-end chain model introduced by Howard (1977).  
Product attributes are at the lowest end of abstraction.  They simple represent the means 
to an end (quality or value).   
     Other perspectives on the nature of consumers’ value perceptions include Holbrook’s 
(1994) and Sheth, Newman and Gross (1991) value typologies.  Holbrook proposed a 
typology of perceived value that shares some common ground with Zeithaml.  
Holbrook’s typology includes three dimensions of value, which combine eight types of 
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value:  convenience, quality, success, reputation, fun, beauty, virtue and faith.  This 
typology suggests that consumers value products for a number of reasons.  The other 
typology was proposed by Sheth et al. (1991).  These researchers discuss different types 
of value that drive consumer choice behavior (i.e., as motivational forces).  According to 
this model, consumer value types explained the reasons behind consumers’ choice of 
products.  They suggested that consumers buy products to reach one of the flowing types 
of value:   
1. Functional value:  attribute-related, utilitarian benefits 
2. Social value:  social or symbolic benefits 
3. Emotional value:  experiential or emotional benefits 
4. Epistemic value:  curiosity driven benefits 
5. Conditional value:  situation-specific benefits such as holidays 
The five types of consumer value proposed by Sheth et al. explained the benefits 
consumers are seeking with the purchase of the products.  Thus both of these 
conceptualizations can be considered benefit-driven conceptualization of value where 
consumption values are explained only by consideration of consumption benefits (Naylor 
1996).   
Brand Equity 
     The cost of bringing a new product to market is substantial and highly risky.  One 
study, focusing on the manufacturer Quaker Oats, found that the cost to bring a product 
to market can exceed $100 million, with a near fifty-percent probability of failure (Cobb-
Walgren, Ruble and Donthu 1995).  Therefore, it is not surprising that companies 
interested in growth opportunities often desire to acquire existing brands rather than take 
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the more risky path of brand creation.  This preference is clearly evident through the 
increase in corporate mergers and leveraged buyouts over the years.  The trend began in 
the 1980s and has not trailed off substantially.  For instance, in 1985, Philip Morris 
acquired General Foods for a mere $5.6 billion.  Just three years later, Philip Morris 
acquired Kraft Foods for nearly $13 billion or approximately six times the firm’s book 
value (Cobb-Walgren, Ruble and Donthu 1995).  Recent evidence of this continuing 
trend of brand acquisition is clear (www.endgame.org): 
• Hilton Hotels acquires Hilton Group PLC for $5.7 billion (2005) 
• Sprint-Nextel acquires Nextel Partners for $6.5 billion (2005) 
• Google begins to gobble up American Online (5% interest) for $1.0 billion (2005) 
• Bank of America acquires MBNA for $35 billion (2005) 
• Oracle acquires Seibel Systems for $5.85 billion (2005) 
• Adidas acquires Reebok for $3.8 billion (2005) 
• Verizon acquires MCI for $8.5 billion (2005) 
    In each of these cases, the purchase price reflected far more than tangible assets such 
as physical inventory, real estate or capital equipment.  These mergers and acquisitions 
were more concerned with leveraging intangible assets; brands, in particular. 
     Brands have long been considered powerful tools for marketers.  Customers buy 
brands not for what they “do” but for the meaning the brand conveys (Levy 1959).  A 
brand provides a symbolic way for a customer to reinvent his/her self-concept.  First 
introduced by Farquhar (1989), brand equity is the “added value with which a given 
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brand endows a product” (p. 24).  Keller (1998) extended this definition by noting that 
this “added value” is the result of past investments in the marketing of the brand.  The 
added value is created in the mind of the customer, as a result of perceived performance 
on various marketing dimensions.  He goes on to describe brand equity as “the 
differential effect that brand knowledge has on consumer or customer response to the 
marketing of that brand” (Keller 2001, p. 7).  Researchers have identified several distinct, 
interrelated dimensions of brand equity:  brand awareness, perceived quality, brand 
associations and brand loyalty.  Brand awareness is the ability to recognize, or recall, that 
a brand is a member of a certain product category (Aaker 1991).  As such, brand 
awareness reflects the ability to identify the brand under conditions of complexity and 
time pressure (Keller 1998).  Not only is this obviously important in consumer markets, it 
is also important in industrial markets due to the large number of substitute products and 
suppliers that must be considered and compared (Mitchell and Singh 2001).  Brand 
quality is defined as the perception of the overall quality or superiority of a brand relative 
to alternative products (Low and Lamb 2000).  Brand associations reflect the non-product 
related associations evoked by the brand.  Brands can be thought of as a node in a in a 
network that links the brand to a certain subset of associations (Rust et al. 2004).  The 
more dominant the brand, the easier it is to access during recall.  This translates into a 
more valuable brand.  Brand loyalty is often viewed as a dimension, indicator or even a 
source of brand equity (Aaker 1991; Keller 1998).  Brand loyalty refers to the tendency to 
be loyal to a brand, demonstrated by the intention to buy the brand as a primary choice 
(Yoo and Donthu 2001).  Brand loyalty can be defined in either behavioral or attitudinal 
terms.  Behavioral (also termed purchase loyalty) loyalty consists of repeated purchases 
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of the brand.  Attitudinal loyalty refers to the degree of dispositional commitment in 
terms of some unique value associated with the brand (Chaudhuri and Holbrook 2001).  
Even in an industrial context, brand loyalty plays an important role in purchase 
intentions.  The effects on loyalty and purchasing intentions of two related, though 
distinguishable, categories of brand equity can be investigated in industrial contexts.  
Industrial products are often branded both at the individual product level as well as the 
corporate level.  The corporate brand equity is driven by factors such as stock 
performance, corporate governance and corporate promotional efforts.  These corporate-
level factors are independent of the product-specific brands the corporation owns 
(although they indirectly affect the corporate umbrella).  Often times, the corporate brand 
equity acts to reduce risk during the purchase process.  
              
Customer Equity    
 
     Over the last few decades, developed economies have evolved from a product- to a 
service-oriented economic model.  As such, marketers have focused more on fostering 
long-term, customer relationships than short-term, one-off transactions (Rust et al 2000).  
Relationship marketing techniques that build customer loyalty and retention have become 
more important than customer acquisition approaches.  Given that it is six times more 
costly to acquire a customer than to retain one, there is clear financial incentive in 
implementing this strategy (Reicheld 1996).  However, customer acquisition should not 
be entirely ignored since firms loose between 10-30% of their customers every year 
(Doyle 2000).  Clearly, both customer retention and customer acquisition are important to 
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the survival of the firm.  The concept of customer lifetime value was introduced as an 
aid to marketers to balance retention and acquisition activities.  Customer lifetime value 
(CLV) is defined as “the net present value of all current and future profits generated from 
customer over the life of his or her business with the firm (Gupta and Lehmann 2005; pp 
15).  There are four steps necessary to CLV (Blattberg and Deighton 1996): 
1. Measure each customer’s expected contribution to reducing the firm’s fixed costs; 
2. Determine the acquisition and retention response rates; 
3. Determine the acquisition and retention costs per customer; 
4. Utilize the retention and acquisition rates to calculate customer lifetime value; 
discount these values to return a net present value. 
     Customer lifetime value provides the foundation on which customer equity is built.  A 
firm’s customer equity is defined as the sum of the discounted lifetime values of all of its 
customers (both current and potential) (Blattberg and Deighton 1996; Rust, Zeithaml and 
Lemon 2000).  The basis of the model is the buying behavior of the individual customer.  
Customer equity was first characterized as a measure of the marketing asset by Blattberg 
and Deighton (1996).  The framework emphasized the value of the firm’s customer base 
as a key determinant of optimal acquisition and retention strategies.  The authors used 
decision calculus to optimize spending between the two strategies.  The first step in the 
process is to establish the firm’s acquisition model.  The shape of the acquisition curve is 
determined by the firm’s current level of acquisition as compared to the acquisition 
ceiling (See Figure 1).   
 
<Insert Figure 1 Here>  
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The next step is to establish the firm’s retention model, mirroring the acquisition steps 
(See Figure 2).  As Figures 1 and 2 indicate, both curves are u-shaped, indicating 
diminishing returns on investment into retention and acquisition strategies. 
 
<Insert Figure 2 Here> 
     Customer equity is calculated from the optimal acquisition and retention spending 
models, discounted to net present value.  The authors offer a number of ways to optimize 
customer equity, including:  invest in highest-value customers first, change product-
management into customer-management, evaluate the ways in which cross-selling can 
increase equity, ways to reduce acquisition costs and relate branding to customer equity.  
This model’s primary contribution is providing the first quantitative model for calculating 
customer equity.  One of its chief shortcomings is ignoring the effect of cross-selling.   
     An extension of the Blattberg and Deighton model was developed by Blattberg, Getz 
and Pelofsky (2001).  The effect of add-on sales was integrated into the initial model of 
acquisition and retention.  They defined customer acquisition as the initial transaction, as 
well as other non-purchase encounters both preceding as well as following the first 
transaction.  Customer retention was defined as all subsequent purchases over a defined 
period of time.  Add-on sales was defined as additional products and services sold to 
existing customers, including but not limited to cross-selling.  Customer equity would be 
the sum of all three of these categories, discounted to reach the net present value.  The 
model identifies nine levers that, when balanced, optimize customer equity:  acquisition 
rate, acquisition margin per customer, acquisition marketing cost per customer, retention 
rate, retention margin per customer, retention marketing cost per customer, add-on buy 
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rate and add-on selling margin per customer and add-on cost per customer.  Retention 
equity is usually the largest driver of customer equity.  One of the notable failings of the 
model is it ignores both input from the customer as well as competitive forces.     
     To address the shortcomings of the enhanced customer equity model with cross-
selling, a driver model of customer equity was developed.  Drivers are salient customer 
requirements that influence purchase behavior that can be manipulated by the selling 
firm.  Customer purchase behavior is influenced by changes in the firm offering that 
impacts customer value.  Key driver categories include price, quality, value for money 
and perceptions (Zeithaml 1988).  Other researchers have posited the key drivers are 
customer acquisition, customer retention and customer expansion (Gupta and Lehmann 
2005).   Lapierre (2000) identified 13 drivers that affect purchase decisions:  alternative 
solutions, product quality, product customization, responsiveness, flexibility, reliability, 
technical competence, supplier image, supplier solidarity with customers, trust, price, 
time/effort/energy and conflict.  Rust et al (2000) developed a topology of three driver 
categories that act as antecedents to overall customer equity:  value equity, brand equity 
and relationship equity.  Value equity is the customer’s objective assessment of the utility 
of the brand, relative to what is sacrificed and the benefits derived (Lemon, Rust and 
Zeithaml 2001).  It is influenced by quality, price and convenience.  Brand equity is 
customer’s subjective assessment of the brand’s utility that is over and above the 
perceived value.  It is driven by brand awareness, attitude toward the brand and the 
ethical behavior of the selling firm.  Relationship equity is the propensity of a customer to 
stay with a particular brand (or company), that is not accounted for by the customer’s 
objective and subjective evaluation of the brand.  It is driven by loyalty programs, affinity 
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programs and knowledge-building programs offered by the selling firm or 
communities in which it operates.  These three areas are directly influenced by marketing 
managers through customer value management, brand equity management and customer 
relationship management.      
     Customer equity thinking was an outgrowth of direct marketing modeling.  Firms 
tracked individual customer purchase histories over time and their responses to marketing 
efforts (Blattberg, Getz and Thomas 2001).  The response models allowed marketers to 
segment their customers by profitability.  Since customer equity depends heavily on 
customer lifetime value, researchers focused on refining methods to measure the lifetime 
value of customers.  Overwhelmingly, the methods relied upon longitudinal customer 
purchase data (Rust et al. 2004).  The next wave of research on customer equity focused 
on the way in which marketing tactics impacted equity (Hogan, Lemon and Rust 2002).    
     If the measure of customer equity ignores the impact of future customers, it is said to 
only represent static customer equity (SCE) (Singh and Jain 2003).  SCE underestimates 
customer equity because it ignores the impact of future customer acquisitions and within-
customer effects (word-of-mouth).  Perhaps a more realistic approach is a dynamic 
measure of customer equity (DCE).  The DCE perspective views customers as renewable 
resources (Dreze and Bonfrer 2003).  Therefore, it is a more dynamic way of looking at a 
firm’s customer base.  SCE is represented by the following formula: 
SCE = am – A + a [ m – R/r ] r / (1 + δ) 
Where:  a=fixed acquisition cost, r=retention rate, A=acquisition cost, 
R=retention rate, m=contribution margin, δ=time discount rate. 
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 Marketing Orientation 
 
       In the 1960’s, marketing was considered both a concept as well as a philosophy.  A 
philosophy is an expansive, sweeping way of life that dominates business life, whereas a 
concept is a recognized way of operating within the context of a philosophy.  The 
marketing philosophy includes customer orientation, integrated effort and a profit motive.  
The marketing concept calls for businesses to focus on their customers’ needs and wants 
and is the operational implementation of the marketing philosophy (Mcgee and Spiro 
1988).  The marketing orientation literature examines the extent to which firms follow the 
principles of the marketing concept (Kohli and Jaworski 1990).  If firms identify and 
satisfy customer desires and needs more effectively than their competitors, they are more 
apt to achieve superior market performance (Day 1994; Kotler 2002).  Market orientation 
researchers can be separated into two camps:  a behavioral and a cultural approach 
(Homburg and Pflesser 2000).  The behavioral camp focuses on activities that:  (1) take 
place within the organization that generate information about the environment in which 
the firm operates; (2) aid in the dissemination of this information throughout the firm; 
and (3) enhance the firm’s responsiveness to this market intelligence (Kohli and Jaworski 
1990).  These three groups of activities were coined as intelligence generation, 
intelligence dissemination and organizational responsiveness.  A causal model was 
developed, and tested empirically, that identified three antecedents to market orientation:  
top management (emphasis and risk aversion), interdepartmental dynamics (conflict and 
connectedness) and organizational systems (formalization, centralization, 
departmentalization and reward systems) (Kohli and Jaworski 1993).   
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     The cultural camp centers on the norms and values intrinsic to an organization that 
promote a market-oriented posture (Deshpande, Farley and Webster 1993).  Narver and 
Slater (1990), in particular, contributed substantially to the market orientation literature 
by introducing a valid set of measures for the construct.  They found a significant 
relationship between market orientation and business profitability.  From the cultural 
perspective, market orientation is defined as an organizational culture that is configured 
in such a way as to facilitate behaviors that create superior customer value for a firm’s 
customers and, thereby, result in superior firm performance (Narver and Slater 1990).  
Market orientation was found to have three components (customer orientation, 
competitor orientation and inter-functional coordination) and two decision criteria (long-
term focus and profitability).  Customer and competitor orientation represent all activities 
involved with gathering all relevant information concerning customers and competitors in 
a given market and disseminating the intelligence through the organization.  Inter-
functional coordination represents the firm’s harmonized efforts to create superior value 
for its customers by utilizing its previously collected market intelligence.  The two 
business criteria are fundamental to business performance as well as the sustained 
survival of the firm.  Researchers have also found that the linear relationship between 
market orientation and business performance was robust enough to exist even after 
accounting for environmental factors (market-level and business factors such as growth, 
concentration, entry barriers, buyer power, seller power, technological change, relative 
cost and relative size) (Narver and Slater 1990).  The relationship between these 
components of market orientation can be seen in the Figure 3: 
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<Insert Figure 3 Here> 
 
     Following the seminal work by Kohli, Jaworski, Narver and Slater, researchers set out 
to empirically test the foundation of market orientation in different environments and 
under various conditions.  In the mid-1990s, researchers tested the effect of market 
orientation on sales force behaviors and attitudes (Brown, Siguaw and Widing 1994).  
One would think that there would be a linear relationship between the level of market 
orientation of a firm and the customer-oriented behaviors exhibited by its sales force.  
The sales force represents one of the most crucial customer-facing components of any 
business organization.  It is the face of the firm, especially in business and industrial 
markets.  Researchers examined the way in which market orientation intersected with 
customer orientation, customer satisfaction, organizational commitment and role conflict 
and ambiguity (Brown, Siguaw and Widing 1994).  The results of this research stream 
demonstrated that there were positive benefits delivered to firms with higher levels of 
market orientation.  These benefits included increased levels of customer-orientated 
selling behaviors and enhanced job attitudes of sales personnel (Brown, Siguaw and 
Widing 1994).   
     In another seminal work, Day (1994) more fully delineated the attributes of market-
driven firms.  These attributes included organization culture, information utilization and 
inter-functional coordination.  Day posited that in order for firms to achieve a market 
orientation, they had to develop capabilities to optimize these attributes.  He also 
identified the role of total quality management, along with its focus on customer 
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satisfaction, operational excellence and process focus, as another key element in his 
capabilities perspective.   
     Further research found that a market orientation, coupled with an entrepreneurial 
capability, creates a climate for organizational learning.  Furthermore, firms with a 
superior organizational learning capability could achieve a competitive advantage 
(Narver and Slater 1995).  In order to create a “learning organization,” two key elements 
must be prominent:  an appropriate culture (market orientation and entrepreneurship) and 
an appropriate climate (facilitative leadership, organic and open structure and a 
decentralized approach to planning) (Narver and Slater 1995).   
     Using the market orientation scale devised by Kohli, Jaworski and Kumar (1993) 
(MARKOR), Raju, Lonial and Gupta (1995) examined the relationship between market 
orientation and firm performance in the hospital industry.  MARKOR measures market 
orientation on three dimensions:  intelligence generation, intelligence dissemination and 
firm responsiveness.  Performance was measured, subjectively, by asking respondents to 
rate the relative performance of their own hospital, in relationship to their competition.  
Performance was operationalized through a number of questionnaire items (measuring 19 
variables in total) including revenue growth, perceived service quality, market share gain, 
investment in research and development, reputation and net profit margin.   
   Researchers have also examined the relationship between new product performance and 
the “fit” between an organization’s cultural norms and values and its market information 
processes (Moorman 1995).  These market information processes included information 
acquisition, information transmission and conceptual utilization and instrumental 
utilization.  The organization’s cultural norms were examined in light of the competing 
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values model (Deshpande, Farley and Webster 1993).  The model indicates that there 
are two prevailing dimensions on which cultures differ---formality (informal/formal) and 
orientation (external/internal).  The resulting cultures are adhocracies, markets, 
hierarchies and clans.  The outcome of this research indicates that culture and orientation 
have a direct effect on the process-based market orientation as defined by Kohli and 
Jaworski.   
     In examining the role of marketing in competitive advantage and quality strategy, 
Morgan and Hunt (1995) included market orientation.  The findings indicated the inter-
departmental communication, connectedness and an absence of inter-departmental 
conflict between the marketing and the quality departments resulted in superior 
performance.  These findings supported prior research concerning the role of inter-
departmental dynamics in market orientation. 
     There is also evidence that a relationship between market orientation and innovation 
exists.  In a study of both manufacturing as well as service firms, Atuahene (1996) found 
that market orientation has a significant, linear relationship with innovation 
characteristics such as innovation-marketing fit, product advantage and inter-functional 
teamwork.  In contrast, there was no linear relationship between market orientation and 
product newness or innovation-technology fit.  In total, these findings indicate that 
market orientation has a significant contribution to an innovation project’s performance 
but not on its market success (Atuahene 1996). 
     In another study of the market intelligence dissemination, Maltz and Kohli (1996) 
examined the specific antecedents and consequences of this dissemination across 
functional boundaries.  The sample was comprised of 788 non-marketing managers of 
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high-technology equipment manufacturing companies.  The findings indicated that 
both dissemination frequency and formality have a nonlinear impact on perceived 
intelligence quality.  Moreover, it was determined that intelligence received via formal 
channels was weighted more heavily than information received via informal channels.  
The authors also found that the frequency of market intelligence dissemination is related 
to inter-functional distance, joint customer visits, transmitter’s positional power, 
receiver’s organizational commitment and trust in the transmitter.  It was also determined 
that the formality of the dissemination process is determined by the functional distance, 
receiver’s trust in the transmitter and structural flux (Maltz et al 1996).                    
     Researchers have also tried to establish the discriminant validity of market orientation 
by distinguishing it from other similar constructs in its nomological network.  For 
instance, other orientations examined by researchers include:  production (focus on cost 
reduction and production efficiency), product (focus on high quality products and 
continuous improvement), selling (focus on promotion and marketing), market (sense 
customer needs and create new products to address changes in such) and competitor 
(implement marketing strategies to combat predicted competitor actions).  The results 
indicated that approximately 30% of the sample had market orientation but 60% believed 
that market orientation was an important strategic goal.  Moreover, 83% of the sample 
believed that their corporate policies indicated that market orientation was important to 
their organizations. 
     In a recent meta-analysis, the construct of market orientation was found to not only 
have a direct relationship on organizational performance but also an indirect impact---
moderated by innovativeness, customer loyalty and quality (Kirca, Jayachandran and 
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Beardon 2005).  Antecedents to market orientation included top management factors, 
interdepartmental factors and organizational systems (Jaworski and Kohli 1993).  Top 
management sets the pace for the entire organization---it sets the strategic vision of the 
firm.  If the top management of a firm emphasizes market orientation, it influences the 
market orientation of the entire firm (Day 1994; Narver and Slater 1990).  The 
interdepartmental factors that influence market orientation are connectedness and conflict 
(Kirca, Jayachandran and Beardon 2005).  Connectedness is defined as the extent to 
which informal and formal contacts exist between employees in different functional areas 
within a firm.  Enhanced levels of interdepartmental connectedness increases market 
orientation through the greater use and sharing of information (Kennedy, Goolsby and 
Arnould 2003).  In contrast, conflict is created when there are divergent goals between 
functional areas of a firm.  As such, conflict is inversely related to market orientation 
since it hinders efforts to react to changing market needs (Jaworski and Kohli 1993).  
Organizational systems consist of two organizational structure dimensions, formalization 
and centralization, and two employee-based systems, market-based reward systems and 
market-oriented training (Kirca, Jayachandran and Beardon 2005).  A more formal 
structure (strictly defined roles, procedures and adherence to authority) is inversely 
related to market orientation (Jaworski and Kohli 1993).  The more centralized the firm’s 
organizational structure, the more likely it is that the firm will not be market orientated 
due to an inability to collect and disseminate market intelligence (Matsuno, Mentzer and 
Ozsomer 2002).  Finally, firms that utilize market-based reward systems (that 
compensate employees for exhibiting market oriented actions and activities) have higher 
levels of market orientation (Ruekert 1992).   
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     The consequences of market orientation can be classified into four dimensions:  
organizational performance, customer consequences, innovation consequences and 
employee consequences (Jaworski and Kohli 1996).  A market oriented firm is better at 
market-sensing and customer-linking capabilities; both of which lead to superior firm 
performance (Day 1994; Hult and Ketchen 2001).  This relationship has been tested 
empirically linking market orientation to managers’ perceptions of relative business 
performance (relative to firm objectives and competitor’s performance) (Jaworski and 
Kohli 1993).  Customer consequences include perceived quality, customer loyalty and 
customer satisfaction (Kirca, Jayachandran and Beardon 2005).  Market orientation 
improves customer-perceived quality by creating superior customer value (Brady and 
Cronin 2001).  Customer satisfaction and customer loyalty are impacted by market 
orientation through the firm’s superior ability to anticipate customer needs and provide 
the appropriate products and services to meet those needs (Jaworski and Kohli 1993).  
Innovation consequences include the firm’s innovativeness, its ability to create and 
implement new ideas and processes (Hult and Ketchen 2001) and new product 
performance (Im and Workman 2004).  Market orientation improves innovation because 
focuses a firm on meeting customer needs and leverages market intelligence (Han, Kim 
and Srivastava 1998).  Market orientation impacts employee consequences through 
organizational commitment, team spirit, customer orientation (motivation of employees 
to satisfy customer needs) and job satisfaction (Kirca, Jayachandran and Beardon 2005).  
Market orientation also reduces role conflict (Siguaw, Brown and Widing 1994) which 
increases job satisfaction.   
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  Supply Chain Management 
 
     Supply chain management is one of the latest business management paradigms, 
focused on improving throughput and efficiency through a firm’s value chain.  In the 
1970s, total quality management improved product quality and drove costs lower through 
effective management and operational design.  This was followed by a focus on lean 
manufacturing with initiative such as just-in-time processes in the 1980s.  The objective 
was to reduce inventory-carrying costs virtually to zero.  The payback that was evident in 
such efficiency measures was one of diminishing returns.  As firms approached an 
inventory-carrying cost of zero, no further efficiencies were achievable.  In order to 
further reduce costs and achieve a competitive advantage, firms sought to utilize global 
sourcing opportunities in the 1990s.  This leads to process-oriented, supply chain 
management (SCM) initiatives.  Despite the increasingly sophisticated technological and 
global capability of most firms today, vast inefficiencies remain.  For instance, in 2000, 
supply chain costs in the United States alone exceeded $1.0 trillion (approximately 10% 
of US GDP).  This expenditure is close to the entire GDP of Russia and exceeds the GDP 
of Canada.  A relatively minor 10% reduction in US supply chain costs would result in a 
cost savings equal to the entire GDP of Ireland (Datta et al 2004).  In 2004, global 
logistics expenditures exceeded $(US) 3.0 trillion and accounted for approximately 12% 
of global GDP.  SCM, therefore, is certainly a substantial area for research and has 
important managerial implications.   
     SCM is the managerial approach to efficiently integrating suppliers, manufacturers, 
distributors, warehouses and retail stores in such as way as to optimize the production 
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and distribution functions and minimize system-wide costs while satisfying customer 
service-level needs (Simchi-Levi et al 2003).  The supply chain a collection of businesses 
with one-to-one relationships but an integrated, interwoven, network of businesses and 
relationships.  The supply chain provides a way in which firms can achieve synergistic 
effects from both intra- as well as inter-company relationships.   
     Several “schools of thought” or perspectives have been identified delineating the roots 
of SCM.  The “chain awareness school” focuses on integrated material and related 
information flow from raw material to end customer (Bechtel and Mulumudi 1996).  The 
“linkage/logistics school” attempts to connect physical distribution processes (Bechtel 
and Mulumudi 1996).  The “information school” identifies information flow as the 
central factor to supply chain success (Bechtel and Mulumudi 1996).  The “integration 
school” suggests that the firm should be redesigned to form “virtual networks” (Bechtel 
and Mulumudi 1996).  The “transportation and logistics perspective” focuses on the 
physical aspects of logistical distribution (Tan 2001).  Finally, the “purchasing and 
supply perspective” suggests that superiority can be achieved through innovative 
sourcing concepts and supplier integration (Tan 2001).  A common thread throughout 
each of these various perspectives is the idea that sourcing and logistics represent the 
heart of what we call SCM.  Sourcing links external resources to the firm.   
     Uncertainty plays a pivotal role in SCM.  Businesses of all shapes and sizes must deal 
with demand uncertainty and its role in inventory management.  Production is demand 
driven the decision must be made ex ante in advance of customer demand.  Moreover, 
there is a lack of ex post information flow concerning true customer demand between 
intermediaries in the supply chain.  This lack of communication flow has an exponential 
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effect on the variability of demand up through the chain.  This is called the “bull whip 
effect” (Lee et al 1997).  The bull whip effect is one of the most prominent contributors 
to inefficient supply chains, resulting in billions of dollars of cost redundancies from 
excess capacity, excess warehouse expenditures and unnecessary transportation costs 
(Lee et al 1997).  Emerging technology, such as radio-frequency identification (RFID) 
and ultra-wide band tags (UWB), represent potential solutions to these problems inherent 
in supply chains.  The devices provide a way for supply chains to track the movement of 
physical, discrete products throughout the chain---from raw material, to production, to 
retail to repair shop.  With this information, all parties within the chain can make more 
accurate decisions and reduce costs system wide.  For instance, inventory bottlenecks can 
be identified by everyone in the supply chain in a transparent way rather than having to 
make educated guesses. 
        Customer Relationship Management 
 
     The topic of customer relationship management (CRM) has received substantial 
attention in both academic as well as popular press.  Businesses continue to spend 
billions of dollars on CRM initiates and implementations despite the lack of definitive 
evidence that such initiates impact firm performance directly.  The Aberdeen Group 
estimates that global expenditures on CRM technology will exceed $17 billion (2006-
2007).  If CRM-related services such as consulting and customer service outsourcing are 
included in the figures, the projection exceeds $100 billion (Sneider 2003).   
     Academic research initially focused on identifying the antecedents and consequences 
of successful CRM implementations (Ryals and Knox 2001; Ryals and Payne 2001).  
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This was in response to a rash of popular press articles highlighting CRM project 
failures and a lack of concrete “payback” (Rigby, Reicheld and Schefter 2002; Yoo and 
Donthu 2001).  Academic researchers did find some evidence of the organizational 
impact of CRM (Day and Van den Bulte 2002; Reinartz, Krafft and Hoyer 2003).  
However, the literature remains inconclusive.  This is due, in large part, to a lack of clear 
conceptualization of the construct.  This quote by Greenberg (2001 pp 4) illustrates this 
lack of clarity: 
“CRM…isn’t a technology.  As you will see, that’s true, but not strictly.  I also 
heard that it was a ‘customer-facing’ system.  That it is a strategy and/or a set of 
business processes.  A methodology.  It is all of the above or whichever you 
choose.”  
     Some view CRM as a technology solution whose goal is to collect vast amounts of 
data about buyer purchase behavior.  Others believe that CRM is more concerned with 
business processes to optimize the customer experience.  Still others believe it is more of 
a comprehensive strategy to maximize customer retention.  Given this divergence in 
opinion, we review the CRM literature by partitioning it into five distinct perspectives:  
CRM as a process, a strategy, a capability, a philosophy and a technology.   
     
CRM as a strategy.  Strategy can be defined as an “overall plan for deploying resources 
to establish a favorable position” (Grant 1998 pp 14).  As a strategy, CRM activities 
should focus on the appropriate deployment of firm resources to build and maintain 
customer relationships with those customers with the highest lifetime value (Kracklauer 
et al. 2001).  Customers are viewed as heterogeneous and, as such, maximum profitability 
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can only be achieved by directing resources on customer relationships that return a 
certain level of profit margin (Ryals 2003).  This means that the firm must decide to 
completely divest itself of some unprofitable customers (Verhoef and Donkers 2001).  
Rather than focusing on how to build customer relationships, this perspective of CRM is 
more concerned with which type of relationships are most profitable for specific 
customers.  As such, customers can be viewed as a portfolio of assets that require active 
management (Plakoyiannaki and Tzokas 2002; Ryals 2003).  
 
CRM as a philosophy.  Based on research in customer loyalty, CRM has also been 
defined as a philosophical approach to business.  From this perspective, customer loyalty 
is best achieved through pursuing activities that focus on a fostering long-term buyer-
seller relationships, rather than discrete sales transactions (Reicheld 1996).  Loyal 
customers can only be developed if individual transactions are considered in the broader 
context of an ongoing relationship (Shahnam 2003).  As a philosophy, CRM is squarely 
grounded in the marketing concept which calls for firms to organize around customer 
needs and be responsive to such (Narver and Slater 1990).  This perspective borrows 
from both the relationship marketing and the marketing concept paradigms---
acknowledging that customer value is at the center of buyer behavior.   
 
CRM as a capability.   In the resourced-based view of the firm, a stark distinction is 
made between capabilities and resources.  Resources are generally factors of production--
-capital, labor and raw materials.  Alternatively, capabilities are the capacity or potential 
of a combination of resources to perform an activity.  Resources form the basis for 
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capabilities and capabilities form the basis for establishing a competitive advantage 
(Grant 1991).  Capabilities are typically knowledge-based and difficult to imitate.  
Capabilities provide firms with the ability to perform activities that comprise business 
processes (Day 1994).  This perspective of CRM emphasizes the need to invest in 
resources that enhance their customer perceived value on a continual basis (Peppers and 
Dorf 1999).   
 
CRM as a technology.  From a managerial perspective, CRM is often relegated to a 
technological tool.  If you ask a business manager to define CRM, you are apt to get 
responses such as “Siebol”, “Salesforce.com” and “Symantec ACT or Goldmine.”  These 
are some of the plethora of technology solutions that are available to help automate the 
CRM process.  This simplistic understanding of CRM contributes greatly to the large 
number of failed CRM roll outs highlighted in the popular press (Chen and Popovich 
2003; Ragins and Greco 2003).  There is also empirical evidence in the academic 
literature indicating a weak, at best, relationship between CRM technology utilization and 
a firm’s relationship building success (Day and Van den Butle 2002; Reinartz et al 2003).  
However, CRM technology does play a substantial role in integrating the customer-facing 
business functions (sales and marketing) with other functional areas within the firm 
(logistics, order processing, fulfillment, accounts receivable, etc.) (Chen and Popovich 
2003).  From this perspective, CRM technology pulls demand-driven data into the 
enterprise resource planning (ERP) process.  Another benefit to implementing CRM 
technology is once data is collected (creating a data warehouse), powerful data mining 
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tools can be utilized to leverage customer buying patterns and enhance customer equity 
and customer lifetime value (Bose 2002; Greenberg 2001).                  
  
CRM as a process.  A process is defined as a collection of tasks or activities that result in 
a desired business outcome (Davenport and Beers 1995; Hammer 1995).  In business, 
these tasks or activities typically refer to the conversion of organizational resources into 
desired outputs such as new products.  Groups of tasks and activities can be aggregated 
(or subdivided) into lower or higher level processes.  As such, the specific type of 
business process depends upon the level of aggregation used to define it (Fahey, 
Srivastava, Sharon and Smith 2001).  For example, Srivastava  et al (1999) classify CRM 
as a highly-aggregated, macro-level process that includes many sub-processes such as 
prospect identification and customer knowledge creation.  Others have also taken the 
view that CRM should be a highly-aggregated, higher-order construct whose objective is 
to establish long-term, mutually beneficial customer relationships (Plakoyiannaki and 
Tzokas 2002).  Conversely, others have taken a more micro-level perspective defining 
CRM as a process focusing solely on customer interactions which indirectly result in 
long-term, profitable relationships (Day and Van den Bulte 2002; Galbreath and Rodgers 
1999).  In either case, the focus of CRM is the development and maintenance of 
relationships between the firm and its customers.  As a process, CRM activities follow 
the customer through its lifecycle with the firm (Dwyer, Shurr and Oh 1987; Gronroos 
1990; Parvatiyar and Sheth 2000).  Recent academic work actual favors this process view 
of CRM (Reinartz et al. 2003). 
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Product Innovation Management 
 
     The development and successful introduction of new products and services, as well as 
important product enhancements, is the bloodline of many organizations.  As such, 
innovation remains an important topic for research.  We define innovation as the process 
of developing new products and services and bringing them successfully to market.    
Innovation efforts improve the quality of products and services, reduce their overall cost 
and turn entire product markets on their ears.  Successful product development begins 
with listening to customer needs (from effective customer relationship management).  
The idea of innovation has been examined from a variety of perspectives including the 
factors that determine product development success (Henard and Szymanski 2001; 
Montoya-Weiss and Calantone 1994), the use of behavioral decision theory in product 
development choices (Simonson 1993; Thaler 1985), the integration of marketing into 
other functional areas to improve innovation decisions (Griffin and Hauser 1996), 
innovation metrics (Griffin and Page 1993, 1996; Hauser 1998) and esoteric engineering 
aspects of product development (Ulrich and Eppinger 2000).  Rather than attempt to 
tackle the voluminous literature stream pertaining to general innovation herein, we will 
examine product development with an eye on its managerial implications.   
     The organizational characteristics that augment an innovation capability have attracted 
the attention of researchers since the 1960s (Burns and Stalker 1961; Damanpour 1991; 
Hage 1980).  The research indicates that in order for firms to create disruptive, break-
through products and services, they must put in place purposeful strategies to foster new 
product development efforts.  For instance, specialized cross-functional teams charged 
    42
specifically with developing such products are typical.  These nimble, entrepreneurial 
teams (such as those found in 3M) are given free rein when it comes to their research and 
development efforts.  In contrast, incremental new product development initiatives are 
generally nurtured in a more traditional, decentralized organizational structure.  The 
organizational structure is important, especially as it relates to the shear size of a firm or 
its network.  The idea that the size of an organization plays an important role in its ability 
to develop new products was first identified by Schumpeter (1942) in his concept of 
creative destruction.  He observed that the introduction of innovations destroyed the 
market positions of firms committed to the old technology.  At least five distinct research 
branches were spawned from Schumpeter’s work.  The first stream, headed by Galbraith 
(1952) and Ali (1994), proposed that large firms had certain unique advantages that 
enabled them to innovate, including economies of scale and scope, financial resources, 
sales and service infrastructures and established distribution channels.  In concert, these 
characteristics provide larger firms with the ability to appropriate the returns from new 
product development successes more effectively than firms of smaller size (Levin et al 
1987; Tripsas 1997).  Smaller firms may be at a disadvantage by not having any of these 
advantages or may not have the same combination of advantages as their larger 
competitors.  The second research stream, posits the polar opposite—that larger firms 
may be at a disadvantage due to the shear size, creating organizational inertia (Mitchell 
and Singh 1993).  Smaller firms are usually more nimble than their larger counterparts.  
They can both recognize and react to changing customer demand quicker.  The third 
researcher stream finds that it is actually medium-sized firms that have the highest 
propensity to innovate (Ettlie and Rubenstein 1987).  The fourth group argues that it is 
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medium firms that are most at a disadvantage.  These firms bear the liabilities of both 
small and large firms but gain none of the advantages (Pavitt 1990).  Finally, the fifth 
stream finds support for the suppositions offered by the other streams, depending upon 
the pre-specification of the econometric function used for the analysis (Griliches 1990).  
In summary, it appears that the size of the firm does contribute to its ability to develop 
new products, although the relationship is not a simple linear relationship.   
     Other firm level characteristics that contribute to new product development have been 
examined by researchers.  A recent meta-analysis of innovation studies conducted 
between 1980 and 2003 found over twenty antecedents and three performance outcomes 
of organizational innovation (Vincent, Bharadwaj and Challagalla 2004).  In addition to 
ten resource and/or capability antecedents, the following categories of factors were found 
to contribute to a firm’s ability to innovate: 
• Environmental factors such as level of competition  
• Organizational structure such as culture and inter-functional coordination 
• Employee demographic factors such as age and educational level 
 
A firm’s desire to innovate and develop new products is also related to its ability 
to appropriate the returns delivered by innovation.  If firms feel that their innovation 
efforts can be duplicated or appropriated by other firms, then they will not invest in the 
infrastructure necessary for product development.  For instance, in the pharmaceutical 
market, firms would not invest in research and development to develop new disease-
fighting drugs if they had no protection of their intellectual property or could not price 
their products at a level high enough to provide a reasonable return on investment.  Levin 
et al (1987) found two primary ways in which firms appropriate innovation profits: legal 
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mechanisms (patent protection, copyrights, service marks, etc.) or secrecy combined 
with complementary assets.  Patent protection is effective in only a very few industries 
such as chemicals, drugs and computer software.  Firms are motivated to develop radical, 
new technologies because industry participants, as well as governmental agencies, 
voraciously defend intellectual property rights (Teece 1988).  The effect of this is that 
potential imitators are less likely to attempt to copy products, services and/or processes 
that have been legally protected.  Innovators in other industries with less formidable 
enforcement structures continue to innovate when secrecy or complementary assets allow 
them to gain an acceptable return on investment (Tripsas 1997). 
In a similar vein, researchers have uncovered another driver of radical innovation 
called “willingness to cannibalize” (Chandy and Tellis 1998).  This variable was 
associated with having specialized investments, presence of internal markets, product 
champion influence and a future market focus.  Chandy, Prabhu and Antia (2003) 
examined the linkage between technological expectations and investments in 
discontinuous innovation.  Interestingly, they found that a fear of obsolescence is stronger 
driver of investment in innovation than financial return on investment.  Moreover, they 
found that dominant firms were much more likely to react to this fear obsolescence and 
invest aggressively in innovation than less dominant competitors with the same 
expectation. 
     Firms do have control over how the structure of their organization and this is one 
factor that impacts innovation directly.  Although organization structure and culture are 
sticky and sometimes difficult to alter, firms can affect many organization aspects to 
improve innovation.  We find four sub-areas of organizational research that are relevant 
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to innovation: overall organizational forms, teams, cross-boundary innovation 
management and commitment.  
Organizational Forms.  Looser organizational forms tend to provide a better foundation 
for organizational innovation.  For instance, Larson and Gobeli (1988) asked managers to 
evaluate different project-management structures in relation to cost, schedule adherence 
and technical performance goals.  The results indicate that project-matrix and project 
team structures were the most effective.  More recently, product development teams that 
are led by functional managers, project managers or self-appointed champions continue 
to deliver superior results. For instance, project managers work best in mature, 
bureaucratic firms developing complex products (e.g., the auto industry) (Clark and 
Fujimoto 1991; Wheelwright and Clark 1992).  However, innovation obviously also 
occurs in smaller firms and for less-complex products each of which may require 
different organizational forms to support innovation.  Functional managers may be 
appropriate leaders for particular stages of innovation.  For example, a traditional 
research and development manager may effectively lead a radical innovation.  Finally, 
research indicates that champions are not consistently effective in all industries.  It is 
more likely that advocates are indirectly linked with success (Markham and Aiman-Smith 
2001; Markham and Griffin 1998).  
Teams.  In general, the effectiveness of a team is dependent not only its composition but 
also the leadership.  Cross-functional teams are associated with superior firm success and 
faster new-product development (Griffin 1997).  However, cross-functional teams need to 
be staffed by recruits from a variety of intra-firm departments and these disparate recruits 
have to interact with each other.  Ancona (1990) indicates that successful teams are 
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comprised of at least five important roles: ambassadorial (representing the team to key 
stakeholders), scouting (scanning the environment external to the team for new 
information), sentry (actively filtering incoming information), guarding (actively filtering 
outgoing information) and task coordination.  The influence of boundary management 
has changed dramatically recently (Sarin and Shepherd 2004).  The change has occurred, 
in great part, due to the explosion of web-enabled communication and an increasing trend 
towards decentralization.  Contemporary product development often occurs through 
virtual teams that are only connected by the internet.  These virtual teams also work 
across geographic boundaries, time zones and even in different cultures.  Because of this 
shift in business practices, specific sentry and scouting roles become less important, 
while ambassadorial and coordination roles become more important. 
Cross-boundary management.  Innovation increasingly involves inter-organizational 
resources.  These boundary-spanning arrangements include co-development agreements, 
development alliances and development networks. The co-development arrangements 
span the entire value chain, from suppliers to customers, and even sometimes 
competitors.  Some co-development agreements even involve firms with which the focal 
firm has no relationship to the firm’s current business but offers a required capability.  
For instance, in an empirical study of 106 firms that had participated in new product 
alliances, Rindfleisch and Moorman (2001) determined that an increase in product 
creativity and speed to market was associated with higher levels of relationship quality 
and knowledge overlap between alliance partners.  They also found that horizontal 
alliances (between competitors) were more likely to have higher overlap in knowledge 
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bases while vertical alliances (with suppliers or customers), had higher quality 
relationships. 
Commitment.  In some cases, managers overvalue projects and innovations in which they 
have already invested time, effort and money.  From an accounting perspective, these 
investments are categorized as sunk costs and, as such, should have no bearing on 
whether or not to continue funding or expending resources.  However, these projects 
affect careers and the level of motivation of managers.  Commitments to negative 
research and development decisions escalate with increasing responsibilities for those 
actions (Staw 1976). This was explored further by Simonson and Staw (1992) and 
Boulding, Morgan and Staelin (1997), who suggested strategies to de-escalate 
commitment.      
Business Processes 
 
      The importance of interdepartmental dynamics has been illustrated during our 
discussion of market orientation (Kohli and Jaworski 1990).  We have also introduced the 
idea that one of the behavioral components of market orientation is the coordinated 
utilization of firm resources to create superior value for its customers.  In this section, we 
expand the concept to encompass the higher-order, core business processes of supply 
chain management, customer relationship management and new product development.   
     Michael Porter first discussed the concept of interoperability across a firm’s value 
chain in the 1980’s (Porter 1981; 1985).  The value chain represents all of the activities 
performed by a particular firm and how these activities interact to create perceived 
customer value and a competitive advantage (See Figure 4).     
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<Insert Figure 4 Here> 
 
     A firm gains a competitive advantage by performing strategically-important activities 
more cost effectively or efficiently than its competitors.  In Porter’s model, the linkages 
(or what we call interfaces) between the primary activities represent key opportunities for 
competitive advantage.  In particular, if firms can optimize or coordinate the linkage 
between these activities, the overall cost of a firm’s value chain can be lower than its 
competitor’s.  For instance, if a firm has a very efficient supply chain in which orders are 
electronically exchanged (eliminating the need for order entry manually), the efficiency 
in which orders are filled is increased.  Amazon.com (the online bookseller), for example, 
has a live, virtual electronic link to all of its independent suppliers’ warehouses.  This 
completely bypasses the traditional layering of the distribution channel in book selling 
(printer, wholesaler, distributor, retailer, etc.).  Customers can look directly into the entire 
network, virtually, without having to wait for a retailer (for instance) to check with its 
distributor.  This reduces the cost of the entire supply chain as well as increases 
efficiency.  In addition to reducing the overall delivered cost potentially resulting in a 
competitive advantage, it also differentiates the network from its competitor networks (or 
competitors).  Of course, in order to achieve this result, the value chain must have 
instituted the appropriate integrating techniques such as coordination, optimization of 
linkages and an efficient organizational structure (and/or governance structure) (Porter 
1985).   
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     Inter-functional coordination is also the guiding principle in Deming’s 
organizational model.  Deming’s work is based on “the fourteen points”, “the seven 
deadly diseases” and “the Deming Flow Diagram (see Figure 5)”.   
 
<Insert Figure 5 Here> 
 
     The flow diagram depicts a business as a continuous process, connecting the customer 
to the supplier.  Both the customer and the supplier provide essential feedback for the 
design and/or redesign of the product or service.  Deming’s fourteen points represent his 
business philosophy.  They were derived from his observations gathered while 
investigating Japanese manufacturing practices.  They include exhortations such as using 
statistical sampling and data analysis techniques for quality control, avoid “lowest cost 
wins” supplier selection procedures, process improvement and investing in education.  
The seven diseases refer to problems with a firm’s reward and performance system as 
deficiencies in its leadership.  By eliminating (or reducing their impact) the seven deadly 
sins and/or implementing Deming’s fourteen points, firms can optimize the flow diagram 
and achieve superior customer value and performance.   
     One of the antecedents of market orientation is interdepartmental dynamics.   
Interdepartmental dynamics is comprised of two dimensions:  conflict and connectedness 
(Kohli and Jaworski 1990).  Conflict is tension between or among functional departments 
resulting from incompatibility of actual or desired goals.  Connectedness is the degree of 
either formal or informal contact among or between individual employees across 
departments within a firm.  Conflict is inversely related to market orientation because it 
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reduces the dissemination of market intelligence and obstructs effective response to 
such intelligence.  Connectedness has the polar opposite effect on market orientation as it 
facilitates the sharing and utilization of information.  Together, interdepartmental 
dynamics and inter-functional coordination are key ingredients contributing to the 
efficiency in which things handled internal to an organization.  They are also an 
outgrowth of the prevailing philosophy or organizational culture present in a particular 
organization.  Peter Drucker also called for a new, more process-oriented way to organize 
the firm (1988).  He recognized that the prevailing organizational structure in the United 
States was placing firms at a competitive disadvantage.  In order to combat 
environmental changes, such as an increase in globalization and the use of information 
technology, he called for the creation of knowledge-based, task-oriented teams.  The new 
information-based organizational structure will provide for a “synchrony” of activities 
that span the older, functional silos of the organization and reach out to the customer.  
The activities are what we call, herein, processes.  The processes, as envisioned by 
Drucker, will make organizations more efficient.  The layers of managers responsible for 
system control will become obsolete.  Organizational structures will flatten and center 
upon task-focused teams.  Responsibility and accountability will fall upon the individual, 
especially concerning communication flows and relationships.  From Drucker’s 
perspective, an effective organization is process-oriented, customer-oriented and team-
driven held together by a common philosophy.  By removing the functions from the 
process, common problems such as interoperability and tenuous linkages between 
functional silos are minimized.   
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     Business processes, in particular, have been examined from a number of different 
perspectives.  We will focus our discussion on business process renovation, 
organizational culture, business process reengineering and the impact of information 
technology in business processes. 
Business process reengineering.  Business process reengineering (BPR) was first 
introduced in the early 1990s (Hammer 1990).  Its underlying premise was to “not 
automate, obliterate.”  It called for a complete upheaval of the organization by altering 
jobs and roles, organizational structure, measurement systems, values and beliefs.  By 
using information and organizational technology, new and improved business processes 
could be developed.  Business process reengineering is the fundamental rethinking and 
radical redesign of business processes to achieve substantial improvements in critical 
measures of performance, such as cost, quality, service and speed (Hammer and Champy 
1993).  In BPR, processes are defined as a collection of activities that utilize various 
inputs to create customer value.  Once a business has been reengineered, it is comprised 
of strategic, customer-focused processes that begin with the customer and end with 
outcome important to the customer, ignoring the mechanisms (Hammer 1993).  Processes 
of particular importance to BPR include value-adding, enabling, asset creating and 
governing.   By orientating a business around processes (and the customer), it naturally 
moves away from organizational hierarchies.  By improving business processes, a firm 
can increase profitability and business performance (Hammer and Champy 1993).   
     A similar initiative, continuous process improvement (CPI), integrates methods such 
as industrial engineering, systems analysis and design, socio-technical design and total 
quality management (Davenport 1993).  Continuous improvement refers to programs and 
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initiatives that emphasize incremental improvement in work processes and outputs 
(Davenport and Beers 1995).  Using CPI techniques can dramatically increase 
competitive advantage (Tenner and DeToro 1997).  The main difference between CPI 
and BPR is in the level of changes.  CPI relies more on examining a single process which 
primarily relies on a problem-solving approach.  In contrast, reengineering focuses on 
higher-level, cross-functional processes.  Reengineering requires the conceptualization of 
the optimal way in which a business process should work.   
     The successful implementation of higher level business processes is not possible 
without integration and extensive modification of current business processes.  A business 
process orientation is critical for reducing conflict and encouraging connectedness in the 
value chain, while improving business performance (McCormack and Johnson 2000).  
Process is one or more tasks that add value by transforming a set of inputs into a specific 
set of outputs (goods or services) for another person (customer) by a combination of 
people, methods, and tools (Tenner and DeToro 1997).  The redesign of processes must 
not be limited to internal organizational processes.  A single firm is just one entity in a 
value system carrying out processes which extend beyond the boundaries of the focal 
firm.  As such, the traditional business process redesign must now be extended to a more 
holistic, business network redesign (McIvor, Humphreys and Huang 2000).     
Business process renovation.  Business process renovation marries the more aggressive, 
strategic business process reengineering and the more progressive, continuous process 
improvement (CPI) with information technology infrastructure strategies.  Process 
renovation is a strategy in which current business policies, practices and procedures are 
examined, resulting in the redesign of mission-critical products, processes and services 
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(Prasad 1999).  It is also a method of operational improvement (Kettinger and Grover 
1995).  Business processes are examined at the company level (rather than at the process 
or functional level) and relies on the principles of change management.  The objective of 
a good renovation initiative is to provide a guide for reengineering, with an eye towards 
simplifying and improving the processes in such a way that they can be easily integrated 
into the company and into the value chain network. 
     The focus of BPR was on internal benefits such as cost reduction, staff downsizing 
and operational efficiency.  In terms of strategy, BPR initiatives are more tactical in 
nature.  Renovation initiatives are increasingly focused more on the processes that exist 
between business partners and the applications supporting these processes.  Therefore, 
they are focused on more long term, strategic events.  These strategies address processes 
on a higher level such as customer relationship management, supply chain management, 
selling-chain management, and enterprise resource planning. (Phipps 2000; Kalakota and 
Robinson 2001).   
     A number of authors have examined business process renovation (and BPR) from 
different perspectives.  As such, a number of terms have been offered that depict the 
same underlying phenomenon (O’Neil and Sohal 1999): 
 Business process improvement 
 Core process redesign 
 Process innovation 
 Business process transformation 
 Breakpoint business process redesign 
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 Organizational reengineering 
 Business process management 
 Business scope redefinition 
 Organizational change ecology 
 Structured analysis and improvement 
Regardless of the label, each of the concepts offered above focus on uncovering 
organizational deficiencies and improving organizational performance.  The choice of 
improvement approach is dependent upon three variables:  the criticality to the 
organization, the opportunities resulting from closing a performance gap and the 
feasibility of the improvement effort.  Improvement efforts can range from a relatively 
banal, ongoing continuous improvement effort (e.g. TQM) to a rare, breakthrough 
reengineering project (e.g. BPR). 
The Role of Information Technology in Business Processes.   
The ubiquitous nature of the internet, as well as the explosion of enterprise resource 
planning applications (SAP, People Soft, NetSuite, Oracle, etc.), has provided a 
heretofore unobtainable opportunity for organizations to effectively share information.  
These tools provide the means to achieve a seamless flow of information both within an 
organization and as well as between organizations within a value chain.  These tools can 
also facilitate relationships through their ability to transfer information (Wagner, Fillis 
and Johansson 2003).  As these new technologies are integrated into an organization, they 
can have a dramatic impact on the underlying business processes.  Moreover, as “new to 
the world” technologies are deployed, entirely new business processes must be 
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established.  Some of these emerging technologies include vendor managed inventory 
(VMI), direct store delivery (DSD), scan-based trading (SBT), computerized point-of-
sale (POS) systems, material requirements planning (MRP), manufacturing resource 
planning (MRP II), radio frequency identification devices (RFID), global positioning 
systems (GPS) and the increasing use of real-time, wireless data connections (wireless 
wide area networks; CDPD, GSM, GPRS, etc.) (Turban, McLean and Wetherbe, 2004). 
     The efficiency of value chain can be enhanced in a number of ways including:  
reducing the number of manufacturing stages or levels, reducing lead-times for supplies 
or raw materials, working interactively rather than independently between levels of 
distribution or between partners and by escalating the flow of information (Persson and 
Olhager 2002). For instance, it has been demonstrated that within a supply chain the use 
of electronic data interchange (EDI) could reduce volatility in inventory levels and reduce 
safety stock levels.  Empirical results demonstrate that these improvements can reduce 
the standard deviation of the stock level by 64%, leading to a substantial annual cost 
savings (Owens and Levary 2002). 
     Muffatto and Payaro (2004) examine the way in which the Internet affect business 
processes within a firm, in particular, on the procurement and fulfilment process.  Using a 
case study method, they examined four large Italian firms.  As a result of their analysis, 
they propose an evolutionary model for e-business strategy.  The model demonstrates 
ways in which the use of information technology can mature from an instrument which 
simply coordinates company processes to a tool for complete business process 
integration.  They uncover five, distinct stages that comprise this maturation process of 
information technology:  IT as a communication tool, internal integration, the use of web-
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based communication tools, an XML web-based platform and a completely integrated 
enterprise.  As firms move along this maturation process, their business processes 
become more efficient. 
     Researchers have also begun to examine the role of information technology in 
leveraging inter-organizational processes (Williamson et al 2004).  Inter-organizational 
IT is defined as collections of IT resources, including communication networks, 
hardware, IT applications, standards for data transmission and human skills and 
experiences.  This perspective highlights the importance that the human element lends to 
business processes.  Organizations migrate through four, general phases as they develop 
their inter-organizational capabilities:  from the use of paper-based documentation, to the 
development of a proprietary EDI system, to the complete integration of information 
systems to formal strategic partnerships.  Although information technology improves 
information flows and improves communication between and among parties, 
organizational and system factors (for example, process definitions and installed legacy 
computer systems) are also important influencers on system-wide process efficiency 
gains.  It should be highlighted that the use of information technology, networks and e-
business applications is not a panacea.  The use of these technologies alone is not 
sufficient to realize the substantial benefits.  For instance, many of the problems 
attributed to e-commerce are not related to the technology but rather to logistic and 
supply chain problems (Hoek 2001; Williamson et al 2004). Furthermore, it has been 
shown that the deployment of internet-based solutions alone can not provide a reduction 
in transaction costs, improved supply chain efficiency or a reduction in inventory levels 
(Wagner et al. 2003).  The essential ingredient to successfully utilizing technology to 
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leverage business processes into superior performance is the transparent integration of 
work processes, such as purchasing and customer relations, across disparate computing 
platforms, applications and operating systems (Williamson et al 2004).     An example of 
this seamless integration at work can be found in supply chain integration.  The objective 
of supply chain integration is to optimize the coordination and collaboration among the 
partner firms involved (Muffatto and Payaro 2004).  One supply chain model examines 
the way in which environmental turbulence and strategic orientation impact the degree, 
stage and breath of supply chain integration (Stonebraker and Liao 2006).  A strategic fit 
must exist between environmental, integration and operations variables. The extent of the 
fit would attenuate “bullwhip” inefficiencies, reduce inventory costs and improve 
customer service (the “bullwhip” effect is discussed in the Supply Chain chapter of this 
work).   
     The ubiquitous presence of electronic linkages (primarily through the internet) in 
value chains has fundamentally altered the nature of inter-organizational relationships 
(McIvor, Humphreys, Huang 2000).  By utilizing these information networks effectively, 
organizational and inter-organizational business processes can be simplified and 
improved (Bhatt 2000).  Cumbersome business processes, not the technology itself, are 
the chief roadblocks to wholesale adoption of inter-organizational information systems 
(McIvor, Humphreys and Huang 2000).  Few business processes are fully-integrated, 
even in the most successful and technologically-advanced firms or networks.     
The Role of Organizational Culture in Business Processes.  The traditional (i.e. “old”) 
way of viewing the firm is that it is comprised of hierarchical layers (Williamson 1981).  
It is vertically-oriented, with multiple layers of management each of which is 
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increasingly removed from direct contact with the customers.  Loyalty within the 
organization is to the functional department rather than the corporate vision (functional 
silos).  This structure was dubbed the vertical organization.  Corporations have migrated 
away from this formation, primarily due to its inadequacies such as high coordination 
costs and slow decision making.  Through business process reengineering, firms can 
achieve greater efficiency and productivity.  This is primarily achieved through 
“flattening” the organization---making it more horizontal (Byrne 1993).  Horizontal 
corporations break down functional boundaries and hierarchies.  Multi-disciplinary teams 
focus on optimizing core business processes such as product development.  General 
Electric’s former Chairman Jack Welch embodied this approach.  He implored his 
organization to create a “boundary-less” atmosphere to reduce costs, shorten time to 
market and improve customer responsiveness.  Firms that organize around market-driven 
core business processes can realize cost reductions of up to thirty percent (Byrne 1993).   
     Firms can also be viewed as adaptive processing systems that convert resources into 
products and services that are in demand by receiving units or markets (Rummler and 
Brache 1990).  This organizational form is based on process-oriented structures, 
measures, rewards and appropriate resource allocation.  IBM suggests using the concepts 
of process management, borrowing from the manufacturing sector (Melan 1985).  The 
firm is viewed simply as being comprised of interrelated work tasks with prescribed 
inputs and outputs.  Using process management tools such as statistical process control, 
cycle time analysis and continuous process improvement, it is possible to optimize the 
overall work flow through the organization.   
    59
     The literature indicates that appropriate roles, structure, culture (comprised of 
values and beliefs) and a teaming capability are important determinants of successful 
business processes.  Teams are typically classified into one of two forms:  integrating or 
work teams (Cohen et al 1996).  Integrating teams coordinate the activities of disparate 
parts of the organization---breaking down functional barriers (Galbraith 1999).  Work 
teams are formed to accomplish a particular task or job and are, therefore, more transient.  
Cross-functional teams combine the roles of both integrating and work teams.  Cross-
functional teams are the most appropriate for enhancing business processes and 
improving organizational performance (Cohen et al 1996).  Team effectiveness is 
dependent upon the organization context in which it is set.  Furthermore, the context in 
which the team operates determines whether the team achieves its objective.  Context, in 
turn, is influenced by the organizational culture.  Organizational culture also plays a role 
in the extent to which a firm is market orientated and the effectiveness of its business 
processes.  In an often cited meta-analysis, organizational culture is defined as “the 
pattern of shared values and beliefs that help individuals understand organizational 
functioning and thus provide them with the norms for behavior in the organization” 
(Deshpande and Webster 1989 pp 4).  The authors also find a distinction between culture 
(“why things happen the way they do”) versus organizational climate (“what happens 
around here”) (Deshpande and Webster 1989 pp 23).  These authors found two 
dimensions of culture.  One dimension ranges from organic (flexibility, spontaneity) to 
mechanistic (control, order, stability) processes.  The other dimension ranges from 
internal maintenance (smoothing activities, integration) to external positioning 
(competition, differentiation).  Depending upon where an organization falls along these 
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two dimensions, the overriding culture can fall into one of four types:  clan, adhocracy, 
hierarchy or market.  Each of these forms of culture differ various characteristics 
including leadership style, type of bonding and strategic emphasis (Deshpande and 
Webster 1989).  The market culture focuses on competitiveness and goal achievement.  
The adhocracy culture rewards entrepreneurship, creativity and adaptability.  As one 
would imagine, in the hierarchical culture, the emphasis is on order, rules and control.  
Perhaps the best type of culture for a teamwork environment is the clan, in which 
cohesiveness, participation and teamwork are emphasized.  Different cultural types work 
better in different markets.  For instance, a hierarchical culture might work well when a 
firm competes in the government sector.  In contrast, the adhocracy culture would be best 
for a software application development market.  Moreover, firms with cultures that are 
more responsive (market) and agile (adhocracy) outperform firms with cultures that are 
bureaucratic (hierarchical) (Deshpande and Webster 1989).  There is also a significant 
correlation between customer orientation and innovativeness and business performance.   
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CHAPTER III:  RESEARCH METHODOLOGY  
     Chapters one and two have provided a foundation for the research model testing in 
this dissertation.  In this chapter, the conceptual framework, the hypotheses, the 
instrument being used to gather data and the research design are presented.   
 
Conceptual Framework  
     
     Figure 6 depicts the theorized relationships between a set of variables related to 
customer perceived value.  Specifically, we believe that possessing strong market-based 
assets lead to customer value.  However, the relationship depends upon the level of 
business process capability the firm possesses.  We also believe that the firm’s global 
business process capability is comprised of three dimensions:  CRM, SCM and PIM 
capabilities.  The dimensions act in concert to provide the firm with superior business 
processes which, in combination with strong market-based assets, create superior 
customer value.  We also expect that a firm can not establish a competitive advantage 
without strong market-based assets.  We test this by measuring the human resource and 
testing if it alone can establish a competitive advantage.   
 
<Insert Figure 6 Here> 
 
Marketing Assets and Customer Value 
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     Recently, marketing researchers have emphasized ways in which marketing 
strategies and tactics can be justified financially (Hogan et al. 2002; Rust et al. 2004).  
The importance of this topic is highlighted in the Marketing Science Institute’s (MSI) 
2004-2006 Research Priorities.  Top tier priorities within the Marketing Productivity 
Community include metrics (assessing the impact of marketing programs on financial 
metrics and valuing intangible marketing assets) and brand equity.  The first step towards 
accomplishing this objective is to quantify the intermediary output of marketing:  
marketing assets.  We classify marketing assets as intermediary because the ultimate 
output of marketing efforts is products and services (and the satisfaction they provide) in 
demand by a target market.     
     An asset is “any physical, organizational or human attribute that enables the firm to 
generate and implement strategies that improve its efficiency and effectiveness in the 
marketplace” (Barney 1991 pp 48).  This perspective of assets is clearly more inclusive 
than that taken by most laymen.  Typically, assets are defined largely along financial 
lines:  cash, equipment, land, real estate, etc.  By broadening the definition, we can 
expand the pool from which we draw attributes that meet our criteria.  For instance, 
assets can be either tangible (fixed assets) or intangible (brands); it can be an “on balance 
sheet” (inventory) attribute or an “off balance sheet” attribute (customer equity); or it can 
be internal to the firm (cash) or external (deep or broad reseller network) (Constantin and 
Lusch 1994).  In industrial marketing, having a well-established, effective reseller 
channel (value added resellers) does not appear on a firm’s balance sheet nor is it 
“owned” by the focal firm.  However, it is a powerful marketing asset that enables the 
firm to leverage its strategies and differentiate the value that it delivers to its target 
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market.  Marketing assets are an organizational attribute that were first conceptualized 
by Sharp (1995).  Marketing assets have been defined as “customer focused measures of 
the value of the firm (and its offerings) that may enhance the firm’s long-term value” 
(Rust et al. 2004 pp 78).   
     According to Srivastava et al. (1998), market-based assets are primarily of two forms:  
relational and intellectual.  In general, these assets are intangible, off-balance sheet and 
external to the firm.  Relational market-based assets are an outgrowth of the relatively 
recent focus on relationship marketing strategies (Sheth and Parvatiyar 1995).  The 
relationship can be between the firm and its customers, suppliers, distributors or 
governmental agencies.  Trust, open communication and reputation play a key role in 
establishing buyer-seller relationships.  For instance, sales representatives have to 
overcome the initial reluctance (and occasionally, repulsion!) buyers have in dealing with 
them.  The sales representative has to demonstrate that he/she is genuinely interested in 
what is in the best interests of the buyer.  For this reason, relational assets are difficult to 
imitate.  A relationship is rare and unique because it exists between two individuals (a 
buyer and a seller).  This makes relational assets very difficult to replicate (Srivastava et 
al. 2001).        
     Intellectual market-based assets are derived from information gained by the firm from 
its competitive environment (Srivastava et al. 2001).  Given market dynamism and 
turbulence, firms that understand and anticipate changes in their competitive market can 
achieve a competitive advantage.  Intellectual assets are built upon information 
concerning a particular market’s competitors, customers, channels and suppliers (Nonaka 
and Takeuchi 1995).  The embedded knowledge collected from a firm’s market can be 
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used to anticipate changes in customer demand, speed new product development, block 
competitive efforts to gain market share through promotional campaigns and understand 
customer pricing requirements.  A firm may also accumulate unique facts, beliefs and 
assumptions concerning customer requirements, manufacturing processes or probable 
customer responses to pricing and sales promotions (Glazer 1991).   
     Our topology of market-based assets is comprised of two classes:  intellectual and 
relational.  However, as noted by Srivastava et al. 1998, these two classes are clearly 
interdependent.  Both are created as a result of the firm’s involvement with its external 
environment.  Market intelligence informs the firm’s management concerning the 
relational asset---which relationships may be potentially valuable (whether it be with a 
customer, supplier or governmental agency), the optimal time to establish enter into 
relationships and the best way in which to enter and manage a relationship.  Conversely, 
a relational asset provides key information that can potentially grow a firm’s intellectual 
stock.  For instance, the information that a firm’s sales representative gathers while 
building a relationship with his/her customer can be used to improve internal processes, 
enhance the firm’s products and services or correct a fatal flaw in the way the firm does 
business.   
     Regardless of the type of asset, an asset is worthless if not valued in the product 
market (Srivastava et al. 1998).  As discussed earlier, the resource-based view of the firm 
indicates that resources (or assets) are more likely to be valued in the marketplace if they 
are:  convertible into a market opportunity, rare, imperfectly imitable and not easily 
substitutable (Amit and Schoemaker 1993; Hunt and Morgan 1995).  Moreover, the value 
of an asset is not limited to its financial market or trade.  Tangible assets, such as plant 
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and equipment, are valued in this fashion.  These tangible assets are marketable and the 
demand for them is relatively homogeneous.  There is a relatively stable and consistent 
value placed on such assets and the market for them is liquid.  The demand for intangible 
assets, on the other hand, is very heterogeneous.  For instance, a brand is certainly more 
valuable to a company with similar brands.  The acquisition of the brand would return 
synergistic effects.  This is referred to a “value in use.”  According to the RBV, assets 
that have a “value in use” are more likely to be convertible and deliver a competitive 
advantage.  Intangible assets, such as marketing assets, are much more difficult to 
convert.  However, market-based assets are more easily leveraged by firms to establish a 
sustained, customer value.  Some of the ways in which additional value is extracted 
include (Srivastava et al. 1998): 
1. Reduced cost structure:  Deeper relationships with and knowledge of customers’ 
and channel partners’ requirements reduces sales support and service costs 
2. Price premiums:  Superior brand and customer equity deliver higher perceived 
value 
3. Competitive barriers:  Strong customer equity leads to customer loyalty and 
increased switching costs 
4. Competitive advantage:  Marketing assets make other firm assets more productive  
     Marketing assets are related to customer value in several ways.  First, relational and 
intellectual assets are the basis for, and convertible to, customer value.  Knowledge is the 
foundation of the mechanism at work in the conversion process (Drucker 1993; Leonard-
Barton 1995).  In our model, knowledge is embedded in the idea of intellectual assets.  
Market orientation, a customer-driven culture and market knowledge deliver knowledge 
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to the firm that can be converted into value for the customer.  Knowledge is the key in 
research and development, product and service innovation and makes sales more 
productive.  Marketing assets create value for customers through a positive quality 
perception (Chang and Chen 1998); the lowering of search costs, matching performance 
requirements and price (Day 1994); and by improving service and trust, reducing risk and 
generating innovative new offerings (Slater and Narver 1994).  Consequences of 
marketing orientation include perceived quality, customer loyalty and customer 
satisfaction (Jaworski and Kohli 1996).  Marketing orientation also enhances customer-
perceived quality of the firm’s products and services by contributing to and maintaining 
superior customer value (Brady and Cronin 2001).   
Brand equity has been demonstrated to be linearly related to customer value (Ambler 
2000; Keller and Lehmann 2001; Blattberg, Getz and Thomas 2001).  This relationship is 
clearly demonstrated in the Brand Value Chain (See Figure 7).  This tool provides a way 
to trace the value creation process for brands.  The process begins when the firm invests 
in a marketing program targeting customers or prospects.  The end result of these 
marketing tactics is a market response by the target market.   
 
<Insert Figure 7 Here> 
 
     The market responses include new customer acquisition from new markets (brand 
extendibility; Broniarczyk and Alba 1994), new customers from current markets (word-
of-mouth effects; Hogan, Lemon and Libai 2001), desire to cross-buy (Verhoef 2001), 
willingness to pay a price premium (Anderson and Mittal 2000), lower cost to market to 
    67
(Keller 1998) and a willingness of current customers to buy more (Zeithaml, Rust and 
Lemon 2001).   
     The brand asset also enhances customer value from the customers’ point of view.  For 
instance, a strong brand increases the strength of the brand-customer connection (Shapiro 
and Varian 1999).  It also provides a conduit for a stronger company-customer tie (Fox 
1998).  Recently, researchers have identified customer-brand communities such as HOGs 
(Harley Owner Groups) (Muniz and O’Guinn 2001).  These communities increase the 
value of brand assets in the eyes of the users.    
H1:  There is a direct, positive relationship between a firm’s Market-Based Assets and 
Customer Perceived Value. 
H2:  There is a positive, linear relationship between a firm’s Marketing-Based Assets 
and its Competitive Advantage 
 
Business Process Capability 
 
     Assets, in and of themselves, are not valuable to customers.  A firm that has a strong 
customer-oriented culture or has powerful brand equity does not mean anything to the 
customer unless it is translated into some tangible benefit.  How do firms mold the assets 
that they possess into these benefits?  We posit it is through core business processes from 
which these benefits are derived.  As queried by Day (1997, pp 89): 
“What are the core processes, and what is the contribution of the marketing 
function to the direction and integration of these processes?” 
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In order for firms to establish a competitive advantage of their competitors, it is 
necessary to continually deliver superior value.  To accomplish this goal, firms must 
efficiently and effectively design and execute work practices.  The work practices, or 
processes, are all of the steps necessary to bring a product/service to market, support it in 
the after-sales market and nurture the relationship with the customer.  These are referred 
to as “business or operating processes” (Davenport 1993; Hammer 1996).  To execute 
these processes effectively, cross-functional tasks must be integrated and firm assets must 
be deployed in concert.  In the RBV framework, firm assets such as personnel, market 
knowledge and inventory “come alive” as organizational capabilities through these 
processes (Grant  
1991).   
Supply Chain Management Capability.   We define a supply chain as a set of three or 
more entities (organizations or individuals) directly involved in the upstream and 
downstream flows of products, services, finances and information from a source to a 
customer (Mentzer et al 2001).  As a management philosophy, supply chain 
management’s (SCM) objective is to synchronize inter- and intra-firm operational 
capabilities into a unified, compelling network (Ross 1998).  The outcome of successful 
SCM is to create unique and individualized sources of customer value (Langley and 
Holcomb 1992).   
    In an important empirical study investigating the relationship between various supply 
chain capabilities and business performance, many of the hypotheses were supported 
(Tracey, Lim and Vonderembse 2005).  Much of the work was based on the seminal 
work by Day (1984).  The authors partitioned SCM capability into three distinct 
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capabilities:  outside-in, inside-out and spanning.  Outside-in capabilities focused on 
the supply chain and production management (inbound transportation, material 
warehousing, and inventory control of supply and production support).  Inside-out 
capabilities focused on finished goods and outbound logistics (packaging, finished goods, 
warehousing, inventory control-outbound and outbound transportation).  Spanning 
capabilities focused on the firms’ ability to manage information flow across functional 
areas of the supply chain (purchasing, customer order processing, and strategy 
development and information dissemination).  The authors operationalized business 
performance with measures of customer loyalty, perceived value, market performance 
and financial performance.  Having an inside-out capability directly affects business 
performance.  They also found support for the relationship between spanning capability 
and customer loyalty, perceived value, market performance but not for the relationship 
with financial performance.  With this support we feel confident that there is a significant 
relationship between supply chain management capability and customer value. 
H3:  There is a positive, direct relationship between a firm’s Supply Chain 
Management Capability and Customer Perceived Value. 
 
Customer Relationship Management Capability.  We conceptualize CRM as 
willingness and ability to change your behavior toward an individual customer based on 
what the customer tells you and what else you know about that particular customer 
(Peppers and Dorf 1999).  Viewed from a capability perspective, CRM recognizes that 
long-term, profitable relationships result only when firms are able to continuously adapt 
their behavior towards individual customers (Zablah, Bellenger and Johnston 2004).  The 
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success of CRM is contingent upon a firm’s possession of a set of tangible and 
intangible resources that afford it the flexibility to change its behavior towards individual 
customers on an ongoing basis.  It has been demonstrated that effective CRM can deliver 
a potential source of competitive advantage, assuming a set of hard-to-imitate resources 
are also available to the firm (Grant 1991; Teece et al. 1997).  The deployment of an 
effective CRM process implementation provides firms with the ability to better anticipate 
life-cycle-related changes in their customer and even influence such changes.   
     CRM is comprised of a key customer focus, an organization structured to facilitate 
CRM activities, knowledge management and the use of appropriate technology (Sin, Tse 
and Yim 2005).  Each of these areas is structured in such a way as to maximize the 
connection or relationship with the customer (customer-oriented).  Key customer focus 
CRM is closely aligned with the relationship marketing paradigm (Parvatiyir and Sheth 
2000).  Key customer focus is a customer-centric focus (Sheth et al. 2000; Vandermerwe 
2004) and continually delivers superior value to the customer and added value to selected 
key customers through customized offerings.  Additionally, Kotler and Armstrong (2004) 
define CRM as “the overall process of building and maintaining profitable customer 
relationships by delivering superior customer value and satisfaction.”   
H4:  There is a positive, direct relationship between a firm’s Customer Relationship 
Management Capability and Customer Perceived Value. 
 
Product Innovation Management Capability.  In essence, when we refer to product 
innovation management, we refer to the ability of a firm to create solutions that 
customers need and want (Srivastava 1999).  This ability manifests itself in different 
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ways in the marketing literature including innovation, product development 
management, research and development and new product development.  However, each 
of these broad theoretical concepts boils down creating solutions that are valued by the 
end user.  This is true, regardless of the particular nomenclature used to describe the 
phenomenon.  Some of the sub-processes included in this capability include (Srivastava 
1999): 
• Uncovering new needs and desires of target customers 
• Designing prototypes of new product or service solutions 
• Overseeing the key inter-functional relationships required to bring a solution to 
market (inter-firm only) 
• Optimizing the new product development process, from conceptualization to 
market introduction, to speed the time-to-market 
     In Han, Kim and Srivastava (1998), they examine the mediating role of organizational 
innovation.  The literature indicates that organizational innovation is comprised of two 
dimensions:  technical innovation and administrative innovation (Daft 1978; Dalton 
1968; Damanpour 1991).  Technical innovations refer “products, services and production 
process technology:  they are related to basic work activities and can concern either 
product or process” (Damanpour 1991 pp 560).  In contrast, administrative innovation 
“involves organizational structure and administrative process; they are indirectly related 
to the basic work activities of an organization” (Damanpour 1991 pp 560).  This 
innovation dichotomy has been demonstrated to have a linear relationship with 
organizational performance (Damanpour, Szabat and Evan 1989).  Damanpour (1991) 
also points out that it is the combined impact of these two dimensions, rather than singly, 
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that truly impacts organizational performance.  Empirically, a link between 
organizational innovation and organizational performance has been established (Han, 
Kim and Srivastava 1998).  Organizational performance was operationalized as growth 
and profitability.  In a study of web-based technology, Wang et al. (2001) demonstrated 
that innovation had a direct influence on customer satisfaction.  Customer perceived 
value has been demonstrated to moderate the relationship between various satisfaction-
related drivers and customer satisfaction (Cronin, Brady and Hult 2000).  
H5:  There is a positive, direct relationship between a firm’s Product Innovation 
Management Capability and Customer Perceived Value. 
 
Business Process Capability.   Business processes do not operate in isolation.  A firm 
with a superior SCM capability (such as Amazon.com) would not be as successful if it 
did not have an equal effective PIM capability (offering images of pages inside a book 
via their website) and CRM capability (a multitude of ways for customers to contact the 
firm and an effective customer polling process).  Leveraging the interdependencies of the 
three core business processes identified herein will more likely lead to marketplace 
success rather than a single capability in isolation (Srivastava et al. 1999).  For instance, 
if a firm’s distinct competency is customized SCM processes, modular product design 
should be part of its PIM process.  The literature also indicates that firms that have 
established strong interdependencies between individual capabilities have a competitive 
advantage in the marketplace (Teece, Pisano and Shuen 1997).  We conceptualize 
business process capability (BPC) as a second order construct, capturing the covariance 
among the SCM, PIM and CRM capabilities variables.  This is similar to the treatment of 
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marketing tactics (such as pricing, marketing communication, selling and market 
planning) as interdependent variables combining to create a more global construct of 
marketing capability interdependence (MCI) (Vorhies and Morgan 2005).  The authors 
characterize these tactics as marketing capabilities.  The empirical results from this study 
indicate that the direct relationship between the MCI variable and firm performance is 
significant and positive.  Furthermore, the authors find that the indirect paths between the 
individual marketing tactic variables and firm performance are weaker than the 
relationship between the MCI variable and performance.  This means that the marketing 
capabilities do indeed work better in concert than in isolation.  The authors state that to 
further advance their model, research should be conducted on “higher-order 
benchmarking capability” (Vorhies and Morgan 2005 pp 91).  They specifically refer to 
customer relationship management and research and development.   
H6:  There is a positive, direct relationship between a firm’s Business Process 
Capability and Customer Perceived Value. 
   
Moderating Role of Business Process Capability.  As discussed earlier, capabilities 
energize a firm’s resources.  When physical and intangible assets interact with business 
processes, they “come alive” as organizational capabilities (Grant 1991; Srivastava et al. 
1999).  In an empirical study, Hooley et al. (2005) found that support for a model that 
hypothesized that marketing support resources (including market orientation) led to 
superior performance through market-based resources (including market innovation 
capability and customer linking capabilities; akin to our PIM and CRM variables).  We 
hypothesize that the business processes capabilities that we identified will moderate the 
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relationship between marketing assets and performance (through customer perceived 
value). 
H7:  Business Process Capability will moderate the relationship between Market-Based 
Assets and Customer Perceived Value.   
 
Firm Assets and Competitive Advantage 
 
     In an issue important to marketers, we test whether competitive advantages can exist 
for a firm in the absence of substantial marketing assets; a theoretical question yet to be 
tested empirically (Rust et al. 2004).  Srivastava et al. (1999) specifically identify human, 
technology and finance assets as those beyond the reach of marketers.  In the present 
study, we choose to focus on the human resource asset.  We want to limit the scope of the 
research and could not possibly examine all non-market-based resources available to the 
firm.  For this reason, we focus on human resources to represent one asset not under 
control of marketing managers.  Furthermore, HR resources appear to be the most closely 
aligned to the variables of study herein (market orientation, etc.).  The human resource 
management literature is immense.  However, for our study we can rely on several key 
facets of literature stream.  One key issue is the importance of employee management and 
staff development to increasing employee loyalty and motivation (Youndt et al. 1996; 
d’Arcimoles 1997).  Each employee in an organization contributes to the creation of 
value in the eyes of the customer---not just the customer-facing employees.  Even a well-
crafted strategy will fail if employees are not equipped to complete their jobs effectively, 
are not well-suited for the role they play in the organization or not motivated to carry out 
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their role.  Superior human resource assets can not be created over night---it requires 
continual employee training and development.  It is often more of a challenge in 
establishing such resources because it is frequently based on tacit knowledge and skills 
and is not easily acquired as are other physical assets (human resources skills are usually 
idiosyncratic).   
     In Hooley et al. (2005), they test a variable called “human resource asset” in their 
market-based resource framework.  They test the relationship between this variable, as 
part of a larger composite variable called market-based resources, and market 
performance and customer performance.  They find a significant relationship between the 
human resource asset and customer performance (customer loyalty and customer 
satisfaction primarily).  We will rely on this study to evaluate the impact of non-market 
based assets on our performance measures. 
H8: The positive, linear relationship between Market-Based Assets and Competitive 
Advantage is mediated by Human Resource Assets. 
H9:  There is a positive, direct relationship between a firm’s Human Resource Assets 
and Competitive Advantage. 
 
Competitive Advantage and Customer Perceived Value 
 
     The Value Profit Chain asserts that focusing on delivering value to all stakeholders, 
results in the optimization of organizational effectiveness and profitability (Heskett, 
Sasser and Schlesinger 2003).  Value has been shown to be associated with behavioral 
intentions (purchase intentions, word of mouth effects, repurchase intentions) (Zeithaml 
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1988), service quality perceptions (Cronin et al 1997) and customer satisfaction 
(Bolton and Drew 1991).  Delivering superior value has also been shown to help firms 
gain a better competitive position in the market (Woodruff 1997; Parasuraman 1997; 
Huber, Herrmann and Morgan and Hunt 2001; Naumann 1995; Stahl, Barnes, Gardial, 
Parr and Woodruff 1999).  A firm gains competitive advantage over its competition by 
performing strategically important activities more cheaply or better than its competitors 
(Porter 1985).  In Porter’s Value Chain Model, each link in the chain impacts customer 
value either directly or indirectly.  The outcome of the model is competitive advantage.  
Possessing the capability to consistently deliver superior value to customers has been 
demonstrated to be one way for a firm to achieve a sustainable competitive advantage 
(Slater and Narver 1994).   
H10:  There is a positive, linear relationship between Customer Perceived Value and 
Competitive Advantage.   
H11:  There is a positive, linear relationship between Competitive Advantage and Firm 
Performance. 
 
Population and Sample 
 
     This section examines the source of data used in this research.  Next, we introduce the 
dependent, independent and control variables examined in the model.  Finally, statistical 
techniques used to test the hypotheses are introduced and discussed.   
The sample for this research was drawn from manufacturers and buyers of mobile 
computers, barcode scanning devices and industrial/commercial printing devices used by 
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businesses (not consumer-grade, mobile computer manufacturers) to collect data, 
automate business process and mark/identify inventory.  Specifically, these devices 
include tethered and wireless barcode scanners, mobile data collection terminals, wireless 
terminals, wireless access points, radio frequency identification (RFID) readers and 
barcode and label printers.  Some of the larger companies found in this relatively obscure 
industry include Intermec Inc., Symbol Technologies (now a Motorola company), Zebra 
Technologies, Oneil Products (now a Dover Corporation; along with Datamax Corp.) and 
Dap Technologies (now a Roper Technologies company) .  This sampling frame was 
selected for several reasons.  First, it is exclusively a business-to-business (B2B) market 
and represents a fertile market in which to test our model.  Second, concepts such as 
supply chain management, customer relationship management, product development and 
innovation and value are quite familiar to these markets---both sellers (manufacturers) as 
well as buyers.  Not only do they practice these business processes internally as part of 
producing their output but they also sell products and solutions to their customers that 
help them implement their own business process optimization.  Third, with the booming 
growth in the utilization of mobile and wireless technology, the findings of this study 
should shed some light on success factors within an emerging and cutting-edge industry. 
The sample was generated by identifying firms by their Standard Industrial Code 
(SICs).  The following SICs were found to represent this industry:  3571-01, Computer 
Manufacturers-Miscellaneous and 2759-98 Printing-Commercial.  For the sake of 
simplicity, we will refer to this industry, collectively, as the “mobile market,” herein.  
Once a list was generated based on the SIC, it was further filtered by the following 
criteria:  (a) gross revenue greater than $500,000 (b) more than 75 employees (c) 
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geographically located in the continental United States.  Based on this criteria, we 
identified 1,245 United States-based companies for our sampling frame.  The sample was 




     One of the objectives of this research was to understand how the concepts of value, 
brand and relationship equity impacted customer equity.  To accomplish this, in-depth, 
telephone interviews were conducted with buyers in this industry.  Since these concepts 
have only been examined in B2C contexts (Rust, Lemon and Zeithaml 2004b), it was 
important to evaluate their applicability to a B2B industry.  Moreover, it was important to 
clarify the concepts in order to establish an appropriate quantitative testing device.  In 
order to clarify these concepts, we followed the method prescribed by Rubin and Rubin 
(2005). 
     The first step of the research process was to interview buyers of mobile market 
technology.  The buyers were identified from the original SIC-based list, filtering the 
records by job title.  Job titles such as purchasing agent, buyer, procurement specialist, 
purchasing manager and IT-related positions (often in IT-related positions, IT 
professionals play a dual role as buyers and sellers in the technology process).  The 
interview process used a blend of both open- and closed-end questions.  The objective of 
the interview process was to (a) determine how buyers perceive the concepts of value, 
brand and relationships; (b) evaluate the factors that impact their purchase decisions; (3) 
which of the three customer equity drivers (brand, value, relationship) are most important 
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in purchase decisions.  The same questions were administered to each interviewee.  
The responses to the questions were recorded, in writing, by the interviewers.   
     A random sample of thirty (30) potential interviewees was selected from the original 
list.  Of this draw of thirty potential interviewees, eighteen (18) agreed to participate in 
the study.  Eighteen interviews were deemed acceptable because we were only attempting 
to calibrate the concepts for our particular industry.  Most of the prior research 
concerning the drivers of customer equity was conducted in a B2C context.  The three 
drivers of customer equity were identified as theoretically sound.  We only needed 
guidance concerning the wording of our quantitative measures.  Therefore, a small 
sample for the in depth interviews was determined to be acceptable.   
     The first step of the interview process was to send an email introducing the researcher, 
provide an overview of the purpose of the study, provide an expected time commitment 
and emphasize the importance of their contribution to research process.  The second step 
was to telephone the potential interviewees to verify their willingness to participate in the 
study and to schedule a time to conduct the interview.  The final step was to administer 
the interview at the agreed upon time.  Since the interviewees were located throughout 
the United States, telephone interviews were determined to be the best way in which to 
collect the information.  At the conclusion of the data collection process, the results of the 
interviews were analyzed for patterns and themes.  The original quantitative survey items 
(from Rust, Zeithaml and Lemon 2002) measuring relationship, value and brand equity 
were modified to orientate them more towards the mobile market based on the results of 
the qualitative study.  The mean time to conduct an interview was 37 minutes, with an 
overall range of 18 minutes to 57 minutes.  
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Quantitative Study 
 
     The results of the qualitative study were utilized to modify the scales used to measure 
customer equity in the survey instrument.  These scales were originally used to measure 
customer equity in the B2C airline industry (Rust, Zeithaml and Lemon 2002).  A 
comparison of the scales used to the original scales can be found in Table 2.  The survey 
instrument consisted of four parts.  The first part of the survey collected data concerning 
switching behavior and purchasing patterns.  The second part of the survey measured the 
construct of customer equity, as informed by the qualitative study.  The third part of the 
survey collected data on the other various variables of interest in present research 
framework (business process capabilities, other market based assets, perceived value, 
etc.).  The final part of the survey collected data on demographic variables (for control).   
 
 




     After an initial draft of the survey instrument was developed, it was examined for 
grammatical accuracy, language clarity and face validity by three mobile market industry 
professionals.    
          
Measurement of Constructs 
 
     In general, all constructs were measured using previously-published and reliable 
scales.  This eliminated the need to justify our selection of items in scales and reduced the 
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amount of work involved with determining scale reliabilities and purification.  Most all 
items were measured on a 7-point, semantic differential scale.   
     The constructs of value, brand and relationship equity were measured using scales 
originally developed by Rust, Lemon and Zeithaml (2004).  The scales were adapted to 
the mobile market requirements following the qualitative stage of the present research.  
Value equity was measured using a seven item scale, tapping into the underlying 
dimensions of value:  quality, price and convenience.  Brand equity was measured using 
eight items.  The underlying dimensions were customer brand awareness, customer 
attitude toward the brand and customer perception of the ethical nature of the brand.  
These are the same brand equity drivers identified in prior research (Rust, et al., 2002; 
Rust, et al. 2004).  Relationship equity was measured using six items, tapping the 
underlying dimensions of loyalty initiatives, special recognition and treatment programs, 
community building effects and knowledge building programs.   
     Competitive advantage was operationalized as realized competitive advantage (Jap 
2001) with a scale consisting of four (4) items (“they have gained strategic advantages 
over their competitors,” “the relationship has not resulted in strategic advantages for them 
(reverse-coded),” “they have gained benefits that enable them to compete more 
effectively in the marketplace,” “the relationship has not resulted in strategically 
important outcomes (reverse-coded). 
     Human resource (HR) assets were measured with a two-item scale (Hooley et al. 
2005) (“levels of employee job satisfaction compared to competitors” and “levels of 
employee retention compared to competitors”).  Market orientation was measured with a 
32-item scale referred to as MARKCOR (Jaworski and Kumar 1993).  It taps three 
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dimensions of market orientation:  intelligence generation, intelligence dissemination 
and responsiveness.  Brand equity is a multi-dimensional construct (perceived quality, 
brand loyalty, brand awareness and brand associations) and was measured using a scale 
that taps overall brand equity (Washburn and Plank 2002).  Scale items included: “it 
makes sense to buy brand X instead of any other brand, even if they are the same,” “even 
if another brand has the same features as brand X, I would prefer to buy brand X,” “if 
there is another brand as good as X, I prefer to buy X” and “if another brand is not 
different from X in any way, it seems smarter to purchase X.” 
      Customer relationship management (CRM) capability was measured using a 39-item 
scale that taps into three phases of the CRM process:  relationship initiation, relationship 
maintenance and relationship termination (Reinartz, Kraft and Hoyer 2003).  Firms that 
have more robust CRM process in place are more likely to be more capable of delivering 
CRM activities.  Here is a sampling of the items: 
• CRM initiation: 
o We have a formal system for identifying potential customers. 
o We have a formal system for identifying which of the potential customers 
are more valuable. 
• CRM maintenance: 
o We have a formal system for determining which of our current customers 
are of the highest value. 
o We maintain two-way communication with our customers. 
o We have formalized procedures for cross-selling to valuable customers. 
• CRM termination: 
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o We have a formal system for identifying non-profitable or lower-value 
customers. 
o We have a formal policy for actively discontinuing relationships with low-
value or problem customers. 
     Product innovation management (PIM) capability was measured with a five (5) item 
scale (Vorhies and Morgan 2005) which was specifically used to measure product 
development capability.  Scale items included:  “ability to develop new products and 
services,” “developing new products and services to exploit R&D investment, “test 
marketing of new products and services, “successfully launching new products and 
services” and “insuring that product and service development efforts are responsive to 
customer needs.   
     Supply chain management (SCM) capability was measured using a 27 item scale 
originally designed to specifically measure supply chain management practices (Li et al. 
2005).  Examples of the scale items include:   
• Strategic supplier partnership 
o We rely on a few dependable suppliers. 
o We consider quality as the number one criteria in selecting suppliers. 
• Information sharing 
o We share our proprietary information with our trading partners. 
o Our trading partners share business knowledge of core business processes 
with us  
• Information quality 
o Information exchange between our trading partners and us is timely. 
    84
o Information exchange between our trading partners and us is accurate. 
• Internal lean policies 
o Our firm reduces set up time 
o Our firm has a continuous quality improvement program 
• Postponement 
o Our products are designed for modular assembly 
o Our goods are stored at appropriate distribution points close to the 
customers in the supply chain. 
• Delivery dependability 
o We deliver customer orders on time 
o We provide dependable delivery. 
     Customer perceived value was measured with a 4-item scale (Dodds et al. 1991).  
Scale items included:  “products purchased from X are a good value for money,” 
“products purchased from X are considered a good buy,” “you get what you pay for at X” 
and “products purchases at X are worth the money.” 
     Market Knowledge was operationalized with a 5-item scale (Vorheis and Morgan 
2005).  Scale items included measuring the degree to which a firm:  “gathering 
information about customers and competitors,” “using market research skills to develop 
effective marketing programs,” “tracking customer wants and needs,” “making full use of 
marketing research information” and “analyzing our market information.” 
     To measure customer equity, we relied on prior research methodology for our analysis 
(Rust et al. 2004).  In order to calculate a firm’s customer equity, both qualitative as well 
as quantitative data is required.  The quantitative information is used to calculate a 
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customer’s lifetime value.  The qualitative data is used to estimate the potential for 
attracting (and conversely losing) customers from competitors.  The stochastic model is 
essentially a logit estimation relying on input from both the quantitative as well as the 
qualitative data.  Information concerning a firm’s typical purchase size and frequency, as 
well as purchase likelihood from particular brands, was collected.  Qualitative 
information concerning customer equity “drivers” was also collected.  A sample of these 
items follows: 
• Market share and transition probabilities: 
o From which of the following companies did you recently purchase mobile 
market equipment? 
o The next time you purchase mobile market equipment, what is the 
probability that you will purchase from the companies below (please have 
your answers total 100%)? 
• Size and Frequency of Purchase: 
o When you purchase mobile market equipment, approximately how much 
do you spend (major rollout, system upgrade, etc.)? 
o How often do you expect to purchase mobile market equipment over the 
next five years? 
• Value-related drivers: 
o How would you rate the overall quality of the company from whom you 
purchase computer equipment? 
o How competitive is the price you pay for computer equipment from the 
company you regularly buy? 
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o How convenient is it to do business with the company from whom you 
purchase computer equipment? 
• Brand-related drivers: 
o I often notice and pay attention to information I receive from the company 
from whom you purchase computer equipment (advertising, website, 
direct mail, etc.)? 
o The company from whom I purchase computer equipment is a good 
corporate citizen. 
o The company from whom I purchase computer equipment is an active 
sponsor of community events. 
o The computer from whom I purchase computer equipment has high ethical 
standards with respect to its customers and employees. 
o The image of the computer company fits my personality well. 
• Relationship-related drivers: 
o I have a big investment in the relationship with the computer company.   
o The preferential treatment I get from the computer company is important 
to me. 
o I know the computer company procedures well. 
o The computer company knows a lot of information about me and my 
company. 
o The computer company recognizes me as being special. 
o I feel a sense of community with other buyers from this computer 
company. 
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o I have a high level of trust in this computer company.   
     To measure firm performance, we gathered perceived, relative performance 
information from respondents employed by the manufacturers in the study.  This is an 
appropriate operationalization of the construct and has been successfully used in prior 
published work (Vorheis and Morgan 2005).  The 16-item scale tapped into three 
dimensions of firm performance:  customer satisfaction (“level of customer satisfaction,” 
“delivering value to your customers,” “delivering what your customers want” and 
“retaining valued customers”), market effectiveness (“growth in sales revenue,” “market 
share growth relative to competitors,” “acquisition of new customers” and “increasing 
sales to existing customers”) and profitability (“business unit profitability, “return on 




     The overall research design is a cross-sectional study.  In order to optimize our insight 
into the variables of interest, we collected data from both sides of the buyer-seller dyad.  
We posit that intimate knowledge about a firm’s inner workings (it process capabilities) 
can only be known by employees of that firm.  The buyer only sees the output of that 
process, not how efficiently it is works.  On the other hand, the value a firm delivers or its 
competitive position among market leaders can only be effectively rated by buyers.  This 
resulted in a rather sophisticated research design.  Table 3 indicates from which side of 
the dyad data was collected.  
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<Insert Table 3 Here> 
     
     Operationally, this required us to somehow match the responses from both sides of the 
dyad.  To accomplish this, we used the following method:   
1. Respondents from the seller side of the dyad where asked for which company 
they worked.  This information was already known since the respondents were 
either from the original SIC list, by company, or were referred within their 
firm by other respondents.   
2. Respondents from the seller side of the dyad were also asked their main role at 
the firm (marketing, research and development or production/logistics).  They 
were then directed to a functional area-specific section of the questionnaire 
(CRM, PIM, SCM).  For instance, we only collected CRM information from 
those respondents in the marketing department.   
3. Respondents on the buyer side of the dyad were asked to provide responses 
for ONE company with whom they had the best relationship (from among the 
four choices).   
4. This all allowed us to key the buyer-side responses (selecting ONE company 
to answer the following questions) and the seller-side response (we know for 
which company they were employed).    
 
     Data was collected through a telephone survey method, in the fall of 2006.  A 
telephone survey method was selected for several reasons.  First, it was deemed the 
quickest way to collect the data and the method for which the response rate could be 
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optimized.  Second, we needed department-specific information from the buyer-side of 
the survey.  We began this process by identifying common department-specific titles and 
pulling names from a list broker.  However, we found that most of these titles were only 
higher level positions.  We felt it was necessary to get deeper into a department than the 
vice president and manager levels.  Therefore, we used a method whereby we asked our 
respondents to refer other possible respondents from inside their organization.  This 
rolling respondent pool method worked out well because it not only expanded our 
respondent pool but also gave us a referral name, thereby improving our response rate. 
     The initial list of potential respondents was derived from the same list employed for 
the qualitative interview section of this research.  On the buyer-side of the dyad, we 
originally developed a list of over 15,000 companies who were buyers of mobile market 
technology.  After filtering the list down with certain limiting criteria, we ended up with a 
population of 12,898.  From this, we drew a random sample of ten percent, or 1,290 to 
represent our sampling frame.  We were able to secure 669 useable, completed surveys 
representing a 52% response rate.  We also included email addresses and/or physical 
mailing addresses for these potential respondents when we drew our original call list.  
Potential respondents received an email or physical letter describing the research and its 
intent.  For those potential respondents for whom we had email addresses (which 
represented 89% of the pool), we attempted to set up a scheduled appointment for the 
interview.  Multiple phone calls were made to improve the response rate if someone was 
not immediately available.  Potential respondents that did not participate in the survey 
either refused to do so, were unreachable, did not return voicemails or had incorrect 
telephone numbers.   
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     We had to limit the options for the focal brand due to the constraints of the research 
design.  One of the major variables in the present study is customer equity.  Since the 
calculation of this variable includes a brand switching matrix, we had to limit the options 
for responses to a manageable universe.  Through the information gained during the 
qualitative interview process and conferring with industry experts, it was determined that 
four companies represented a lion’s share of the marketplace for mobile devices.  These 
four companies became the focal brands of our study.  They were: 
• Intermec, Inc. (NYSE: IN):  Intermec, Inc. engages in the design, development, 
manufacture, integration, sale, resell, and service of wired and wireless 
automated identification and data collection products comprising mobile 
computing, label media, and radio frequency identification (RFID) products, 
and bar code printers. Its mobile computing products include handheld and 
vehicle-mounted mobile computers, and accessories and related services that 
facilitate local-area and wide-area wireless and wired data communications; 
AIDC devices; specialized peripherals; and printer products.  The firm has 
2,300 employees, is headquartered in Washington state and has annual sales of 
just under $(US)1B per year. 
• Motorola, Inc. (NYSE:  MOT):   Motorola, Inc. provides technologies, 
products, and services for mobile communications. It operates in three 
segments: Mobile Devices, Home and Networks Mobility, and Enterprise 
Mobility Solutions. The Mobile Devices segment offers wireless handsets with 
integrated software and accessory products, as well as licenses intellectual 
property. The Enterprise Mobility Solutions segment manufactures and sells 
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analog and digital two-way radio, voice and data communication products 
and systems for private networks, wireless broadband systems, and end-to-end 
enterprise mobility solutions to a range of enterprise markets, including 
government and public safety agencies, as well as retail, utility, transportation, 
manufacturing, healthcare, and other commercial customers.  Motorola, Inc. 
has sales approaching $(US)10B, has 66,000 employees and is headquartered in 
Schaumburg, IL.  We focused our sampling on the Enterprise Mobility 
Solutions division, formerly known as Symbol Technologies, Inc.  
• Honeywell Imaging and Mobility (Privately-Held):  Honeywell Imaging and 
Mobility (formerly Hand Held Products) makes data collection and 
communication devices for mobile, wireless, and transaction processing 
applications. The company's products include bar code readers, scanners, and 
terminals based on Adaptus Imaging Technology, a proprietary image-based 
data collection technology that enables customers to read bar code labels, 
capture digital images, and read damaged codes. Hand Held was founded in 
1972. Welch Allyn Data Collection, a subsidiary of Welch Allyn, acquired 
Hand Held in 1999. Retaining the Hand Held name, Welch Allyn spun off the 
combined operations in 2000. Honeywell acquired Hand Held for $390 million 
in 2007.  Honeywell has 770 employees with sales of $(US)285M. 
• Datalogic S. P. A. (Privately-Held):  Datalogic Scanning (formerly PSC) is 
helping to replace the "cha-ching" of cash registers with the beeping of bar 
code scanners. The company's retail, commercial, and industrial bar code 
scanners speed up retail checkout, inventory management, shipping, parcel 
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sorting, and other functions. PSC's software provides detailed analysis of its 
scanner products, allowing for easier maintenance and increased performance. 
Long an expert in bar code data collection, the company has also developed 
products for the radio-frequency identification (RFID) market. Datalogic 
acquired PSC from Littlejohn & Co. for about $195 million in 2005. It changed 
the company's name to Datalogic Scanning in 2007.   Datalogic has 809 
employees and has sales of $(US)255M. 
     On the seller-side of the dyad, we identified personnel at each of these four companies 
responsible for marketing, research and development and production/logistics.  The 
seller-side survey was administered to them via telephone.  They were asked for referrals 
to other potential respondents from within their department.  We were able to secure the 
following responses from the seller-side survey: 
• Intermec:  169 responses 
• Symbol:  188 responses 
• Honeywell:  153 responses 
• Datalogic:  157 responses 
 
Results      
      
     A demographic analysis of the survey shows no dramatic surprises.  Buyer data 
indicates that 48% of the buyers were female, with 46% being male (Table 8).   
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<Insert Table 8 Here> 
 
This is to be expected as the role of purchasing agent, buyer or office manager is a 
relatively evenly distributed position.  On the seller side, males dominate the responses 
with almost 60% of the seller responses being from male participants (Table 9).   
 
<Insert Table 9 Here> 
 
In marketing, technology research and development and production functional areas, 
males predominate.  Information about the four manufacturers was collected from buyers 
in a relatively evenly distributed manner (Table 4).   
 
<Insert Table 4 Here> 
 
There were 169 response for Intermec, 188 responses for Motorola, 154 responses for 
Honeywell and 158 responses for Datalogic.  Buyer expected purchase amount ranged 
from $750 to $25,000,000, with a mean purchase size of $317,841 (Table 5). 
 
<Insert Table 5 Here> 
 
  This indicates that information was collected from both very small and very large 
organizations.  The mean expected purchase amount appears to be relatively high.  This 
may be skewed by the very large purchase data points.  Concerning tenure with their 
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respective firms, buyer respondents were mostly employed for between 6-10 years 
(35%) while seller respondents were mostly employed for between 2-5 years (30.2%) 
(See Figures 6 and 7).   
 
<Insert Figure 6 Here> 
 
<Insert Figure 7 Here> 
 
     The respondents of the buyer survey were much older than their seller counterparts 
(26.6% being in the 50-59 category as compared to 38.6% being in the 30-39 category) 
(Tables 10 and 11).   
 
<Insert Table 10 Here> 
 
<Insert Table 11 Here> 
 
     The functional role of the seller respondents within their organization was dispersed 
relatively evenly:  28.4% marketing, 35.2% research and development, 34.1% in 
production/logistics and 2% other.   
 
<Insert Table 12 Here> 
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     A review of the demographic and categorical data indicated nothing out of the 
ordinary or any outliers (other than the issue pointed out earlier in the paper).  
 
      Next an examination of the differences between the customer equity drivers, by 
manufacturer, is in order (See Tables 13-15).  Examining just the mean of each scale 
(value, brand and relationship equity) offers some interesting findings.  It appears that 
Intermec is superior to the other manufacturers in each driver.  This is surprising, given 
the fact that Motorola’s size is approximately ten fold that Intermec’s.  However, there is 
much more variation in the Intermec sample data.  The standard deviation of the data is 
about twice that of Motorola’s.      
 
<Insert Table 13 Here> 
 
<Insert Table 14 Here> 
 
<Insert Table 15 Here> 
 
Reliability of Scales 
 
     Cronbach alphas are an indication of scale reliability.  They range from 0 to 1.0 and 
serve as a measure of the extent to which items in a scale are tapping the same construct 
(Vogt 1993).  The usual threshold for an acceptable Cronbach alpha is greater than .70.  
In general, the scales used in the present study met this criterion.  The Cronbach alphas 
for the seller-side scales used herein were:  .962 for the 14-item marketing orientation 
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scale, .899 for the 5-item market knowledge scale, .782 for the 5-item product 
innovation management scale, .980 for the 38-item customer relationship management 
scale, .974 for the 36-item supply chain management scale, .804 for the 2-item human 
resource management scale and .956 for the 11-item performance scale. 
     The reliabilities of the buyer-side scales were a bit more problematic.  Reliability for 
the 4-item competitive advantage scale was not computed because ratings were collected 
specific to each seller.  Reliabilites for the 4-item value scale and the 4-item brand equity 
scale were .408 and .391, respectively.  These reliablities are low.  The scale items used 
in this study to measure customer equity drivers were used in previously published 
studies (Rust et al. 2004).  The original authors did not report Cronbach alphas, however, 
they did indicate that the scales “passed face validity”.  In the present study, the 
Cronbach alpha for the value equity scale was .288; the Cronbach alpha for the brand 
equity scale was .273; the Cronbach alpha for the relationship equity scale was .213.  
These Cronbach alphas indicate that our scales do not met the standard criterion for 
reliability.  In general, this means that there are low inter-item correlations among the 
scales.  It also draws into question the internal consistency of this segment of the study.  
However, this may be an artifact of either the way the data was collected or that 
additional scale items needed to be added (alpha coefficients increase with the number of 
scale items).  That is, each respondent was asked to answer each item in respect to their 
response to each of the four specific manufacturers of interest.  This may have impacted 
the results by introducing auto-correlation or some other data-specific phenomena.  
Additionally, the Cronbach alpha coefficients of these scales were not published in prior 
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published work.  This study provides a baseline for the alphas and indicates that more 
work is necessary to refine the scales (See Table 16). 
 
<Insert Table 16 Here> 
 
On the quantitative analysis front, one of the first orders of business was to calculate the 
customer equity for each of the four focal, selling companies.  Rust et al. (2004) suggest 
conducting a Principal Component Analysis (PCA) of the three drivers of customer 
equity:  value, brand and relations hip equity (See Figure 8 to understand the 
relationship a bit clearer).   
  
<Insert Figure 8 Here> 
 
     PCA transforms the original variables into a smaller subset called principal 
components.  Similar to customer satisfaction research, multicollinearity is often a 
problem and must be dealt with proactively (Rust et al. 2004).  Once the principal 
components are identified, the authors suggest using principal component regression.  
Principal component regression (PCR) is a robust procedure to address the 
multicollinearity problem (Frank and Freidman 1993).  SPSS v16.0 was used for this and 
all subsequent data analysis herein.  PCR is a two-stage procedure.  During the first stage, 
principal components are derived.  The principal components account for the maximum 
amount of variability in the data.  All components with an eigen-value above .5 will be 
considered viable.  In the second stage of PCR, the principal components are used as 
independent variables in the regression analysis.  Principal components are a linear 
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combination of the original independent variables.  Therefore, the coefficients of the 
original independent variables estimate a function of the coefficients of the principal 
components.  This provides the best estimate of that drivers’ particular effect on customer 
equity.  The following equation represents the principal component regression: 
 









          where, Uij is the estimated utility and β
* = A* Y* are the estimated coefficients.  The 
coefficients of Xij are calculated by multiplying the regression coefficients derived from 
the logit regression on the factor coefficients that relate the drivers to the factors.   
To calculate the customer lifetime value (CLV), we use the formula provided by Rust et 
al. (2004).  The CLVij of customer i to brand j is: 
   




ij  (1 + dj ) 
–t/f
i  v ij  π  ijt  B ijt   
where T ij is the frequency (number) of purchases a buyer, i, expects to make 
before firm j’s time horizon, H j (in our study, the time horizon is five years);  B ijt 
represents the probability that a buyer, i, will select a selling firm, j, for purchase t;  π ijt is 
the expected contribution margin per unit of firm j from customer i in purchase t;  v ij is 
the average purchase amount for customer, i, and seller, j;  dj  is the seller’s discount rate; 
f is the frequency of purchase (Rust et al. 2004). 
Customer equity (CE) can be estimated by: 
 
Equation 3:  CE j  =  mean j  (CLV ij ) X POP 
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  where mean j (CLV ij ) is the average lifetime value from seller j’s customers 
across the sample.  POP is the total number of customers (Rust et al. 2004).  The CLV of 
each customer in our sample was calculated separately before the mean was calculated.  
For our purposes, we estimate the discount rate to be 10%.  We have identified 16,645 
buyers for the seller’s products through secondary data sources (our list broker).        
     The data analysis in the present study turned up some interesting findings.  The inter-
correlation among the customer equity sub-drivers was not high, as was expected.  A 
cursory examination of the correlation matrix indicates that the highest bi-variate 
correlation between two variables is 58%.  The results of the principal component 
analysis are presented in Table 17.  If the original variables were highly correlated, the 
first few principal components would have large eigenvalues and account for a sizable, 
cumulative proportion of the variation explained.  If this were the case, the original 
variables with small eigenvalues could be discarded---simplifying the model without 
sacrificing explanatory power.  However, since the original variables are not highly 
correlated, the principal component analysis does not reduce the space substantially.  
Fifty-nine (59) principal components would need to be retained to explain 90% of the 
variability.  Alternatively, if the selection of principal components is restricted to those 
with an eigenvalue in excess of one (1), the model would include 33 principal 
components but they would only explain about sixty-four (64) percent of the variability.  
Therefore, it appears that principal component analysis will not be necessary.     
     The principal components loading table confirms that the model is not improved by 
extracting principal components from the original variables.  Since there are no 
substantial principal components, the loading table is not interpretable.  There are no 
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loading factors above .25, indicating none of the original variables clearly load on any 
of the principal components.  One explanation for this is there is little duplicate 
information in the survey data.  This would indicate that each survey item in the customer 
equity sub-drivers scales capture information about a discreet construct.  For these 
reasons, it appears clear that the best course of action is to use the original variables 
rather than the principal components. 
 
<Insert Table 17 Here> 
 
 
Logistic Regression Results 
 
     The multinomial logit model was calibrated by using purchase intentions as a proxy 
for the probability of selecting the same brand on the next purchase occasion.  Question 2 
of the buyer survey requested the probability of purchasing from each of the four mobile 
equipment manufacturers on the next purchase occasion.  This question served as the 
proxy for actual purchase (which would have required a longitudinal data design).  
Question 1 of the buyer survey asked from which mobile equipment manufacturer 
equipment was purchased last.  The respondents were asked to provide a percentage 
between 0 and 100 in their responses, indicating how likely it would be that they would 
buy from each manufacturer.  The responses were collapsed into two categories for the 
logistic regression analysis.  Responses between “0” and “20” percent were coded as “0”.  
Responses between “21” and “100” were coded as “1.”  Following prior research as a 
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guide, the coding of a “0” means it is highly unlikely that the buyer will repurchase 
from the same manufacturer (Rust et al 2004). 
     The present analysis did deviate from the original analysis that guides this section of 
the framework.  Since it was determined that extracting principal components from the 
original variables did not provide any advantage (as noted in the prior section), we did 
not use the principal components in the logistic regression.  The original customer equity 
sub-driver variables, in their native form, were used as input for the logistic regression 
analysis.  Additionally, there are two ways to view the switching model.  One way is to 
only include the “own” brand attribute when predicting the repurchase probabilities.  
That is, in predicting repurchase probabilities for Intermec, one would only include the 
rating for Intermec in the analysis.  Another way to view the model is to not only include 
the “own” brand attribute but also the “other” brand attribute (ratings of Motorola, 
Honeywell and Datalogic, in addition to Intermec).  If the analysis only accounts for 
“own” brand attributes, the correct prediction rate is only about 57%.  Including all four 
brand attributes (“own” and “other”), improves the model’s prediction rate to about 74%.  
Therefore, it was decided to include all 80 attributes in the model.  
     For interpretation purposes, it was decided to present the driver coefficients in the 
“own” brand attributes format (See Tables 18-21).  Since this is just an interim step along 
the way to the final goal of the calculating customer lifetime value, only a cursory 
analysis of the results is presented herein.   
 
<Insert Table 18 Here> 
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<Insert Table 19 Here> 
 
   <Insert Table 20 Here> 
 
<Insert Table 21 Here> 
 
     A comparison of the results is provided in Table 22, which shows which of the 
variables were significant, by manufacturer.  It appears that Honeywell has the most 
significant drivers in its model.   
 
<Insert Table 22 Here> 
 
     The results of the logistic regression analysis results can be found in Table 23.  Again, 
since this is simply an interim step to our final solution, the results are reported more for 
interesting findings than for substantive contribution to the present work.  The model 
seems to behave well and is stable.  Each of the models for the four manufacturers are 
significant at the p-value <.0001 level.  The percent concordance for each of the models 
is 73.8, 64.2, 73.3 and 71.8.  This indicates that “goodness of fit” of the predicted 
switching probabilities is relatively high as compared to the actual value found in the 
original Markov switching matrix. 
 
<Insert Table 23 Here> 
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Customer Equity Value 
 
     Now that we have our regression coefficients, we can calculate the customer lifetime 
value and customer equity utilizing Equations (1), (2) and (3), cited earlier.  Combining 
the driver information, expected purchase amounts in the five year time horizon, purchase 
frequencies, the discount rate (estimated at 10%), the brand switching matrix and the 
universe of customers in the market (16,645); we can calculate customer equity for each 
of the four firms in our study (See Table 24). 
 
<Insert Table 24 Here> 
 
Hypothesis Testing  
 
     Now that we have calculated customer equity for the target companies, we can test the 
original hypotheses of the study.   
H1:  There is a direct, positive relationship between a firm’s Market-Based Assets and 
Customer Perceived Value:  Supported 
     This hypothesis was tested with multiple linear regression.  The dependent variable 
was customer perceived value from the buyer-side survey.  This variable was computed 
by taking the mean of the four-item scale measuring customer perceived value.  The 
independent variables are our four hypothesized market-based assets (from the seller-side 
survey):  customer equity, brand equity, market orientation and market knowledge.  A 
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composite variable was created in a four-step process.  First, the mean of each scale 
(brand equity, market orientation and market knowledge) was computed for each 
respondent.  Second, the cases were sorted by the response to the “best relationship” 
variable (Question 29 on the buyer-side survey).  Third, the mean of the responses, by 
“best relationship,” was calculated.  Forth, this final mean value was then pasted into the 
data set to align with the other buyer-side variables, by “best relationship.”  Customer 
equity is the computed value for each of the four companies reported in the earlier 
section.   
     The independent variables were entered into the model in one block.  The results 
indicate that there is support for Hypothesis 1.   There is a high correlation among the 
variables, as indicated by the r-squared of .828.  The overall model is significant with a p-
value=000.  The indicates support for the hypothesis that there is a direct linear 
relationship between market-based assets and customer perceived value (See Table 25). 
 
<Insert Table 25 Here> 
 
 
H2:  There is a direct, positive relationship between a firm’s Market-Based Assets and 
Competitive Advantage:  Supported 
     To test this hypothesis, we will use multiple linear regression.  The dependent variable 
is the realized competitive advantage variable from the buyer-side survey.  This is a 
composite variable, created in a fashion similar to the method used in Hypothesis 1.  
However, since competitive advantage data was collected from all four sellers from each 
buyer (whereas for brand equity, market orientation and market knowledge information 
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was only gathered from the seller with whom the buyer had the “best relationship”), 
the data had to be manipulated a little bit differently.  First, the mean of the four scale 
items measuring competitive advantage was calculated for each respondent.  Second, a 
mean was then calculated, based on with whom the buyer had the “best relationship.”  
The result of this is essentially a “mean of the mean,” by seller.  This was then pasted 
back into the database to align with the other variables.  The independent variables are 
our four hypothesized market-based assets (from the seller-side survey):  customer 
equity, brand equity, market orientation and market knowledge.  The process by which 
input for these variables (except customer equity) was computed is described in 
Hypothesis 1.  Customer equity is the computed value for each of the four companies 
reported in the earlier section.   
     We did find support for this hypothesis.  The r-squared for the model is relatively high 
at .685, indicating a strong correlation among the variables.  The overall model 
significance level is p=.000.  The results of this test indicate support for the hypothesized 
direct linear relationship between market-based assets and competitive advantage (See 
Table 26).   
 
<Insert Table 26 Here> 
 
     
H3:  There is a positive, direct relationship between a firm’s Supply Chain 
Management Capability and Customer Perceived Value:  Supported 
     This hypothesis was tested with linear regression.  The dependent variable was 
customer perceived value (from the buyer-side survey).  The variable was computed as 
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described in Hypothesis 1.  The independent variable was the supply chain 
management capability variable (from the seller-side survey).  This was a composite 
variable, computed by, first, taking the mean of 36-item supply chain management scale 
for each of the 155 respondents who worked in the supply-chain field (seller-side).  Then 
a mean, by seller, was computed.  This mean was then pasted back into the database to 
align with the other variables.  This hypothesis was supported.  The r-squared of the 
model was only .093, indicating only 9.3% of the variation in the model is explained.  
The overall model is significant at a p=.000 level.  The sample size for this variable is 
rather low, as compared to some of the other tests, with n=155.  Only employees of 
selling companies who worked in the production/logistics department were administered 
this part of the survey.  Additionally, since there were 36 scale items, we might be able to 
improve the results by reducing the space through principal components analysis (See 
Table 27).  
 
<Insert Table 27 Here> 
 
 
H4:  There is a positive, direct relationship between a firm’s Customer Relationship 
Capability and Customer Perceived Value:  Supported 
     This hypothesis was tested with linear regression.  The dependent variable was 
customer perceived value (from the buyer-side survey).  This variable was computed in 
Hypothesis 1.  The independent variable was the customer relationship management 
capability variable (from the seller-side survey).  The data for this analysis was gathered 
from the 38-item customer relationship management scale.  The process by which the 
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composite was computed was similar to that used in Hypothesis 3.  This hypothesis 
was supported.  The r-squared of the model is .305, indicating an explained variation of 
about 30%.  The overall model has a significance level of p=.000.  The results indicate 
support for the hypothesized, direct linear relationship between customer relationship 
management and perceived customer value (See Table 28). 
 
<Insert Table 28 Here> 
 
 
H5:  There is a positive, direct relationship between a firm’s Product Innovation 
Management Capability and Customer Perceived Value:  Supported 
     This hypothesis was tested with linear regression.  The dependent variable was 
customer perceived value (from the buyer-side survey).  This variable was computed in 
Hypothesis 1.  The independent variable was the process innovation management 
capability variable (from the seller-side survey).  This was a composite variable, 
computed by taking the mean of six-item process innovation management capability 
scale.  The data was manipulated in the same manner as the independent variable was in 
Hypothesis 3.  This hypothesis was supported.  The r-squared of the model was .444, 
indicating that the model accounted for about 44% of the variance.  The significance of 
the overall model was p-.000.  This indicates that there is support for the hypothesis that 
there is a direct linear relationship between product information management and 
customer perceived value (See Table 29).   
 
<Insert Table 29 Here> 
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H6:  There is a positive, direct relationship between a firm’s Business Process 
Capability and Customer Perceived Value:  Supported 
     This hypothesis was tested with linear regression.  The dependent variable was 
customer perceived value (from the buyer-side survey).  This variable was computed by 
taking the mean of the four-item scale measuring customer perceived value.  The 
independent variables were the business process capability variables (from the seller-side 
survey).  The mean of each variable was used as the input.  This hypothesis was 
supported.  The r-squared of the model was .929, indicating variables in the model 
accounted for about 93% of the variation.  All three of the independent variables were 
significant at the p=.000 level.  We also computed a composite of the three BPC means 
and used the composite as the independent variable.  This model was also significant at 
the p=.000 level.  The results lend support for the hypothesis that there is a direct, linear 
relationship between a global business process capability and customer perceived value 
(See Table 30).   
 
<Insert Table 30 Here> 
 
 
H7:  Business Process Capability will moderate the relationship between Market-Based 
Assets and Perceived Customer Value:  Eot Supported 
     This hypothesis was tested with moderated, multiple linear regression.  The dependent 
variable was customer perceived value (from the buyer-side survey).  This variable was 
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computed as described in Hypothesis 1.  The independent variables were market-
based assets, business process capability composite and an interaction term.  The 
interaction term was computed by multiplying the business process capability variable 
(the mean of the three business process capability variables) with the market-based asset 
variable.       The model’s r-squared is .858, indicating the independent variables account 
for about 86% of the variation.  This hypothesis was, however, not supported.  Although 
the overall model is significant at a level of p-value=.000, the interaction variable is 
excluded from the model.  This means that the business process capability does not 
moderate the direct, linear relationship between market-based assets and customer 
perceived value (See Table 31). 
<Insert Table 31 Here> 
 
 
H8:  The linear relationship between Market-Based Assets and Competitive Advantage 
is mediated by Human Resource Assets:  Eot Supported 
     First, it may be useful to provide some background information concerning the testing 
of mediation models.  In Figure 9, X is an independent variable, Y is a dependent 
variable and M is a potential mediator variable.  In order for M to be a mediator, it has to 
meet certain criteria (Baron and Kelly 1986): 
1. X must significantly predict Y. 
2. X must significantly predict M. 
3. M must significantly predict Y after controlling for X.  If the effect of X on Y 
falls close to zero (c in figure 9  falls to zero) after introducing M into the 
regression model, the model is completely mediated. 




<Insert Figure 9 Here> 
 
      In relation to Figure 9, X is the market-based asset composite, M is the human 
resource assets and Y is competitive advantage.  First, the relationship between market-
based assets and competitive advantage is tested.  The results indicate there is a 
significant relationship between the variables.  The model is significant at the p-
value=.000 level (See Table 32). 
 
<Insert Table 32 Here> 
 
 
     Second, the relationship between market-based assets and human resource assets is 
tested.  This relationship is also significant at the p-value=.000 level (See Table 33). 
 
<Insert Table 33 Here> 
 
 
     Finally, we test the mediation by conducting a step-wise, linear regression.  Market-
based assets are entered in the first block and human resource assets are entered as the 
second block.  The resulting model is significant at the p-value=.000 level but the human 
resource asset variable is excluded from the model.  Therefore, there is no support for this 
hypothesis (See Tables 34 and 35).   
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<Insert Table 34 Here> 
 
<Insert Table 35 Here> 
 
 
H9:  There is a positive, direct correlation between a firm’s Human Resource Assets 
and Competitive Advantage:  Supported 
     This hypothesis was tested using linear regression.  The dependent variable is the 
realized competitive advantage variable from the buyer-side survey.  This is a composite 
variable, created by taking the mean of the four scale items measuring competitive 
advantage.  The independent variable was a composite variable computed from the means 
of the two-item human resource asset variable.  The results showed support for the 
hypothesis that there is a linear relationship between human resource assets and 
competitive advantage.  The overall model was significant at the .03 level (See Table 36). 
 
<Insert Table 36 Here> 
 
H10:  There is a positive, linear relationship between Customer Perceived Value and 
Competitive Advantage:  Supported 
     This hypothesis was tested with linear regression.  The dependent variable is the 
realized competitive advantage variable from the buyer-side survey.  This is a composite 
variable, created by taking the mean of the four scale items measuring competitive.  The 
independent variable is customer perceived value (from the buyer-side survey).  This 
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variable was computed by taking the mean of the four-item scale measuring customer 
perceived value.  The model accounts for a large proportion of variation, with an r-
squared of .936.  We did find support for this relationship, with a significance level of p-
value=.000 (See Table 37).       
 
<Insert Table 37 Here> 
 
 
H11:  There is a positive, linear relationship between Competitive Advantage and Firm 
Performance:  Supported 
     This hypothesis was tested with linear regression.  The dependent variable is firm 
performance.  This variable is a composite variable, created by taking the mean of the 
means of the three performance scales (customer satisfaction, market effectiveness and 
profitability).  The independent variable is the realized competitive advantage variable 
from the buyer-side survey.  This is a composite variable, created by taking the mean of 
the four scale items measuring competitive advantage.  The r-squared of this model was 
only .316, indicating the model only accounts for about 31% of the variation.  There are 
probably other variables that could be introduced into the model to improve this result.  
However, the model was significant at the p-value=.000 level, indicating support for the 
hypothesis (See Table 38).   
 
<Insert Table 38 Here> 
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CHAPTER IV:  DISCUSSIO0 
     This chapter provides a discussion of the results of the study, particularly in light of 
the original research questions.  Limitations of the study will be discussed and 
suggestions for future research will be offered. 
 
<Insert Figure 10 Here> 
 
     The original empirical model, with hypothesis test results, can be found in Figure 10.  
Nine of the original eleven hypotheses were supported.  This clearly shows that the 
overall results of the present research were positive.  The first research question 
examined was, “are the drivers of customer equity in business markets the same as those 
in business to consumer markets?”  The answer to this question is two-pronged, based on 
the findings.  The in-depth personal interviews that were conducted at the beginning of 
the study seem to indicate that the answer to this question is “yes.”  It was clear that the 
general constructs of value, brand and relationship rung true with the participants.  There 
were no additional concepts garnered from the interviews that were not captured in the 
original set up equity drivers.  So from a qualitative perspective, it appeared on the 
surface that there was not much of a difference between the B2B and B2C contexts.  
Since data was not simultaneously gathered from a B2C sample, it was not possible to 
quantitatively compare the two contexts directly.  This represents a potential extension of 
this framework.  From the quantitative perspective, this research was exploratory, in 
nature.  There are no B2C studies to which these results can be compared.  The study on 
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which the present framework was based, did not test the relationships examined here 
(Rust et al 2004).   
     The second research question examined herein was, “How do marketing and 
intellectual market-based assets interact with business processes to create customer value 
and competitive advantage?”  The present study did shine some light on this research 
question.  It was demonstrated that there was a significant relationship between market-
based assets and customer perceived value (Hypothesis 1).  It can be argued that this is a 
major finding that creates a foundation for future work in this area.  Support was also 
found for the direct linkage between market-based assets and a firm’s realized 
competitive advantage (Hypothesis 2).  These two findings indicate that there is indeed a 
linkage between market-based assets and important marketing outcomes (customer value 
and competitive advantage).  The heretofore theoretical work in this area now has some 
empirical support (Srivastava et al 1999).  There was also an indication that having an 
effective business process capability may enhance this relationship.  Hypotheses 3, 4, 5 
and 6 were all supported.  This indicates that customer relationship management, supply 
chain management and product innovation management capabilities both individually, 
and as a group, impact customer perceived value.  Hypothesis 8 tested the potential 
moderating effect of combining this capability with market-based assets.  This 
hypothesis was not significant.  This means BPC does not interact with market-based 
assets to affect customer perceived value.  Both constructs impact customer value 
directly but do not interact.   
     The third research question investigated in this study was “can a firm have a 
competitive advantage without substantial market-based assets?”  This was tested via 
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Hypotheses 8 and 9.  Human resource assets were introduced into the model as an 
example of an asset beyond the scope of market-based assets.  Support was found for 
Hypothesis 9, indicating there is a direct linear relationship between human resource 
assets and competitive advantage.  This can be interpreted as meaning that having good, 
solid employees translates into successful market outcomes, even without market-based 
assets.  Therefore, the answer to the research question is “yes.”  Hypothesis 8 was not 
supported.  The human resource asset variable did not mediate the relationship between 
market-based assets and competitive advantage.   
     Hypothesis 11 tested  the relationship between customer perceived value and 
competitive advantage.  We did find support for this relationship, as the regression 
model was significant.  This would lead one to believe that as long as a firm is creating 
customer value, regardless of what is driving the creation, a competitive advantage could 
be achieved.  Support was also found for Hypothesis 2, which tested the direct 
relationship between market-based assets and competitive advantage.  Therefore, two 
different antecedents to competitive advantage were identified in the present study.   
     The fourth research question was, “what role do business processes play in creating 
customer value?”  The findings indicate that business processes do directly impact 
customer value, both individually as well as a group.  The findings of Hypotheses 3, 4, 5, 
and 6 were all supported and indicate that there is a direct, linear relationship between 
the BPC variables and perceived customer value.  
     Support was also found for the direct, linear relationship between realized 
competitive advantage and important firm performance outcomes (customer satisfaction, 
market effectiveness and profitability) through Hypothesis 11.  Intuitively, this makes 
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sense---one would think firms who have achieved an advantage in the marketplace 
should perform better.  However, empirically establishing the relationship demonstrates 
that focusing on customer perceived value results in important market outcomes.     
     Finally, one of the goals of the present study was to address a shortcoming often cited 
by critics of the resource-based view (RBV) of the firm.  These critics claim that the 
RBV of the firm does little to integrate resources that are internal (endogenous) to the 
firm with exogenous elements.  In the present study, it has been demonstrated that 
endogenous factors (market-based assets and business process capabilities) do have an 
impact on exogenous elements (customer value and competitive advantage) and the 
study has offered one way in which they connected.  Perhaps most importantly, the 
present research has empirically tested a portion of a broad stream of theoretical 
literature driven by the RBV (Srivastava 1999).  It builds on cutting-edge marketing 
theory focused on the direct financial impact of marketing tactics and strategies (Rust et 
al 2004). 
     Although the present research has added substantively to the current marketing body 
of work, certain improvements could have been made to the design, testing and 
execution of the study.  First, the study itself was possibly too grand in scale.  To collect 
data from both sides of the buyer-seller dyad was, indeed, an arduous task.  Substantial 
resources were consumed to design the research, align the variables of interest and 
collect the data.  One of the shortcomings directly related to this was customer equity 
information could only be collected for four competing mobile market companies.  Such 
in-depth information was required to calculate customer equity that broadening the 
sample size would have made the study logistically impossible.  It is believed that the 
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small sample size of the seller-side data limits the external validity of the study.  
Second, since the design called for intimate knowledge of the business processes within 
an organization, department-specific information was collected.  For instance, CRM 
questions were only administered to marketing department employees.  Expanding the 
sample size would have made the surveys too long to administer.  However, common 
method variance may have accounted for someone of the poor results in the statistical 
analysis of the BPC variables.  Third, the cleansing, purification and calculation of the 
customer equity variable, which actually played a small role in the overall scheme of the 
study, may not have had a beneficial payback.  Fourth, multicollinearity most probably 
played a role in the results.  The scales used to measure the variables in this study can be 
improved upon.    
 
Implications for Marketing Theory 
 
 One of the chief objectives of marketing scholars is to stipulate, test, and 
accumulate marketing theory.  New theories that embrace new concepts and variables 
that address how and why marketing succeeds or fails are essential to the growth of the 
field.  Extending existing theoretical frameworks may no longer be sufficient to reflect 
marketplace shifts and guide marketing practice in the fundamentally new competitive 
context and conditions that will characterize the future of the business world.  
 The framework presented here offers a potentially fruitful approach to developing 
marketing theory that expressly responds to emerging change in both organizational and 
competitive contexts, with the intent of explaining success and failure (Day 1994).  
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Although extensive conceptual and empirical work lies ahead, the framework 
presented here suggests that marketing scholars must address the following more 
explicitly:  
• The specification of intra-organizational conditions, specifically core 
business processes, as a component of marketing theories;  
• The postulation of cause-and-effect linkages between marketing and the 
design and execution of core business processes;  
• The postulation and testing of cause-and-effect linkages between core 
business processes and both marketplace and intra-organizational value 
variables; and  
• The value-added contribution of marketing to the enterprise, in which 
value is denominated in terms of meeting organizational requirements, 
marketplace performance, and shareholder value.  
 From theory to practice, marketing tasks do not exist in a vacuum.  They are sub-
processes within broader business processes.  Marketing theory, therefore, must 
incorporate these processes explicitly as an input to marketing strategy choices and 
decisions that affect both marketplace and financial performance.  Attention to core 
business processes extends the domain and complexity of marketing theory to include 
organizational factors as determinants of marketing success and failure.  Adding a cross-
functional dimension to marketing practice raises the hurdle for marketers.  Their success 
would require functional (marketing) excellence and depth, as well as cross-functional 
process competence to ensure the implementation of marketing ideas.  Unless other 
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functions appreciate the value of what marketers have to offer, little progress can be 
expected in terms of businesses embracing marketing concepts. 
 The framework also suggests that marketing theories no longer can address only 
marketing outcomes as the criteria of success.  They must connect marketplace 
performance measures, such as customer perceived value, with financial dimensions, 
such as reducing the volatility of cash flows.  Rich theoretical insights might be derived 
when marketplace-financial performance links are specified and examined.  For example, 
would companies with greater customer switching costs and retention rates experience 
lower risks, lower costs of capital and higher price-earnings multiples?  
 The framework facilitates developing and refining distinctions between market-
focused theories of exploration and exploitation (March 1991).  Exploration theories 
focus on creating new business opportunities.  At their core, market-focused theories of 
exploration address the development and testing of opportunities that will take the 
organization's marketing strategy in new directions.  They focus on creating truly new 
products or solutions.  Moreover, they change the nature of competition by changing the 
business processes that deliver them.  Their outcome might constitute a new theory of 
business (Drucker 1994), new customer functionalities (Prahalad and Hamel 1990) or 
specific insights about how to shape the future rather than be shaped by it.  Explorative 
activities on the part of businesses typically require insights regarding customers and 
competitors, assumptions about future success criteria, and investments that are risky but 
that may result in major payoffs.  Such investments in infrastructures that facilitate PIM, 
SCM, and CRM processes typically provide strategic options to participate in new 
product platforms, channels, and market segments.  
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     In contrast, exploitation theories address the execution and leveraging of existing 
marketing strategies.  The emphasis is on how core business processes contribute to 
implementing a given strategy more efficiently and how the strategy can be adjusted to 
create and leverage related opportunities more effectively.  Exploration addresses 
building competitive advantages, whereas exploitation focuses on leveraging these assets 
and capabilities in enhancing product market performance.  A conceptualization of 
marketing as a sub-process, embedded in the core business processes and explicitly 
linked to cash flow consequences, can facilitate the development of theory pertaining to 
the role of marketing in organizational efficiency and effectiveness.  Such theories are not 
commonplace.   
Implications for Empirical Research  
 
 The theoretical implications previously noted suggest several interrelated 
empirical research directions.  Our particular interest here is to identify research issues 
and directions that may be fertile grounds to extend our framework.  It is hoped that the 
framework developed herein will contribute to marketing's emerging empirical research 
agenda.  Propositions of interest can be linked to the role marketing plays in business 
processes, as well as a vision of the future. 
 For example, as we move from isolated competition to networked rivalry, it 
appears we must learn to move from a complete dependence on our own capabilities to 
managing a network of relationships. How a firm accomplishes this worthy of 
investigation.  
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 What will be the best approaches to managing teamwork and integration 
across functions and business partners in developing new products?  
 What are best practices for participation in and virtual integration of supply 
chain/value networks? 
 How should a firm manage a network of relationships across channel partners, 
customers, partners, and competitors?  
 What are the best ways to measure superior performance in network management 
(versus performance of stand-alone products and services)?  
 Although some of these issues, such as teamwork in new product development, 
are under academic investigation, others, such as virtual integration across suppliers and 
channel members, are understood better by marketing practitioners employed by industry 
leaders (e.g., Dell).  Similar issues can be raised with respect to assertions related to 
marketing's role in business processes for each of the other marketplace shifts.  Other 
questions worthy of empirical investigation stem from the influence of marketplace shifts 
on core business processes, how core business processes and marketing sub-processes 
relate to product market performance and shareholder value, and how a focus on 
shareholder value in turn influences the design and management of core business 
processes and marketing sub-processes.  
 What is the influence of core business processes on product market 
performance?  
 What is the influence of core business processes on shareholder value?  
 In what ways do the three core processes individually and collectively 
affect the three drivers of customer equity?  
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 What is the influence of product market performance on shareholder 
value?  
 How do individual marketplace results such as increase in brand loyalty 
affect measures of shareholder value such as market-to-book ratios and 
price earnings multiples?  
 What is the impact of shareholder value on product market performance? 
For example, how does brand equity influence brand performance?  
 What is the influence of shareholder value on core business processes?  
 How might shareholder value goals affect outsourcing, coordination, and 
integration of business processes?  
 
Implications for Marketing Practice  
 
 It is our belief that the present research should be directly and immediately useful 
to marketing managers/practitioners.  However, a central implication of the framework 
presented here is the need for practitioners to alter their mental model of marketing 
substantially.  An understanding of the role of marketing within core business processes 
may require a paradigm shift in the way many marketing managers understand the scope 
and content of marketing, how it is executed, how its results should be assessed and how 
they can communicate with and influence other managers across the organization, supply 
chain, value chain and global network.   
     Some of the substantive “takeaways” for marketing practitioners might include: 
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• In the whole scheme of things, the domain over which most marketing 
practitioners lord over (advertising, branding, direct marketing, etc.), plays 
only a small role in driving customer value and sustainable competitive 
advantage.  Practitioners should be aware of the major impact other functional 
areas of the firm (production, logistics, research and development) have on 
these important firm outputs.  
• Market-based assets have a direct impact on customer value.  As such, they 
should be measured, monitored and optimized.   
• Focusing on market-based assets along is not enough.  Practitioners must also 
be aware of the fact that achieving a sustainable competitive advantage is more 
likely if human resource-based assets (happy and committed employees) are 
combined with strong market-based assets. 
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Market Share and Transitional Probabilities 
 
1. From which of the following manufacturers did you most recently 
purchase mobile equipment? (please select only one) 
 
Intermec, Inc.        _____ 
Motorola, Inc. (Symbol Division)     _____ 
Honeywell Imaging and Mobility (Handheld Products)  _____ 
Datalogic S.P.A.       _____ 
 
2. The next time you purchase mobile equipment, what is the probability 
that you will purchase from each of these manufacturers? 
          
Manufacturer 
 
Intermec, Inc.        _____ 
Motorola, Inc. (Symbol Division)     _____ 
Honeywell Imaging and Mobility (Handheld Products)  _____ 
Datalogic S.P.A.       _____ 
        
Total  =  100%   
 
Size and Frequency of Purchases 
 
3. When your firm makes a major mobile equipment purchase ((Major 
rollouts; major upgrades; technology refreshes; ignoring interim, ad hoc 
purchases), what is the average expenditure? 
_____________________________  ($US) 
 
4. Over the next five (5) years, how many times do you expect to make 
mobile equipment purchases? (Major rollouts; major upgrades; 
technology refreshes;  ignoring interim, ad hoc purchases): 
                  _____________________________ 
 
Value Equity Drivers 
  




                 
Probability 
(% for each manufacturer; 
             total must equal 100%) 
    145
             Very Low                              Very High 
Intermec, Inc.                    1   2 3 4 5 6           7 
Motorola, Inc. (Symbol Division)    1   2 3 4 5 6 7 
Honeywell Imaging and Mobility    1   2  3 4 5 6 7 
Datalogic S.P.A.        1   2 3 4 5 6 7 
 
6. Please rate the extent to which the quality of the following mobile market companies’ 
products, services or supplies is “worth the price”:  
 
Very Low                             Very High 
Intermec, Inc.        1  2 3 4 5 6           7 
Motorola, Inc. (Symbol Division)    1  2 3 4 5 6 7 
Honeywell Imaging and Mobility    1  2 3 4 5 6 7 
Datalogic S.P.A.        1  2 3 4 5 6 7 
  
 
7. Please rate the competitiveness of the prices of each of the following mobile market 
companies: 
Not at all                         Very 
Competitive                 Competitive 
Intermec, Inc.      1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.     1 2 3 4 5 6 7 
 
8. Please rate the convenience of doing business with each of the following mobile 
market companies: 
Not at all                        Very  
Convenient                   Convenient 
Intermec, Inc.      1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division)  1 2 3 4 5 6 7 
Honeywell Imaging and Mobility  1 2 3 4 5 6 7 
Datalogic S.P.A.      1 2 3 4 5 6 7 
 
9. Please rate your overall impression of the installation process for each of the 
following mobile market companies:   
 
Not Easy            Very 
    Easy at all             Easy 
Intermec, Inc.      1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division)  1 2 3 4 5 6 7 
Honeywell Imaging and Mobility  1 2 3 4 5 6 7 








    146
10. Please rate the ordering process for each of the following mobile market 
companies: 
                                                                 
Not at all                                                           Very 
                                                                   Simple                                       Simple 
Intermec, Inc.      1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division)  1 2 3 4 5 6 7 
Honeywell Imaging and Mobility  1 2 3 4 5 6 7 
Datalogic S.P.A.      1 2 3 4 5 6 7 
  
11. Please rate the attractiveness/fairness of the regular prices offered by each of these 
mobile market companies, as compared to the other companies in the mobile market:   
 
Much              Much 
Higher              Lower 
Intermec, Inc.      1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division)  1 2 3 4 5 6 7 
Honeywell Imaging and Mobility  1 2 3 4 5 6 7 
Datalogic S.P.A.      1 2 3 4 5 6 7 
 
12. Please rate the discounted prices offered by each of the following mobile market 
companies: 
      Much Higher                   Much Lower 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.    1 2 3 4 5 6 7 
 
Brand Equity Drivers 
 
13. My attitude towards each of the following mobile market companies is extremely 
favorable: 
         Strongly         Strongly                 
                                                             Disagree           Agree 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.    1 2 3 4 5 6 7 
 
14. I often notice and pay attention the media advertising (trade journals, mailings, press 
releases, etc.) of the following mobile market companies: 
 
         Strongly                  Strongly  
            Disagree            Agree 
Intermec, Inc.      1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.     1 2 3 4 5 6 7 
 
15. The following mobile market companies have a good reputation in this industry: 
    147
      
                
         Strongly          Strongly                          
         Disagree            Agree 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.    1 2 3 4 5 6 7 
 
16. The following mobile market companies have high ethical standards with respect to 
their customers and employees: 
 
Strongly            Strongly  
Disagree            Agree 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.    1 2 3 4 5 6 7 
 
17. The image portrayed by the following mobile market companies matches that of my 
company: 
Strongly               Strongly    
Disagree           Agree 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.    1 2 3 4 5 6 7 
 
18. I have positive feelings towards the following mobile market companies: 
 
        Strongly         Strongly 
           Disagree          Agree 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 




19. I have invested a great deal of time developing a relationship with the employees of 
the following mobile market companies: 
 
       Strongly          Strongly 
          Disagree            Agree 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.    1 2 3 4 5 6 7 
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20.  The preferential treatment I receive from the following mobile market 
companies is important to me: 
 
        Strongly                          Strongly 
                                                            Disagree                                                               Agree 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.    1 2 3 4 5 6 7 
 
21.  I know the procedures of the following mobile market companies well:   
 
Strongly       Strongly 
Disagree         Agree     
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.    1 2 3 4 5 6 7 
 
22.  The following mobile market companies know a great deal of information about me 
and my company: 
Strongly          Strongly 
  Disagree            Agree 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.     1 2 3 4 5 6 7 
 
23. The following mobile market companies recognize me as being special: 
 
         Strongly        Strongly 
            Disagree          Agree 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.    1 2 3 4 5 6 7 
 
 
24. I feel a sense of community with other customers of the following mobile market 
companies: 
     Strongly         Strongly 
          Disagree           Agree 
Intermec, Inc.       1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
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Realized Competitive Advantage 
  
25.  The following mobile market companies have gained strategic advantages over their 
competitors: 
       Strongly         Strongly 
           Disagree          Agree 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.    1 2 3 4 5 6 7 
 
26.  My companies’ relationship with the following mobile market companies has NOT 
resulted in strategic advantages for them: 
 
           Strongly          Strongly 
                Agree                        Disagree 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.    1 2 3 4 5 6 7 
 
27. The following mobile market companies have gained benefits that enable them to 
compete more effectively in the marketplace: 
 
        Strongly          Strongly 
           Disagree            Agree 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 
Datalogic S.P.A.    1 2 3 4 5 6 7 
 
28. My companies’ relationship with the following mobile market companies has NOT 
resulted in strategically importance outcomes: 
 
        Strongly         Strongly 
           Agree         Disagree 
Intermec, Inc.     1 2 3 4 5 6           7 
Motorola, Inc. (Symbol Division) 1 2 3 4 5 6 7 
Honeywell Imaging and Mobility 1 2 3 4 5 6 7 




Please select ONE company from the following list with whom you have the BEST 
relationship.  Substitute that companies’ name in the blank provided to answer each of 
the following questions: 
 
29. Please select one of the following to answer the following questions: 
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Intermec, Inc.        _____ 
Motorola, Inc. (Symbol Division)     _____ 
Honeywell Imaging and Mobility (Handheld Products)  _____ 
Datalogic S.P.A.       _____ 
 
30. It makes sense to buy from _____ instead of any other brand, even if they are 
the same. 
      Strongly                       Strongly 
        Disagree              Agree 
 
1 2 3 4 5 6 7  
 
31. Even if another brand has the same features as _____, I would prefer to buy 
from _____. 
      Strongly                       Strongly 
        Disagree              Agree 
 
1 2 3 4 5 6 7  
 
 
32. If there is another brand as good as _____, I prefer to buy _____. 
      Strongly                       Strongly 
        Disagree              Agree 
 
1 2 3 4 5 6 7  
 
33. If another brand is NOT different from _____, in ANY way, it seems smarter 
to purchase from _____. 
      Strongly                       Strongly 
        Disagree              Agree 
 
1 2 3 4 5 6 7  
 
Customer Perceived Value 
 
34. Products and services purchased from _____ are good value for the money. 
      Strongly                       Strongly 
        Disagree              Agree 
 
1 2 3 4 5 6 7  
 
35. Products and services purchased from _____ are considered a good buy.   
      Strongly                       Strongly 
        Disagree              Agree 
 
1 2 3 4 5 6 7  
    151
 
 
36. You get what you pay for at _____.   
      Strongly                       Strongly 
        Disagree              Agree 
 
1 2 3 4 5 6 7  
 
37. Products purchased at _____ are worth the money.   
      Strongly                       Strongly 
        Disagree              Agree 
 





38. How long have you been in your current position?   
 
0-1 years   _____    
2-5 years   _____ 
6-10 years   _____ 
Over 10 years  _____ 
 
39.  What is your gender?    Male _____   Female  _____ 
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Appendix B:  Seller-Side Survey 
  
 
1(A).  For which company do you work? 
 
Intermec, Inc.        _____ 
Motorola, Inc. (Symbol Division)     _____ 
Honeywell Imaging and Mobility (Handheld Products)  _____ 
Datalogic S.P.A.       _____ 
 
 
1(B).  How long have you been in your current position?   
 
0-2 years   _____    
2-5 years   _____ 
6-10 years   _____ 
Over 10 years  _____ 
 
1(C) What is your gender?    Male _____   Female  _____ 
 










Human Resource Assets Strongly                                  Strongly  
Agree                                      Disagree 
2. Our firm’s level of employee job 
satisfaction is superior to that of our 
competitor’s.   
     1      2      3      4      5      6      7 
3. Our firm’s level of employee 
retention is superior to that of our 
competitor’s.   
     1      2      3      4      5      6      7 
Market Orientation Strongly                                  Strongly  
Agree                                      Disagree 
4. We closely monitor the level of 
commitment of all employees to 
serving customers’ needs. 
     1      2      3      4      5      6      7 
5. Our competitive strategies are based 
on understanding customers’ needs. 
     1      2      3      4      5      6      7 
6. Customer satisfaction is our main      1      2      3      4      5      6      7 
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business objective.  
7. We carefully monitor customer 
satisfaction.   
     1      2      3      4      5      6      7 
8. We pay close attention to after-sales 
service. 
     1      2      3      4      5      6      7 
9. Serving needs of target customers is 
important to each employee. 
     1      2      3      4      5      6      7 
10. Sales people share information about 
competitors. 
     1      2      3      4      5      6      7 
11. We respond rapidly to competitive 
actions. 
     1      2      3      4      5      6      7 
12. Top management regularly discusses 
competitors' strengths and 
weaknesses. 
     1      2      3      4      5      6      7 
13. Our offering is tailored to target 
customers when we have an 
opportunity for competitive 
advantage. 
     1      2      3      4      5      6      7 
14. Top management regularly visits 
important customers. 
     1      2      3      4      5      6      7 
15. Information about customers is freely 
communicated throughout our firm. 
     1      2      3      4      5      6      7 
16. Customers' needs are understood by 
each employee. 
     1      2      3      4      5      6      7 
17. Our managers understand how 
employees can contribute to 
customer satisfaction.   
     1      2      3      4      5      6      7 
Market Knowledge 
 
Please rate your company relative to your 
major competitors in terms of it capabilities 
concerning the following areas: 
 
 
Strongly                                  Strongly  
Agree                                      Disagree 
18. Our firm is much more capable of 
gathering information about 
customers and competitors. 
     1      2      3      4      5      6      7 
19. Our firm is much more capable of 
using market research skills to 
develop effective marketing 
programs. 
     1      2      3      4      5      6      7 
20. Our firm is much more capable of 
tracking customer wants and needs.   
     1      2      3      4      5      6      7 
21. Our firm is much more capable of 
making full use of marketing 
research information. 
     1      2      3      4      5      6      7 
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22. Our firm is much more capable of 
analyzing our market information.   
23. How would you classify your 
primary role at your company? 
a. Marketing       
_____ 
b. Research and Development   
_____ 
c. Production/Logistics       
_____ 
d. Other                     
_____ 
 
If the answer to Question 22 is (A), Go to 
Question 28. 
If the answer to Question 22 is (B), Go to 
Question 23. 
If the answer to Question 22 is (C), Go to 
Question 75.   
If the answer to Question 22 is (D), Go To 
Question 111. 
 
     1      2      3      4      5      6      7 
Product Innovation Management 
Capability 
Please rate your company relative to your 
major competitors in terms of it capabilities 
concerning the following areas: 
 
 
Strongly                                  Strongly  
Agree                                      Disagree 
24. Our firm is much more capable of 
developing new products and 
services. 
     1      2      3      4      5      6      7 
25. Our firm is much more capable of 
developing new products and 
services to exploit R&D investment. 
     1      2      3      4      5      6      7 
26. Our firm is much more capable of 
test marketing new products and 
services 
     1      2      3      4      5      6      7 
27. Our firm is much more capable of 
successfully launching new products 
and services. 
     1      2      3      4      5      6      7 
28. Our firm is much more capable of 
insuring that product and service 
development efforts are responsive to 
customer needs. 
     1      2      3      4      5      6      7 
Customer Relationship Management 
Capability 
 
     CRM Initiate  
With regard to your company, to what 
extent do you agree to the following 
statements? 
Strongly                                  Strongly  
Agree                                      Disagree 
29. We have a formal system for 
identifying potential customers.  
     1      2      3      4      5      6      7 
30. We have a formal system for 
identifying which of the potential 
     1      2      3      4      5      6      7 
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customers are more valuable. 
31. We use data from external sources 
for identifying potential high value 
customers. 
     1      2      3      4      5      6      7 
32. We have a formal system in place 
that facilitates the continuous 
evaluation of prospects. 
     1      2      3      4      5      6      7 
33. We have a system in place to 
determine the cost of reestablishing a 
relationship with a lost customer. 
     1      2      3      4      5      6      7 
34. We have a systematic process for 
assessing the value of past customers 
with whom we no longer have a 
relationship. 
     1      2      3      4      5      6      7 
35. We have a system for determining 
the costs of reestablishing a 
relationship with inactive customers. 
     1      2      3      4      5      6      7 
     CRM Acquire  
With regard to your company, to what 
extent do you agree to the following 
statements? 
Strongly                                  Strongly  
Agree                                      Disagree 
36. We made attempts to attract 
prospects in order to coordinate 
messages across media channels. 
     1      2      3      4      5      6      7 
37. We have a formal system in place 
that differentiates targeting of our 
communications based on the 
prospect's value. 
     1      2      3      4      5      6      7 
38. We systematically present different 
offers to prospects based on the 
prospects' economic value. 
     1      2      3      4      5      6      7 
39. We differentiate our acquisition 
investments based on customer 
value. 
     1      2      3      4      5      6      7 
     CRM Regain  
With regard to your company, to what 
extent do you agree to the following 
statements? 
Strongly                                  Strongly  
Agree                                      Disagree 
40. We have a systematic 
process/approach to reestablish 
relationships with valuable customers 
who have been lost to competitors. 
     1      2      3      4      5      6      7 
41. We have a system in place to be able 
to interact with lost customers. 
     1      2      3      4      5      6      7 
42. We have a systematic process for 
reestablishing a relationship with 
valued inactive customers. 
     1      2      3      4      5      6      7 
43. We develop a system for interacting 
with inactive customers. 
     1      2      3      4      5      6      7 
     CRM Maintain  
With regard to your company, to what 
extent do you agree to the following 
statements? 
Strongly                                  Strongly  
Agree                                      Disagree 
44. We have a formal system for      1      2      3      4      5      6      7 
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determining which of our current 
customers are of the highest value. 
45. We continuously track customer 
information in order to assess 
customer value. 
     1      2      3      4      5      6      7 
46. We actively attempt to determine the 
costs of retaining customers. 
     1      2      3      4      5      6      7 
47. We track the status of the 
relationship during the entire 
customer life cycle (relationship 
maturity). 
     1      2      3      4      5      6      7 
     CRM Retain  
With regard to your company, to what 
extent do you agree to the following 
statements? 
Strongly                                  Strongly  
Agree                                      Disagree 
48. We maintain an interactive two-way 
communication with our customers. 
     1      2      3      4      5      6      7 
49. We actively stress customer loyalty 
or retention programs. 
     1      2      3      4      5      6      7 
50. We integrate customer information 
across customer contact points (e.g., 
mail, telephone, Web, fax, face-to-
face). 
     1      2      3      4      5      6      7 
51. We are structured to optimally 
respond to groups of customers with 
different values. 
     1      2      3      4      5      6      7 
52. We systematically attempt to 
customize products/services based on 
the value of the customer. 
     1      2      3      4      5      6      7 
53. We systematically attempt to manage 
the expectations of high value 
customers. 
     1      2      3      4      5      6      7 
54. We attempt to build long-term 
relationships with our high-value 
customers. 
     1      2      3      4      5      6      7 
     CRM Cross-Selling  
With regard to your company, to what 
extent do you agree to the following 
statements? 
Strongly                                  Strongly  
Agree                                      Disagree 
55. We have formalized procedures for 
cross -selling to valuable customers. 
     1      2      3      4      5      6      7 
56. We have formalized procedures for 
up -selling to valuable customers. 
     1      2      3      4      5      6      7 
57. We try to systematically extend our 
"share of customer" with high-value 
customers. 
     1      2      3      4      5      6      7 
58. We have systematic approaches to 
mature relationships with high-value 
customers in order to be able to 
cross-sell or up-sell earlier. 
     1      2      3      4      5      6      7 
59. We provide individualized incentives 
for valuable customers if they 
intensify their business with us. 
     1      2      3      4      5      6      7 
     CRM Referrals  
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With regard to your company, to what 
extent do you agree to the following 
statements? 
Strongly                                  Strongly  
Agree                                      Disagree 
60. We systematically track referrals.      1      2      3      4      5      6      7 
61. We try to actively manage the 
customer referral process. 
     1      2      3      4      5      6      7 
62. We provide current customers with 
incentives for acquiring new 
potential customers. 
     1      2      3      4      5      6      7 
63. We offer different incentives for 
referral generation based on the value 
of acquired customers. 
     1      2      3      4      5      6      7 
     CRM Termination  
With regard to your company, to what 
extent do you agree to the following 
statements? 
Strongly                                  Strongly  
Agree                                      Disagree 
64. We have a formal system for 
identifying unprofitable or lower-
value customers. 
     1      2      3      4      5      6      7 
     CRM Exit  
With regard to your company, to what 
extent do you agree to the following 
statements? 
Strongly                                  Strongly  
Agree                                      Disagree 
65. We have a formal policy or 
procedure for actively discontinuing 
relationships with low-value or 
problem customers (e.g., canceling 
customer accounts). 
     1      2      3      4      5      6      7 
66. We try to passively discontinue 
relationships with low-value or 
problem customers (e.g., raising 
basic service fees). 
     1      2      3      4      5      6      7 
67. We offer disincentives to low-value 
customers for terminating their 
relationships (e.g., offering poorer 
service). 
     1      2      3      4      5      6      7 
68. Organizing people (i.e., changing 
organizational structure) to deliver 
differentiated treatment and products 
to different customer segments 
presents a strength for our SBU. 
     1      2      3      4      5      6      7 
Supply Chain Management Capability  
     Strategic Supplier Partnership Strongly                                  Strongly  
Agree                                      Disagree 
69.  We consider quality as our number 
one criterion in selecting suppliers. 
     1      2      3      4      5      6      7 
70.  We regularly solve problems jointly 
with our suppliers. 
     1      2      3      4      5      6      7 
71.  We have helped our suppliers to 
improve their product quality. 
     1      2      3      4      5      6      7 
72.  We have continuous improvement 
programs that include our key 
suppliers. 
     1      2      3      4      5      6      7 
73. We include our key suppliers in our      1      2      3      4      5      6      7 
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planning and goal-setting activities. 
74. We actively involve our key 
suppliers in new product 
development processes. 
     1      2      3      4      5      6      7 
     Customer Relationship Strongly                                  Strongly  
Agree                                      Disagree 
75. We frequently interact with 
customers to set reliability, 
responsiveness and other standards 
for us. 
     1      2      3      4      5      6      7 
76. We frequently measure and evaluate 
customer satisfaction. 
     1      2      3      4      5      6      7 
77. We frequently determine future 
customer expectations.  
     1      2      3      4      5      6      7 
78. We facilitate customers’ ability to 
seek assistance from us.   
     1      2      3      4      5      6      7 
79. We periodically evaluate the 
importance of our relationship with 
our customers.  
     1      2      3      4      5      6      7 
     Information Sharing Strongly                                  Strongly  
Agree                                      Disagree 
80.  We inform trading partners in 
advance of changing needs. 
     1      2      3      4      5      6      7 
81. Our trading partners share 
proprietary information with us. 
     1      2      3      4      5      6      7 
82. Our trading partners keep us fully 
informed about issues that affect our 
business. 
     1      2      3      4      5      6      7 
83. Our trading partners share business 
knowledge of core business 
processes with us.   
     1      2      3      4      5      6      7 
84. We and our trading partners 
exchange information that helps 
establishment of business planning. 
     1      2      3      4      5      6      7 
85. We and our trading partners keep 
each other informed about events or 
changes that may affect the other 
partners. 
     1      2      3      4      5      6      7 
     Information Quality Strongly                                  Strongly  
Agree                                      Disagree 
86. Information exchange between our 
trading partners and us is timely. 
     1      2      3      4      5      6      7 
87. Information exchange between our 
trading partners and us is accurate. 
     1      2      3      4      5      6      7 
88. Information exchange between our 
trading partners and us is complete. 
     1      2      3      4      5      6      7 
89. Information exchange between our 
trading partners and us is adequate. 
     1      2      3      4      5      6      7 
90. Information exchange between our 
trading partners and us is reliable. 
     1      2      3      4      5      6      7 
     Internal Lean Practices Strongly                                  Strongly  
Agree                                      Disagree 
91. Our firm reduces set-up time.      1      2      3      4      5      6      7 
92. Our firm has a continuous quality      1      2      3      4      5      6      7 
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improvement program. 
93. Our firm uses a “pull” production 
system. 
     1      2      3      4      5      6      7 
94. Our firm pushes suppliers for shorter 
lead-times. 
     1      2      3      4      5      6      7 
95. Our firm streamlines ordering, 
receiving and other paperwork from 
suppliers. 
     1      2      3      4      5      6      7 
     Postponement Strongly                                  Strongly  
Agree                                      Disagree 
96. Our products are designed for 
modular assembly. 
     1      2      3      4      5      6      7 
97. We delay final product assembly 
activities until customer orders have 
actually been received. 
     1      2      3      4      5      6      7 
98. We delay final product assembly 
activities until the last possible 
position (or nearest to customers) in 
the supply chain. 
     1      2      3      4      5      6      7 
     Delivery Dependability Strongly                                  Strongly  
Agree                                      Disagree 
99. We deliver customer orders on time.      1      2      3      4      5      6      7 
100. We provide dependable delivery.      1      2      3      4      5      6      7 
     Time to Market  
101. We deliver product to market 
quickly. 
     1      2      3      4      5      6      7 
102. We are first in the market in 
introducing new products. 
     1      2      3      4      5      6      7 
103. We have time-to-market that is lower 
than the industry average. 
     1      2      3      4      5      6      7 
104. We have fast product development.      1      2      3      4      5      6      7 
Performance 
 
Please rate your company relative to your 
major competitors in terms of it capabilities 
concerning the following areas: 
 
Customer Satisfaction Strongly                                  Strongly  
Agree                                      Disagree 
105. Our firm is much more capable of 
creating satisfied customers. 
     1      2      3      4      5      6      7 
106. Our firm is much more capable of 
delivering value to our customers. 
     1      2      3      4      5      6      7 
107. Our firm is much more capable of 
delivering what our customers want. 
     1      2      3      4      5      6      7 
108. Our firm is much more capable of 
retaining valued customers. 
     1      2      3      4      5      6      7 
Market Effectiveness Strongly                                  Strongly  
Agree                                      Disagree 
109. Our firm has achieved much higher 
levels of market share growth. 
     1      2      3      4      5      6      7 
110. Our firm has achieved much higher 
levels of sales growth. 
     1      2      3      4      5      6      7 
111. Our firm has achieved much higher 
levels of new customer acquisition. 
     1      2      3      4      5      6      7 
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Profitability Strongly                                  Strongly  
Agree                                      Disagree 
112. Our firm has achieved much higher 
levels of profitability. 
     1      2      3      4      5      6      7 
113. Our firm has achieved much higher 
levels of return on investment (ROI) 
     1      2      3      4      5      6      7 
114. Our firm has achieved much higher 
levels of sales. 
     1      2      3      4      5      6      7 
115. Our firm has done a better job of 
achieving its financial goals. 
     1      2      3      4      5      6      7 
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      Purc
h 
    
1 1 25000 2 50000 1_Intermec 100 0.526 0.134 0.169 0.104 
1 1 25000 2 50000 2_Motorola 0 0.230 0.315 0.222 0.277 
1 1 25000 2 50000 3_Honeywel 0 0.182 0.428 0.518 0.435 
1 1 25000 2 50000 4_Datalogic 0 0.063 0.123 0.091 0.184 
2 1 50000 3 150000 1_Intermec 100 0.705 0.450 0.499 0.427 
2 1 50000 3 150000 2_Motorola 0 0.251 0.390 0.289 0.385 
2 1 50000 3 150000 3_Honeywel 0 0.039 0.148 0.203 0.167 
2 1 50000 3 150000 4_Datalogic 0 0.005 0.012 0.009 0.022 
3 1 100000 3 300000 1_Intermec 100 0.726 0.418 0.505 0.361 
3 1 100000 3 300000 2_Motorola 0 0.201 0.364 0.269 0.334 
3 1 100000 3 300000 3_Honeywel 0 0.017 0.074 0.113 0.080 
3 1 100000 3 300000 4_Datalogic 0 0.056 0.144 0.112 0.225 
4 1 250000 3 750000 1_Intermec 100 0.550 0.174 0.234 0.131 
4 1 250000 3 750000 2_Motorola 0 0.238 0.358 0.277 0.306 
4 1 250000 3 750000 3_Honeywel 0 0.038 0.138 0.209 0.136 
4 1 250000 3 750000 4_Datalogic 0 0.173 0.331 0.281 0.427 
5 1 275000 4 1100000 1_Intermec 100 0.682 0.380 0.474 0.322 
5 1 275000 4 1100000 2_Motorola 0 0.227 0.384 0.301 0.349 
5 1 275000 4 1100000 3_Honeywel 0 0.009 0.041 0.066 0.043 
5 1 275000 4 1100000 4_Datalogic 0 0.081 0.195 0.159 0.286 
6 1 500000 3 1500000 1_Intermec 100 0.754 0.374 0.414 0.313 
6 1 500000 3 1500000 2_Motorola 0 0.102 0.186 0.117 0.163 
6 1 500000 3 1500000 3_Honeywel 0 0.089 0.306 0.376 0.319 
6 1 500000 3 1500000 4_Datalogic 0 0.055 0.133 0.093 0.205 
7 1 750000 4 3000000 1_Intermec 100 0.521 0.139 0.181 0.106 
7 1 750000 4 3000000 2_Motorola 0 0.275 0.376 0.281 0.328 
7 1 750000 4 3000000 3_Honeywel 0 0.101 0.287 0.384 0.288 
7 1 750000 4 3000000 4_Datalogic 0 0.102 0.198 0.154 0.278 
8 1 200000 4 800000 1_Intermec 100 0.625 0.209 0.257 0.158 
8 1 200000 4 800000 2_Motorola 0 0.137 0.220 0.149 0.183 
8 1 200000 4 800000 3_Honeywel 0 0.090 0.282 0.369 0.277 
8 1 200000 4 800000 4_Datalogic 0 0.148 0.289 0.225 0.382 
9 1 10000 4 40000 1_Intermec 100 0.546 0.145 0.182 0.113 
9 1 10000 4 40000 2_Motorola 0 0.237 0.333 0.234 0.295 
9 1 10000 4 40000 3_Honeywel 0 0.160 0.406 0.499 0.416 
9 1 10000 4 40000 4_Datalogic 0 0.057 0.115 0.085 0.175 
10 1 20000 0 0 1_Intermec 100 0.703 0.388 0.468 0.339 
10 1 20000 0 0 2_Motorola 0 0.234 0.409 0.306 0.384 
10 1 20000 0 0 3_Honeywel 0 0.022 0.097 0.144 0.105 
10 1 20000 0 0 4_Datalogic 0 0.040 0.107 0.081 0.172 
11 1 90000 1 90000 1_Intermec 100 0.719 0.331 0.375 0.279 
11 1 90000 1 90000 2_Motorola 0 0.141 0.245 0.159 0.219 
11 1 90000 1 90000 3_Honeywel 0 0.097 0.321 0.394 0.339 
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11 1 90000 1 90000 4_Datalogic 0 0.043 0.103 0.072 0.163 
12 1 175000 2 350000 1_Intermec 100 0.706 0.354 0.437 0.286 
12 1 175000 2 350000 2_Motorola 0 0.150 0.273 0.196 0.234 
12 1 175000 2 350000 3_Honeywel 0 0.022 0.094 0.142 0.096 
12 1 175000 2 350000 4_Datalogic 0 0.122 0.279 0.225 0.383 
13 1 1000000 3 3000000 1_Intermec 100 0.791 0.501 0.554 0.440 
13 1 1000000 3 3000000 2_Motorola 0 0.115 0.213 0.141 0.189 
13 1 1000000 3 3000000 3_Honeywel 0 0.036 0.145 0.201 0.153 
13 1 1000000 3 3000000 4_Datalogic 0 0.057 0.142 0.104 0.218 
14 1 375000 4 1500000 1_Intermec 100 0.723 0.367 0.429 0.308 
14 1 375000 4 1500000 2_Motorola 0 0.167 0.295 0.204 0.264 
14 1 375000 4 1500000 3_Honeywel 0 0.047 0.183 0.251 0.192 
14 1 375000 4 1500000 4_Datalogic 0 0.063 0.155 0.116 0.236 
15 1 1.5E+07 2 3E+07 1_Intermec 100 0.777 0.450 0.502 0.378 
15 1 1.5E+07 2 3E+07 2_Motorola 0 0.086 0.161 0.103 0.137 
15 1 1.5E+07 2 3E+07 3_Honeywel 0 0.045 0.175 0.236 0.179 
15 1 1.5E+07 2 3E+07 4_Datalogic 0 0.092 0.215 0.159 0.307 
16 1 50000 2 100000 1_Intermec 100 0.708 0.323 0.358 0.257 
16 1 50000 2 100000 2_Motorola 0 0.043 0.075 0.045 0.061 
16 1 50000 2 100000 3_Honeywel 0 0.122 0.348 0.411 0.343 
16 1 50000 2 100000 4_Datalogic 0 0.127 0.254 0.186 0.339 
17 1 5000 4 20000 1_Intermec 100 0.400 0.079 0.107 0.058 
17 1 5000 4 20000 2_Motorola 0 0.329 0.384 0.298 0.331 
17 1 5000 4 20000 3_Honeywel 0 0.123 0.297 0.399 0.291 
17 1 5000 4 20000 4_Datalogic 0 0.148 0.240 0.195 0.320 
18 1 675000 0 0 1_Intermec 100 0.670 0.249 0.294 0.192 
18 1 675000 0 0 2_Motorola 0 0.097 0.165 0.105 0.136 
18 1 675000 0 0 3_Honeywel 0 0.108 0.329 0.409 0.324 
18 1 675000 0 0 4_Datalogic 0 0.125 0.257 0.192 0.348 
19 1 1500000 3 4500000 1_Intermec 100 0.700 0.328 0.395 0.270 
19 1 1500000 3 4500000 2_Motorola 0 0.183 0.321 0.226 0.285 
19 1 1500000 3 4500000 3_Honeywel 0 0.045 0.176 0.246 0.183 
19 1 1500000 3 4500000 4_Datalogic 0 0.072 0.175 0.133 0.261 
20 1 3000000 3 9000000 1_Intermec 100 0.687 0.291 0.351 0.238 
20 1 3000000 3 9000000 2_Motorola 0 0.194 0.337 0.235 0.301 
20 1 3000000 3 9000000 3_Honeywel 0 0.058 0.222 0.302 0.232 
20 1 3000000 3 9000000 4_Datalogic 0 0.061 0.150 0.112 0.229 
21 1 1000 1 1000 1_Intermec 100 0.596 0.255 0.339 0.204 
21 1 1000 1 1000 2_Motorola 0 0.294 0.464 0.383 0.419 
21 1 1000 1 1000 3_Honeywel 0 0.013 0.055 0.089 0.056 
21 1 1000 1 1000 4_Datalogic 0 0.098 0.226 0.190 0.320 
22 1 200000 4 800000 1_Intermec 100 0.532 0.147 0.196 0.110 
22 1 200000 4 800000 2_Motorola 0 0.234 0.337 0.253 0.285 
22 1 200000 4 800000 3_Honeywel 0 0.063 0.202 0.291 0.199 
22 1 200000 4 800000 4_Datalogic 0 0.171 0.313 0.260 0.407 
23 1 800000 4 3200000 1_Intermec 100 0.622 0.201 0.242 0.159 
23 1 800000 4 3200000 2_Motorola 0 0.160 0.249 0.166 0.216 
23 1 800000 4 3200000 3_Honeywel 0 0.150 0.404 0.487 0.411 
23 1 800000 4 3200000 4_Datalogic 0 0.068 0.145 0.105 0.215 
24 1 1200000 4 4800000 1_Intermec 100 0.696 0.282 0.327 0.227 
24 1 1200000 4 4800000 2_Motorola 0 0.132 0.228 0.147 0.197 
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24 1 1200000 4 4800000 3_Honeywel 0 0.104 0.335 0.414 0.344 
24 1 1200000 4 4800000 4_Datalogic 0 0.067 0.155 0.111 0.231 
25 1 300000 2 600000 1_Intermec 100 0.730 0.375 0.445 0.307 
25 1 300000 2 600000 2_Motorola 0 0.134 0.246 0.169 0.212 
25 1 300000 2 600000 3_Honeywel 0 0.035 0.144 0.205 0.147 
25 1 300000 2 600000 4_Datalogic 0 0.100 0.235 0.181 0.333 
26 1 25000 3 75000 1_Intermec 100 0.706 0.336 0.419 0.265 
26 1 25000 3 75000 2_Motorola 0 0.133 0.249 0.176 0.209 
26 1 25000 3 75000 3_Honeywel 0 0.023 0.098 0.148 0.099 
26 1 25000 3 75000 4_Datalogic 0 0.139 0.318 0.257 0.427 
27 1 100000 1 100000 1_Intermec 100 0.620 0.202 0.249 0.152 
27 1 100000 1 100000 2_Motorola 0 0.119 0.193 0.129 0.158 
27 1 100000 1 100000 3_Honeywel 0 0.092 0.284 0.371 0.276 
27 1 100000 1 100000 4_Datalogic 0 0.169 0.321 0.251 0.414 
28 1 275000 2 550000 1_Intermec 90 0.755 0.413 0.479 0.343 
28 1 275000 2 550000 2_Motorola 10 0.115 0.215 0.144 0.185 
28 1 275000 2 550000 3_Honeywel 0 0.036 0.148 0.208 0.152 
28 1 275000 2 550000 4_Datalogic 0 0.094 0.223 0.169 0.320 
29 1 500000 4 2000000 1_Intermec 90 0.735 0.348 0.393 0.289 
29 1 500000 4 2000000 2_Motorola 10 0.124 0.222 0.143 0.195 
29 1 500000 4 2000000 3_Honeywel 0 0.084 0.293 0.367 0.306 
29 1 500000 4 2000000 4_Datalogic 0 0.057 0.137 0.097 0.210 
30 1 750000 3 2250000 1_Intermec 90 0.774 0.436 0.490 0.375 
30 1 750000 3 2250000 2_Motorola 10 0.126 0.237 0.155 0.211 
30 1 750000 3 2250000 3_Honeywel 0 0.048 0.192 0.257 0.204 
30 1 750000 3 2250000 4_Datalogic 0 0.053 0.135 0.097 0.210 
31 1 200000 4 800000 1_Intermec 90 0.691 0.350 0.415 0.302 
31 1 200000 4 800000 2_Motorola 10 0.228 0.385 0.280 0.359 
31 1 200000 4 800000 3_Honeywel 0 0.041 0.164 0.230 0.177 
31 1 200000 4 800000 4_Datalogic 0 0.040 0.101 0.075 0.162 
32 1 10000 4 40000 1_Intermec 90 0.709 0.324 0.382 0.267 
32 1 10000 4 40000 2_Motorola 10 0.163 0.288 0.195 0.254 
32 1 10000 4 40000 3_Honeywel 0 0.061 0.227 0.304 0.237 
32 1 10000 4 40000 4_Datalogic 0 0.067 0.161 0.119 0.242 
33 1 20000 4 80000 1_Intermec 90 0.500 0.150 0.210 0.113 
33 1 20000 4 80000 2_Motorola 10 0.286 0.412 0.341 0.356 
33 1 20000 4 80000 3_Honeywel 0 0.021 0.080 0.129 0.079 
33 1 20000 4 80000 4_Datalogic 0 0.194 0.358 0.320 0.452 
34 1 90000 1 90000 1_Intermec 90 0.649 0.231 0.278 0.182 
34 1 90000 1 90000 2_Motorola 10 0.156 0.252 0.169 0.217 
34 1 90000 1 90000 3_Honeywel 0 0.109 0.332 0.417 0.336 
34 1 90000 1 90000 4_Datalogic 0 0.086 0.184 0.136 0.266 
35 1 1E+07 5 5E+07 1_Intermec 90 0.624 0.252 0.330 0.200 
35 1 1E+07 5 5E+07 2_Motorola 10 0.253 0.418 0.325 0.370 
35 1 1E+07 5 5E+07 3_Honeywel 0 0.024 0.101 0.157 0.104 
35 1 1E+07 5 5E+07 4_Datalogic 0 0.099 0.229 0.188 0.327 
36 1 50000 3 150000 1_Intermec 90 0.745 0.422 0.509 0.357 
36 1 50000 3 150000 2_Motorola 10 0.163 0.306 0.219 0.273 
36 1 50000 3 150000 3_Honeywel 0 0.018 0.083 0.125 0.087 
36 1 50000 3 150000 4_Datalogic 0 0.074 0.189 0.147 0.283 
37 1 5000 4 20000 1_Intermec 90 0.751 0.470 0.551 0.396 
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37 1 5000 4 20000 2_Motorola 10 0.097 0.177 0.124 0.150 
37 1 5000 4 20000 3_Honeywel 0 0.012 0.051 0.078 0.052 
37 1 5000 4 20000 4_Datalogic 0 0.141 0.302 0.247 0.402 
38 1 675000 4 2700000 1_Intermec 90 0.761 0.407 0.438 0.356 
38 1 675000 4 2700000 2_Motorola 5 0.106 0.189 0.118 0.170 
38 1 675000 4 2700000 3_Honeywel 5 0.102 0.329 0.393 0.352 
38 1 675000 4 2700000 4_Datalogic 0 0.031 0.075 0.051 0.122 
39 1 1500000 0 0 1_Intermec 90 0.631 0.256 0.315 0.212 
39 1 1500000 0 0 2_Motorola 5 0.269 0.428 0.318 0.396 
39 1 1500000 0 0 3_Honeywel 5 0.056 0.207 0.285 0.220 
39 1 1500000 0 0 4_Datalogic 0 0.045 0.109 0.082 0.172 
40 1 3000000 4 1.2E+07 1_Intermec 90 0.562 0.168 0.203 0.125 
40 1 3000000 4 1.2E+07 2_Motorola 5 0.053 0.084 0.053 0.067 
40 1 3000000 4 1.2E+07 3_Honeywel 0 0.183 0.415 0.484 0.398 
40 1 3000000 4 1.2E+07 4_Datalogic 5 0.202 0.333 0.261 0.410 
41 1 1000 2 2000 1_Intermec 80 0.654 0.266 0.306 0.226 
41 1 1000 2 2000 2_Motorola 10 0.178 0.282 0.189 0.261 
41 1 1000 2 2000 3_Honeywel 5 0.147 0.403 0.471 0.432 
41 1 1000 2 2000 4_Datalogic 5 0.021 0.049 0.034 0.081 
42 1 200000 3 600000 1_Intermec 80 0.607 0.196 0.251 0.148 
42 1 200000 3 600000 2_Motorola 10 0.163 0.263 0.185 0.218 
42 1 200000 3 600000 3_Honeywel 5 0.063 0.215 0.302 0.211 
42 1 200000 3 600000 4_Datalogic 5 0.166 0.325 0.262 0.423 
43 1 800000 4 3200000 1_Intermec 80 0.627 0.274 0.333 0.234 
43 1 800000 4 3200000 2_Motorola 10 0.298 0.470 0.355 0.451 
43 1 800000 4 3200000 3_Honeywel 5 0.051 0.194 0.267 0.211 
43 1 800000 4 3200000 4_Datalogic 5 0.024 0.062 0.046 0.103 
44 1 1200000 4 4800000 1_Intermec 80 0.519 0.138 0.175 0.109 
44 1 1200000 4 4800000 2_Motorola 10 0.305 0.413 0.305 0.375 
44 1 1200000 4 4800000 3_Honeywel 5 0.129 0.351 0.447 0.364 
44 1 1200000 4 4800000 4_Datalogic 5 0.047 0.098 0.073 0.152 
45 1 300000 3 900000 1_Intermec 80 0.779 0.435 0.480 0.361 
45 1 300000 3 900000 2_Motorola 10 0.072 0.137 0.086 0.115 
45 1 300000 3 900000 3_Honeywel 5 0.057 0.214 0.279 0.218 
45 1 300000 3 900000 4_Datalogic 5 0.092 0.214 0.156 0.305 
46 1 50000 4 200000 1_Intermec 80 0.591 0.193 0.248 0.147 
46 1 50000 4 200000 2_Motorola 10 0.209 0.324 0.237 0.276 
46 1 50000 4 200000 3_Honeywel 5 0.061 0.206 0.292 0.205 
46 1 50000 4 200000 4_Datalogic 5 0.139 0.277 0.223 0.372 
47 1 5000 3 15000 1_Intermec 80 0.547 0.171 0.218 0.136 
47 1 5000 3 15000 2_Motorola 10 0.322 0.460 0.352 0.421 
47 1 5000 3 15000 3_Honeywel 5 0.076 0.248 0.337 0.257 
47 1 5000 3 15000 4_Datalogic 5 0.055 0.122 0.093 0.186 
48 1 675000 2 1350000 1_Intermec 80 0.683 0.388 0.479 0.341 
48 1 675000 2 1350000 2_Motorola 10 0.267 0.455 0.358 0.433 
48 1 675000 2 1350000 3_Honeywel 5 0.011 0.052 0.082 0.057 
48 1 675000 2 1350000 4_Datalogic 5 0.039 0.104 0.082 0.169 
49 1 200000 2 400000 1_Intermec 80 0.645 0.248 0.294 0.207 
49 1 200000 2 400000 2_Motorola 10 0.213 0.338 0.233 0.311 
49 1 200000 2 400000 3_Honeywel 5 0.110 0.339 0.420 0.361 
49 1 200000 2 400000 4_Datalogic 5 0.032 0.075 0.054 0.122 
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50 1 800000 2 1600000 1_Intermec 80 0.618 0.218 0.269 0.175 
50 1 800000 2 1600000 2_Motorola 20 0.241 0.375 0.269 0.337 
50 1 800000 2 1600000 3_Honeywel 0 0.082 0.271 0.360 0.281 
50 1 800000 2 1600000 4_Datalogic 0 0.060 0.136 0.102 0.207 
51 1 1200000 1 1200000 1_Intermec 80 0.725 0.377 0.433 0.327 
51 1 1200000 1 1200000 2_Motorola 20 0.184 0.322 0.221 0.297 
51 1 1200000 1 1200000 3_Honeywel 0 0.054 0.208 0.278 0.225 
51 1 1200000 1 1200000 4_Datalogic 0 0.037 0.093 0.067 0.151 
52 1 300000 2 600000 1_Intermec 80 0.667 0.327 0.413 0.266 
52 1 300000 2 600000 2_Motorola 20 0.200 0.341 0.259 0.300 
52 1 300000 2 600000 3_Honeywel 0 0.017 0.073 0.114 0.075 
52 1 300000 2 600000 4_Datalogic 0 0.115 0.259 0.213 0.359 
53 1 50000 0 0 1_Intermec 80 0.619 0.238 0.312 0.183 
53 1 50000 0 0 2_Motorola 10 0.180 0.301 0.224 0.255 
53 1 50000 0 0 3_Honeywel 5 0.028 0.109 0.166 0.108 
53 1 50000 0 0 4_Datalogic 5 0.173 0.352 0.298 0.454 
54 1 6000 2 12000 1_Intermec 80 0.634 0.218 0.266 0.170 
54 1 6000 2 12000 2_Motorola 10 0.178 0.283 0.194 0.244 
54 1 6000 2 12000 3_Honeywel 0 0.099 0.308 0.397 0.311 
54 1 6000 2 12000 4_Datalogic 10 0.090 0.192 0.143 0.275 
55 1 3000000 4 1.2E+07 1_Intermec 75 0.620 0.239 0.309 0.188 
55 1 3000000 4 1.2E+07 2_Motorola 10 0.238 0.385 0.292 0.338 
55 1 3000000 4 1.2E+07 3_Honeywel 5 0.036 0.140 0.209 0.143 
55 1 3000000 4 1.2E+07 4_Datalogic 10 0.106 0.235 0.190 0.331 
56 1 275000 4 1100000 1_Intermec 75 0.683 0.337 0.427 0.278 
56 1 275000 4 1100000 2_Motorola 10 0.219 0.387 0.294 0.347 
56 1 275000 4 1100000 3_Honeywel 5 0.017 0.076 0.119 0.080 
56 1 275000 4 1100000 4_Datalogic 10 0.080 0.200 0.160 0.294 
57 1 500000 3 1500000 1_Intermec 75 0.777 0.463 0.515 0.406 
57 1 500000 3 1500000 2_Motorola 10 0.129 0.235 0.156 0.211 
57 1 500000 3 1500000 3_Honeywel 10 0.046 0.179 0.242 0.191 
57 1 500000 3 1500000 4_Datalogic 5 0.049 0.122 0.088 0.191 
58 1 750000 3 2250000 1_Intermec 75 0.722 0.327 0.381 0.259 
58 1 750000 3 2250000 2_Motorola 10 0.101 0.184 0.119 0.154 
58 1 750000 3 2250000 3_Honeywel 10 0.064 0.234 0.309 0.234 
58 1 750000 3 2250000 4_Datalogic 5 0.114 0.256 0.191 0.353 
59 1 200000 4 800000 1_Intermec 75 0.642 0.242 0.311 0.185 
59 1 200000 4 800000 2_Motorola 10 0.172 0.295 0.214 0.249 
59 1 200000 4 800000 3_Honeywel 5 0.038 0.147 0.217 0.146 
59 1 200000 4 800000 4_Datalogic 10 0.148 0.316 0.258 0.420 
60 1 10000 0 0 1_Intermec 75 0.281 0.049 0.070 0.035 
60 1 10000 0 0 2_Motorola 10 0.445 0.470 0.401 0.409 
60 1 10000 0 0 3_Honeywel 5 0.066 0.176 0.263 0.171 
60 1 10000 0 0 4_Datalogic 10 0.207 0.305 0.266 0.384 
61 1 20000 2 40000 1_Intermec 75 0.636 0.242 0.308 0.188 
61 1 20000 2 40000 2_Motorola 10 0.193 0.319 0.232 0.273 
61 1 20000 2 40000 3_Honeywel 10 0.044 0.167 0.242 0.167 
61 1 20000 2 40000 4_Datalogic 5 0.127 0.273 0.219 0.372 
62 1 300000 2 600000 1_Intermec 75 0.652 0.315 0.364 0.279 
62 1 300000 2 600000 2_Motorola 10 0.266 0.411 0.300 0.399 
62 1 300000 2 600000 3_Honeywel 5 0.070 0.241 0.312 0.266 
    166
62 1 300000 2 600000 4_Datalogic 10 0.013 0.033 0.023 0.056 
63 1 50000 2 100000 1_Intermec 75 0.634 0.271 0.351 0.213 
63 1 50000 2 100000 2_Motorola 10 0.184 0.310 0.234 0.266 
63 1 50000 2 100000 3_Honeywel 5 0.021 0.086 0.133 0.086 
63 1 50000 2 100000 4_Datalogic 10 0.161 0.333 0.282 0.435 
64 1 5000 4 20000 1_Intermec 75 0.652 0.239 0.294 0.184 
64 1 5000 4 20000 2_Motorola 10 0.148 0.247 0.169 0.208 
64 1 5000 4 20000 3_Honeywel 5 0.072 0.245 0.330 0.243 
64 1 5000 4 20000 4_Datalogic 10 0.128 0.269 0.208 0.365 
65 1 100000 2 200000 1_Intermec 75 0.731 0.355 0.414 0.294 
65 1 100000 2 200000 2_Motorola 10 0.143 0.259 0.174 0.227 
65 1 100000 2 200000 3_Honeywel 5 0.056 0.213 0.286 0.221 
65 1 100000 2 200000 4_Datalogic 10 0.071 0.172 0.127 0.258 
66 1 125000 4 500000 1_Intermec 75 0.661 0.242 0.290 0.190 
66 1 125000 4 500000 2_Motorola 0 0.151 0.249 0.166 0.213 
66 1 125000 4 500000 3_Honeywel 0 0.099 0.314 0.400 0.317 
66 1 125000 4 500000 4_Datalogic 25 0.089 0.195 0.144 0.280 
67 1 40000 0 0 1_Intermec 75 0.794 0.481 0.502 0.420 
67 1 40000 0 0 2_Motorola 0 0.059 0.104 0.063 0.089 
67 1 40000 0 0 3_Honeywel 0 0.089 0.283 0.343 0.292 
67 1 40000 0 0 4_Datalogic 25 0.058 0.132 0.092 0.198 
68 1 12000 3 36000 1_Intermec 75 0.699 0.357 0.437 0.284 
68 1 12000 3 36000 2_Motorola 10 0.088 0.167 0.115 0.138 
68 1 12000 3 36000 3_Honeywel 10 0.018 0.076 0.115 0.076 
68 1 12000 3 36000 4_Datalogic 5 0.195 0.400 0.333 0.502 
69 1 1000000 4 4000000 1_Intermec 75 0.762 0.400 0.440 0.339 
69 1 1000000 4 4000000 2_Motorola 10 0.101 0.184 0.116 0.161 
69 1 1000000 4 4000000 3_Honeywel 10 0.080 0.280 0.348 0.292 
69 1 1000000 4 4000000 4_Datalogic 5 0.057 0.136 0.096 0.209 
70 1 7500 5 37500 1_Intermec 75 0.694 0.312 0.374 0.259 
70 1 7500 5 37500 2_Motorola 10 0.197 0.343 0.240 0.310 
70 1 7500 5 37500 3_Honeywel 10 0.055 0.210 0.287 0.222 
70 1 7500 5 37500 4_Datalogic 5 0.054 0.135 0.100 0.209 
71 1 350000 2 700000 1_Intermec 75 0.623 0.234 0.287 0.193 
71 1 350000 2 700000 2_Motorola 10 0.258 0.403 0.293 0.370 
71 1 350000 2 700000 3_Honeywel 10 0.076 0.259 0.344 0.273 
71 1 350000 2 700000 4_Datalogic 5 0.044 0.104 0.077 0.164 
72 1 900000 5 4500000 1_Intermec 75 0.627 0.228 0.281 0.172 
72 1 900000 5 4500000 2_Motorola 5 0.086 0.148 0.098 0.120 
72 1 900000 5 4500000 3_Honeywel 5 0.061 0.210 0.286 0.204 
72 1 900000 5 4500000 4_Datalogic 15 0.226 0.414 0.335 0.505 
73 1 50000 5 250000 1_Intermec 75 0.654 0.315 0.390 0.266 
73 1 50000 5 250000 2_Motorola 5 0.267 0.438 0.337 0.408 
73 1 50000 5 250000 3_Honeywel 5 0.028 0.116 0.171 0.123 
73 1 50000 5 250000 4_Datalogic 15 0.052 0.131 0.101 0.203 
74 1 5000 1 5000 1_Intermec 75 0.745 0.365 0.419 0.299 
74 1 5000 1 5000 2_Motorola 5 0.115 0.213 0.138 0.184 
74 1 5000 1 5000 3_Honeywel 5 0.061 0.232 0.305 0.238 
74 1 5000 1 5000 4_Datalogic 15 0.079 0.190 0.138 0.279 
75 1 100000 2 200000 1_Intermec 60 0.817 0.556 0.598 0.519 
75 1 100000 2 200000 2_Motorola 20 0.126 0.236 0.154 0.221 
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75 1 100000 2 200000 3_Honeywel 20 0.038 0.157 0.213 0.175 
75 1 100000 2 200000 4_Datalogic 0 0.019 0.050 0.035 0.085 
76 1 125000 4 500000 1_Intermec 60 0.580 0.238 0.318 0.189 
76 1 125000 4 500000 2_Motorola 20 0.307 0.477 0.397 0.431 
76 1 125000 4 500000 3_Honeywel 20 0.014 0.059 0.095 0.060 
76 1 125000 4 500000 4_Datalogic 0 0.099 0.226 0.190 0.319 
77 1 40000 1 40000 1_Intermec 60 0.604 0.192 0.241 0.147 
77 1 40000 1 40000 2_Motorola 20 0.183 0.282 0.197 0.239 
77 1 40000 1 40000 3_Honeywel 20 0.090 0.279 0.370 0.277 
77 1 40000 1 40000 4_Datalogic 0 0.123 0.247 0.191 0.337 
78 1 12000 3 36000 1_Intermec 60 0.788 0.480 0.546 0.411 
78 1 12000 3 36000 2_Motorola 20 0.110 0.213 0.142 0.186 
78 1 12000 3 36000 3_Honeywel 20 0.029 0.123 0.175 0.129 
78 1 12000 3 36000 4_Datalogic 0 0.073 0.184 0.137 0.274 
79 1 50000 2 100000 1_Intermec 60 0.588 0.192 0.252 0.144 
79 1 50000 2 100000 2_Motorola 20 0.182 0.291 0.213 0.243 
79 1 50000 2 100000 3_Honeywel 20 0.046 0.163 0.240 0.161 
79 1 50000 2 100000 4_Datalogic 0 0.184 0.354 0.295 0.452 
80 1 5000 0 0 1_Intermec 60 0.704 0.443 0.529 0.400 
80 1 5000 0 0 2_Motorola 20 0.249 0.415 0.323 0.396 
80 1 5000 0 0 3_Honeywel 20 0.011 0.049 0.076 0.054 
80 1 5000 0 0 4_Datalogic 0 0.036 0.093 0.072 0.151 
81 1 675000 0 0 1_Intermec 60 0.612 0.255 0.342 0.201 
81 1 675000 0 0 2_Motorola 20 0.233 0.385 0.307 0.336 
81 1 675000 0 0 3_Honeywel 20 0.012 0.052 0.085 0.053 
81 1 675000 0 0 4_Datalogic 0 0.143 0.308 0.266 0.411 
82 1 1500000 3 4500000 1_Intermec 60 0.589 0.172 0.212 0.133 
82 1 1500000 3 4500000 2_Motorola 20 0.186 0.278 0.190 0.239 
82 1 1500000 3 4500000 3_Honeywel 20 0.143 0.385 0.476 0.388 
82 1 1500000 3 4500000 4_Datalogic 0 0.081 0.165 0.122 0.240 
83 1 3000000 3 9000000 1_Intermec 60 0.393 0.077 0.101 0.056 
83 1 3000000 3 9000000 2_Motorola 20 0.113 0.148 0.101 0.121 
83 1 3000000 3 9000000 3_Honeywel 20 0.344 0.541 0.612 0.518 
83 1 3000000 3 9000000 4_Datalogic 0 0.150 0.234 0.186 0.305 
84 1 1000 4 4000 1_Intermec 60 0.597 0.176 0.213 0.134 
84 1 1000 4 4000 2_Motorola 0 0.122 0.187 0.122 0.156 
84 1 1000 4 4000 3_Honeywel 10 0.175 0.433 0.513 0.427 
84 1 1000 4 4000 4_Datalogic 30 0.105 0.204 0.151 0.284 
85 1 200000 1 200000 1_Intermec 60 0.456 0.097 0.126 0.071 
85 1 200000 1 200000 2_Motorola 0 0.157 0.204 0.142 0.167 
85 1 200000 1 200000 3_Honeywel 10 0.193 0.401 0.492 0.386 
85 1 200000 1 200000 4_Datalogic 30 0.195 0.298 0.240 0.376 
86 1 800000 5 4000000 1_Intermec 60 0.723 0.411 0.484 0.362 
86 1 800000 5 4000000 2_Motorola 0 0.211 0.370 0.269 0.346 
86 1 800000 5 4000000 3_Honeywel 10 0.028 0.119 0.173 0.130 
86 1 800000 5 4000000 4_Datalogic 30 0.038 0.100 0.075 0.162 
87 1 1200000 4 4800000 1_Intermec 60 0.765 0.453 0.521 0.390 
87 1 1200000 4 4800000 2_Motorola 0 0.139 0.258 0.177 0.229 
87 1 1200000 4 4800000 3_Honeywel 10 0.030 0.125 0.178 0.131 
87 1 1200000 4 4800000 4_Datalogic 30 0.066 0.165 0.124 0.249 
88 1 300000 3 900000 1_Intermec 60 0.538 0.153 0.201 0.116 
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88 1 300000 3 900000 2_Motorola 0 0.262 0.373 0.281 0.321 
88 1 300000 3 900000 3_Honeywel 10 0.071 0.225 0.316 0.224 
88 1 300000 3 900000 4_Datalogic 30 0.129 0.249 0.201 0.339 
89 1 25000 4 100000 1_Intermec 60 0.741 0.451 0.522 0.403 
89 1 25000 4 100000 2_Motorola 0 0.196 0.346 0.249 0.324 
89 1 25000 4 100000 3_Honeywel 10 0.026 0.108 0.158 0.118 
89 1 25000 4 100000 4_Datalogic 30 0.037 0.095 0.071 0.155 
90 1 100000 4 400000 1_Intermec 60 0.535 0.163 0.221 0.122 
90 1 100000 4 400000 2_Motorola 0 0.219 0.330 0.255 0.279 
90 1 100000 4 400000 3_Honeywel 10 0.034 0.124 0.190 0.122 
90 1 100000 4 400000 4_Datalogic 30 0.212 0.384 0.334 0.478 
91 1 275000 2 550000 1_Intermec 60 0.660 0.250 0.287 0.194 
91 1 275000 2 550000 2_Motorola 0 0.060 0.101 0.063 0.083 
91 1 275000 2 550000 3_Honeywel 10 0.166 0.423 0.486 0.416 
91 1 275000 2 550000 4_Datalogic 30 0.113 0.226 0.165 0.307 
92 1 50000 0 0 1_Intermec 60 0.694 0.315 0.363 0.271 
92 1 50000 0 0 2_Motorola 0 0.193 0.325 0.221 0.302 
92 1 50000 0 0 3_Honeywel 10 0.085 0.291 0.368 0.315 
92 1 50000 0 0 4_Datalogic 30 0.027 0.068 0.048 0.113 
93 1 100000 2 200000 1_Intermec 60 0.766 0.465 0.530 0.416 
93 1 100000 2 200000 2_Motorola 40 0.166 0.305 0.211 0.283 
93 1 100000 2 200000 3_Honeywel 0 0.032 0.135 0.190 0.147 
93 1 100000 2 200000 4_Datalogic 0 0.036 0.095 0.069 0.154 
94 1 250000 4 1000000 1_Intermec 60 0.594 0.190 0.242 0.143 
94 1 250000 4 1000000 2_Motorola 40 0.160 0.252 0.177 0.209 
94 1 250000 4 1000000 3_Honeywel 0 0.069 0.226 0.313 0.222 
94 1 250000 4 1000000 4_Datalogic 0 0.177 0.332 0.268 0.427 
95 1 275000 1 275000 1_Intermec 60 0.452 0.106 0.147 0.078 
95 1 275000 1 275000 2_Motorola 40 0.281 0.372 0.293 0.315 
95 1 275000 1 275000 3_Honeywel 0 0.056 0.173 0.258 0.169 
95 1 275000 1 275000 4_Datalogic 0 0.211 0.350 0.302 0.439 
96 1 500000 2 1000000 1_Intermec 60 0.660 0.273 0.345 0.213 
96 1 500000 2 1000000 2_Motorola 40 0.170 0.294 0.212 0.251 
96 1 500000 2 1000000 3_Honeywel 0 0.036 0.142 0.209 0.143 
96 1 500000 2 1000000 4_Datalogic 0 0.133 0.291 0.234 0.393 
97 1 750000 4 3000000 1_Intermec 60 0.715 0.326 0.373 0.266 
97 1 750000 4 3000000 2_Motorola 40 0.119 0.206 0.134 0.178 
97 1 750000 4 3000000 3_Honeywel 0 0.087 0.288 0.363 0.295 
97 1 750000 4 3000000 4_Datalogic 0 0.079 0.179 0.130 0.261 
98 1 200000 4 800000 1_Intermec 50 0.590 0.194 0.248 0.151 
98 1 200000 4 800000 2_Motorola 50 0.252 0.383 0.284 0.337 
98 1 200000 4 800000 3_Honeywel 0 0.067 0.225 0.314 0.229 
98 1 200000 4 800000 4_Datalogic 0 0.092 0.197 0.154 0.283 
99 1 1000 3 3000 1_Intermec 50 0.737 0.379 0.426 0.324 
99 1 1000 3 3000 2_Motorola 50 0.145 0.254 0.167 0.228 
99 1 1000 3 3000 3_Honeywel 0 0.071 0.253 0.325 0.268 
99 1 1000 3 3000 4_Datalogic 0 0.047 0.115 0.082 0.180 
100 1 200000 4 800000 1_Intermec 50 0.561 0.151 0.190 0.114 
100 1 200000 4 800000 2_Motorola 50 0.181 0.261 0.180 0.220 
100 1 200000 4 800000 3_Honeywel 0 0.144 0.372 0.465 0.367 
100 1 200000 4 800000 4_Datalogic 0 0.115 0.216 0.165 0.298 
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101 1 800000 1 800000 1_Intermec 50 0.704 0.322 0.377 0.269 
101 1 800000 1 800000 2_Motorola 50 0.174 0.301 0.205 0.270 
101 1 800000 1 800000 3_Honeywel 0 0.068 0.247 0.324 0.260 
101 1 800000 1 800000 4_Datalogic 0 0.054 0.130 0.095 0.201 
102 1 10000 2 20000 1_Intermec 50 0.493 0.162 0.229 0.123 
102 1 10000 2 20000 2_Motorola 50 0.342 0.488 0.426 0.433 
102 1 10000 2 20000 3_Honeywel 0 0.010 0.041 0.068 0.041 
102 1 10000 2 20000 4_Datalogic 0 0.155 0.310 0.277 0.403 
103 1 20000 2 40000 1_Intermec 50 0.629 0.240 0.297 0.193 
103 1 20000 2 40000 2_Motorola 50 0.240 0.381 0.278 0.342 
103 1 20000 2 40000 3_Honeywel 0 0.063 0.223 0.306 0.231 
103 1 20000 2 40000 4_Datalogic 0 0.068 0.156 0.118 0.234 
104 1 90000 4 360000 1_Intermec 50 0.714 0.366 0.451 0.299 
104 1 90000 4 360000 2_Motorola 50 0.163 0.298 0.215 0.260 
104 1 90000 4 360000 3_Honeywel 0 0.021 0.092 0.140 0.095 
104 1 90000 4 360000 4_Datalogic 0 0.102 0.244 0.194 0.346 
105 1 175000 2 350000 1_Intermec 50 0.555 0.159 0.204 0.122 
105 1 175000 2 350000 2_Motorola 50 0.265 0.381 0.281 0.334 
105 1 175000 2 350000 3_Honeywel 0 0.089 0.274 0.370 0.276 
105 1 175000 2 350000 4_Datalogic 0 0.091 0.186 0.144 0.268 
106 1 1000000 1 1000000 1_Intermec 50 0.511 0.123 0.155 0.094 
106 1 1000000 1 1000000 2_Motorola 50 0.228 0.307 0.216 0.268 
106 1 1000000 1 1000000 3_Honeywel 0 0.192 0.439 0.531 0.443 
106 1 1000000 1 1000000 4_Datalogic 0 0.069 0.131 0.098 0.195 
107 1 375000 1 375000 1_Intermec 50 0.600 0.187 0.236 0.143 
107 1 375000 1 375000 2_Motorola 50 0.189 0.291 0.204 0.247 
107 1 375000 1 375000 3_Honeywel 0 0.091 0.282 0.375 0.280 
107 1 375000 1 375000 4_Datalogic 0 0.119 0.239 0.185 0.329 
108 1 1.5E+07 4 6E+07 1_Intermec 50 0.564 0.175 0.219 0.139 
108 1 1.5E+07 4 6E+07 2_Motorola 50 0.279 0.401 0.295 0.363 
108 1 1.5E+07 4 6E+07 3_Honeywel 0 0.101 0.302 0.394 0.313 
108 1 1.5E+07 4 6E+07 4_Datalogic 0 0.056 0.122 0.091 0.186 
109 1 50000 0 0 1_Intermec 50 0.724 0.399 0.481 0.333 
109 1 50000 0 0 2_Motorola 50 0.159 0.285 0.205 0.250 
109 1 50000 0 0 3_Honeywel 0 0.021 0.088 0.133 0.091 
109 1 50000 0 0 4_Datalogic 0 0.097 0.228 0.181 0.326 
110 1 5000 4 20000 1_Intermec 50 0.594 0.207 0.267 0.162 
110 1 5000 4 20000 2_Motorola 0 0.256 0.395 0.299 0.347 
110 1 5000 4 20000 3_Honeywel 10 0.051 0.182 0.263 0.185 
110 1 5000 4 20000 4_Datalogic 40 0.099 0.216 0.171 0.306 
111 1 675000 3 2025000 1_Intermec 50 0.677 0.307 0.368 0.258 
111 1 675000 3 2025000 2_Motorola 40 0.228 0.385 0.277 0.356 
111 1 675000 3 2025000 3_Honeywel 10 0.052 0.200 0.275 0.214 
111 1 675000 3 2025000 4_Datalogic 0 0.043 0.108 0.080 0.171 
112 1 25000 4 100000 1_Intermec 50 0.681 0.276 0.331 0.213 
112 1 25000 4 100000 2_Motorola 40 0.099 0.175 0.115 0.144 
112 1 25000 4 100000 3_Honeywel 5 0.065 0.230 0.307 0.226 
112 1 25000 4 100000 4_Datalogic 5 0.154 0.318 0.246 0.417 
113 1 50000 3 150000 1_Intermec 50 0.666 0.269 0.328 0.219 
113 1 50000 3 150000 2_Motorola 40 0.212 0.357 0.252 0.321 
113 1 50000 3 150000 3_Honeywel 10 0.063 0.231 0.313 0.241 
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113 1 50000 3 150000 4_Datalogic 0 0.060 0.144 0.107 0.220 
114 1 100000 4 400000 1_Intermec 50 0.693 0.295 0.342 0.240 
114 1 100000 4 400000 2_Motorola 40 0.143 0.242 0.159 0.211 
114 1 100000 4 400000 3_Honeywel 10 0.094 0.305 0.383 0.314 
114 1 100000 4 400000 4_Datalogic 0 0.070 0.159 0.115 0.236 
115 1 250000 4 1000000 1_Intermec 50 0.585 0.200 0.249 0.161 
115 1 250000 4 1000000 2_Motorola 30 0.288 0.429 0.319 0.394 
115 1 250000 4 1000000 3_Honeywel 10 0.080 0.264 0.352 0.277 
115 1 250000 4 1000000 4_Datalogic 10 0.047 0.108 0.081 0.168 
116 1 275000 2 550000 1_Intermec 50 0.553 0.159 0.199 0.124 
116 1 275000 2 550000 2_Motorola 20 0.233 0.328 0.235 0.289 
116 1 275000 2 550000 3_Honeywel 10 0.141 0.368 0.458 0.374 
116 1 275000 2 550000 4_Datalogic 20 0.072 0.145 0.109 0.213 
117 1 500000 3 1500000 1_Intermec 55 0.626 0.205 0.249 0.159 
117 1 500000 3 1500000 2_Motorola 45 0.167 0.263 0.177 0.226 
117 1 500000 3 1500000 3_Honeywel 0 0.121 0.352 0.440 0.355 
117 1 500000 3 1500000 4_Datalogic 0 0.086 0.181 0.134 0.260 
118 1 750000 2 1500000 1_Intermec 55 0.806 0.502 0.543 0.442 
118 1 750000 2 1500000 2_Motorola 45 0.096 0.183 0.116 0.162 
118 1 750000 2 1500000 3_Honeywel 0 0.050 0.195 0.256 0.207 
118 1 750000 2 1500000 4_Datalogic 0 0.048 0.121 0.085 0.189 
119 1 200000 4 800000 1_Intermec 55 0.610 0.240 0.320 0.187 
119 1 200000 4 800000 2_Motorola 45 0.239 0.391 0.308 0.341 
119 1 200000 4 800000 3_Honeywel 0 0.019 0.080 0.127 0.081 
119 1 200000 4 800000 4_Datalogic 0 0.133 0.289 0.245 0.392 
120 1 10000 2 20000 1_Intermec 55 0.579 0.197 0.256 0.154 
120 1 10000 2 20000 2_Motorola 45 0.283 0.428 0.329 0.381 
120 1 10000 2 20000 3_Honeywel 0 0.050 0.179 0.259 0.183 
120 1 10000 2 20000 4_Datalogic 0 0.089 0.196 0.156 0.283 
121 1 15000 3 45000 1_Intermec 55 0.632 0.236 0.287 0.192 
121 1 15000 3 45000 2_Motorola 45 0.227 0.357 0.253 0.322 
121 1 15000 3 45000 3_Honeywel 0 0.087 0.285 0.370 0.298 
121 1 15000 3 45000 4_Datalogic 0 0.053 0.122 0.090 0.188 
122 1 125000 3 375000 1_Intermec 55 0.695 0.387 0.480 0.319 
122 1 125000 3 375000 2_Motorola 40 0.146 0.257 0.191 0.221 
122 1 125000 3 375000 3_Honeywel 5 0.008 0.035 0.056 0.036 
122 1 125000 3 375000 4_Datalogic 0 0.151 0.321 0.272 0.423 
123 1 675000 2 1350000 1_Intermec 55 0.490 0.128 0.173 0.095 
123 1 675000 2 1350000 2_Motorola 40 0.304 0.412 0.325 0.356 
123 1 675000 2 1350000 3_Honeywel 5 0.058 0.186 0.273 0.184 
123 1 675000 2 1350000 4_Datalogic 0 0.148 0.274 0.228 0.365 
124 1 40000 1 40000 1_Intermec 55 0.668 0.271 0.332 0.220 
124 1 40000 1 40000 2_Motorola 40 0.211 0.358 0.254 0.320 
124 1 40000 1 40000 3_Honeywel 5 0.059 0.220 0.301 0.230 
124 1 40000 1 40000 4_Datalogic 0 0.063 0.151 0.113 0.230 
125 1 45000 2 90000 1_Intermec 55 0.727 0.355 0.419 0.293 
125 1 45000 2 90000 2_Motorola 40 0.153 0.280 0.191 0.246 
125 1 45000 2 90000 3_Honeywel 5 0.047 0.186 0.257 0.194 
125 1 45000 2 90000 4_Datalogic 0 0.073 0.179 0.133 0.267 
126 1 25000 1 25000 1_Intermec 55 0.659 0.278 0.354 0.217 
126 1 25000 1 25000 2_Motorola 40 0.158 0.276 0.200 0.233 
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126 1 25000 1 25000 3_Honeywel 5 0.029 0.116 0.174 0.115 
126 1 25000 1 25000 4_Datalogic 0 0.155 0.330 0.272 0.435 
127 1 50000 4 200000 1_Intermec 55 0.613 0.220 0.276 0.175 
127 1 50000 4 200000 2_Motorola 40 0.247 0.385 0.283 0.343 
127 1 50000 4 200000 3_Honeywel 5 0.065 0.225 0.310 0.231 
127 1 50000 4 200000 4_Datalogic 0 0.076 0.170 0.130 0.251 
128 1 100000 3 300000 1_Intermec 55 0.581 0.200 0.264 0.156 
128 1 100000 3 300000 2_Motorola 30 0.282 0.435 0.339 0.386 
128 1 100000 3 300000 3_Honeywel 10 0.040 0.151 0.225 0.153 
128 1 100000 3 300000 4_Datalogic 5 0.097 0.214 0.173 0.305 
129 1 275000 2 550000 1_Intermec 55 0.688 0.354 0.435 0.300 
129 1 275000 2 550000 2_Motorola 30 0.230 0.398 0.299 0.366 
129 1 275000 2 550000 3_Honeywel 10 0.024 0.101 0.152 0.108 
129 1 275000 2 550000 4_Datalogic 5 0.058 0.147 0.114 0.227 
130 1 500000 2 1000000 1_Intermec 55 0.537 0.165 0.203 0.135 
130 1 500000 2 1000000 2_Motorola 30 0.294 0.403 0.297 0.379 
130 1 500000 2 1000000 3_Honeywel 10 0.149 0.385 0.466 0.410 
130 1 500000 2 1000000 4_Datalogic 5 0.021 0.046 0.034 0.076 
131 1 750000 5 3750000 1_Intermec 55 0.718 0.376 0.448 0.324 
131 1 750000 5 3750000 2_Motorola 30 0.205 0.367 0.263 0.340 
131 1 750000 5 3750000 3_Honeywel 10 0.034 0.144 0.206 0.156 
131 1 750000 5 3750000 4_Datalogic 5 0.043 0.112 0.084 0.180 
132 1 200000 2 400000 1_Intermec 55 0.569 0.197 0.264 0.148 
132 1 200000 2 400000 2_Motorola 20 0.144 0.243 0.180 0.201 
132 1 200000 2 400000 3_Honeywel 5 0.021 0.084 0.131 0.082 
132 1 200000 2 400000 4_Datalogic 20 0.266 0.477 0.425 0.569 
133 1 10000 4 40000 1_Intermec 55 0.686 0.299 0.351 0.252 
133 1 10000 4 40000 2_Motorola 20 0.195 0.328 0.225 0.300 
133 1 10000 4 40000 3_Honeywel 5 0.079 0.274 0.354 0.292 
133 1 10000 4 40000 4_Datalogic 20 0.040 0.098 0.070 0.156 
134 1 15000 4 60000 1_Intermec 55 0.530 0.136 0.173 0.100 
134 1 15000 4 60000 2_Motorola 20 0.123 0.179 0.121 0.145 
134 1 15000 4 60000 3_Honeywel 5 0.128 0.330 0.421 0.318 
134 1 15000 4 60000 4_Datalogic 20 0.219 0.355 0.286 0.437 
135 1 125000 3 375000 1_Intermec 40 0.717 0.378 0.438 0.332 
135 1 125000 3 375000 2_Motorola 60 0.205 0.357 0.251 0.335 
135 1 125000 3 375000 3_Honeywel 0 0.048 0.188 0.256 0.205 
135 1 125000 3 375000 4_Datalogic 0 0.030 0.077 0.056 0.127 
136 1 5000 4 20000 1_Intermec 0 0.642 0.260 0.339 0.203 
136 1 5000 4 20000 2_Motorola 80 0.189 0.324 0.242 0.276 
136 1 5000 4 20000 3_Honeywel 20 0.025 0.102 0.157 0.102 
136 1 5000 4 20000 4_Datalogic 0 0.145 0.314 0.261 0.419 
137 1 100000 2 200000 1_Intermec 0 0.678 0.284 0.331 0.237 
137 1 100000 2 200000 2_Motorola 80 0.182 0.300 0.202 0.271 
137 1 100000 2 200000 3_Honeywel 10 0.099 0.317 0.396 0.335 
137 1 100000 2 200000 4_Datalogic 10 0.042 0.099 0.071 0.157 
138 1 125000 3 375000 1_Intermec 0 0.587 0.176 0.221 0.136 
138 1 125000 3 375000 2_Motorola 60 0.211 0.313 0.220 0.271 
138 1 125000 3 375000 3_Honeywel 20 0.112 0.324 0.418 0.326 
138 1 125000 3 375000 4_Datalogic 20 0.091 0.186 0.141 0.267 
139 1 40000 4 160000 1_Intermec 0 0.630 0.271 0.357 0.214 
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139 1 40000 4 160000 2_Motorola 60 0.230 0.384 0.302 0.337 
139 1 40000 4 160000 3_Honeywel 20 0.016 0.067 0.107 0.068 
139 1 40000 4 160000 4_Datalogic 20 0.124 0.278 0.235 0.381 
140 1 12000 1 12000 1_Intermec 0 0.547 0.145 0.179 0.112 
140 1 12000 1 12000 2_Motorola 40 0.155 0.225 0.150 0.193 
140 1 12000 1 12000 3_Honeywel 60 0.234 0.504 0.579 0.508 
140 1 12000 1 12000 4_Datalogic 0 0.064 0.126 0.092 0.188 
141 1 50000 3 150000 1_Intermec 0 0.697 0.309 0.349 0.265 
141 1 50000 3 150000 2_Motorola 40 0.158 0.264 0.172 0.242 
141 1 50000 3 150000 3_Honeywel 60 0.122 0.370 0.440 0.398 
141 1 50000 3 150000 4_Datalogic 0 0.023 0.057 0.039 0.094 
142 1 5000 2 10000 1_Intermec 0 0.729 0.366 0.434 0.306 
142 1 5000 2 10000 2_Motorola 40 0.162 0.296 0.204 0.263 
142 1 5000 2 10000 3_Honeywel 0 0.041 0.169 0.236 0.177 
142 1 5000 2 10000 4_Datalogic 60 0.067 0.169 0.126 0.255 
143 1 300000 3 900000 1_Intermec 0 0.542 0.200 0.276 0.154 
143 1 300000 3 900000 2_Motorola 0 0.270 0.411 0.343 0.360 
143 1 300000 3 900000 3_Honeywel 0 0.010 0.041 0.068 0.041 
143 1 300000 3 900000 4_Datalogic 100 0.178 0.348 0.313 0.445 
144 1 50000 2 100000 1_Intermec 10 0.669 0.251 0.300 0.194 
144 1 50000 2 100000 2_Motorola 0 0.123 0.209 0.137 0.174 
144 1 50000 2 100000 3_Honeywel 0 0.089 0.290 0.374 0.288 
144 1 50000 2 100000 4_Datalogic 90 0.119 0.251 0.189 0.344 
145 1 5000 3 15000 1_Intermec 30 0.549 0.168 0.204 0.137 
145 1 5000 3 15000 2_Motorola 20 0.209 0.301 0.210 0.277 
145 1 5000 3 15000 3_Honeywel 20 0.222 0.488 0.555 0.515 
145 1 5000 3 15000 4_Datalogic 30 0.020 0.043 0.031 0.070 
146 1 675000 4 2700000 1_Intermec 30 0.683 0.284 0.338 0.232 
146 1 675000 4 2700000 2_Motorola 30 0.185 0.314 0.216 0.280 
146 1 675000 4 2700000 3_Honeywel 30 0.073 0.261 0.343 0.272 
146 1 675000 4 2700000 4_Datalogic 10 0.059 0.141 0.104 0.216 
147 1 200000 1 200000 1_Intermec 30 0.589 0.198 0.238 0.163 
147 1 200000 1 200000 2_Motorola 20 0.200 0.296 0.204 0.271 
147 1 200000 1 200000 3_Honeywel 20 0.184 0.446 0.516 0.470 
147 1 200000 1 200000 4_Datalogic 30 0.027 0.059 0.042 0.096 
148 1 800000 3 2400000 1_Intermec 30 0.581 0.214 0.291 0.164 
148 1 800000 3 2400000 2_Motorola 70 0.209 0.339 0.266 0.289 
148 1 800000 3 2400000 3_Honeywel 0 0.017 0.067 0.108 0.067 
148 1 800000 3 2400000 4_Datalogic 0 0.193 0.380 0.335 0.480 
149 1 1200000 0 0 1_Intermec 35 0.540 0.146 0.190 0.109 
149 1 1200000 0 0 2_Motorola 25 0.214 0.307 0.223 0.258 
149 1 1200000 0 0 3_Honeywel 20 0.086 0.256 0.351 0.251 
149 1 1200000 0 0 4_Datalogic 20 0.160 0.291 0.235 0.383 
150 1 300000 3 900000 1_Intermec 45 0.563 0.153 0.190 0.119 
150 1 300000 3 900000 2_Motorola 45 0.207 0.299 0.206 0.260 
150 1 300000 3 900000 3_Honeywel 0 0.162 0.412 0.503 0.418 
150 1 300000 3 900000 4_Datalogic 10 0.068 0.136 0.101 0.203 
151 1 50000 3 150000 1_Intermec 55 0.678 0.289 0.348 0.236 
151 1 50000 3 150000 2_Motorola 20 0.196 0.333 0.233 0.297 
151 1 50000 3 150000 3_Honeywel 20 0.060 0.221 0.300 0.230 
151 1 50000 3 150000 4_Datalogic 5 0.066 0.157 0.118 0.237 
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152 1 6000 1 6000 1_Intermec 20 0.522 0.167 0.219 0.126 
152 1 6000 1 6000 2_Motorola 0 0.107 0.178 0.125 0.146 
152 1 6000 1 6000 3_Honeywel 0 0.034 0.124 0.184 0.122 
152 1 6000 1 6000 4_Datalogic 80 0.337 0.531 0.472 0.606 
153 1 200000 1 200000 1_Intermec 20 0.619 0.245 0.309 0.187 
153 1 200000 1 200000 2_Motorola 5 0.094 0.168 0.116 0.137 
153 1 200000 1 200000 3_Honeywel 5 0.031 0.120 0.177 0.118 
153 1 200000 1 200000 4_Datalogic 70 0.256 0.468 0.398 0.559 
154 1 10000 3 30000 1_Intermec 20 0.579 0.192 0.258 0.145 
154 1 10000 3 30000 2_Motorola 20 0.222 0.351 0.269 0.298 
154 1 10000 3 30000 3_Honeywel 20 0.033 0.123 0.189 0.122 
154 1 10000 3 30000 4_Datalogic 40 0.167 0.335 0.284 0.436 
155 1 15000 5 75000 1_Intermec 15 0.619 0.227 0.290 0.176 
155 1 15000 5 75000 2_Motorola 15 0.204 0.327 0.240 0.282 
155 1 15000 5 75000 3_Honeywel 40 0.050 0.180 0.258 0.181 
155 1 15000 5 75000 4_Datalogic 30 0.127 0.265 0.213 0.362 
156 1 125000 0 0 1_Intermec 5 0.573 0.176 0.232 0.130 
156 1 125000 0 0 2_Motorola 90 0.151 0.243 0.174 0.199 
156 1 125000 0 0 3_Honeywel 5 0.047 0.166 0.243 0.161 
156 1 125000 0 0 4_Datalogic 0 0.229 0.416 0.351 0.510 
157 1 5000 1 5000 1_Intermec 5 0.602 0.192 0.241 0.148 
157 1 5000 1 5000 2_Motorola 0 0.207 0.317 0.225 0.273 
157 1 5000 1 5000 3_Honeywel 90 0.088 0.278 0.370 0.279 
157 1 5000 1 5000 4_Datalogic 5 0.103 0.213 0.164 0.300 
158 1 100000 4 400000 1_Intermec 5 0.582 0.195 0.249 0.145 
158 1 100000 4 400000 2_Motorola 0 0.102 0.172 0.118 0.140 
158 1 100000 4 400000 3_Honeywel 0 0.047 0.166 0.237 0.161 
158 1 100000 4 400000 4_Datalogic 95 0.269 0.467 0.395 0.554 
159 1 125000 3 375000 1_Intermec 15 0.601 0.217 0.287 0.167 
159 1 125000 3 375000 2_Motorola 15 0.232 0.373 0.287 0.322 
159 1 125000 3 375000 3_Honeywel 40 0.031 0.122 0.186 0.122 
159 1 125000 3 375000 4_Datalogic 30 0.136 0.288 0.240 0.389 
160 1 40000 4 160000 1_Intermec 90 0.639 0.214 0.254 0.163 
160 1 40000 4 160000 2_Motorola 10 0.093 0.152 0.096 0.125 
160 1 40000 4 160000 3_Honeywel 0 0.149 0.400 0.476 0.392 
160 1 40000 4 160000 4_Datalogic 0 0.118 0.235 0.173 0.319 
161 1 12000 1 12000 1_Intermec 95 0.682 0.305 0.351 0.262 
161 1 12000 1 12000 2_Motorola 5 0.197 0.324 0.221 0.301 
161 1 12000 1 12000 3_Honeywel 0 0.094 0.306 0.382 0.331 
161 1 12000 1 12000 4_Datalogic 0 0.026 0.065 0.046 0.107 
162 1 500000 2 1000000 1_Intermec 95 0.789 0.458 0.496 0.404 
162 1 500000 2 1000000 2_Motorola 5 0.110 0.205 0.129 0.185 
162 1 500000 2 1000000 3_Honeywel 0 0.066 0.246 0.312 0.265 
162 1 500000 2 1000000 4_Datalogic 0 0.035 0.090 0.063 0.146 
163 1 750000 1 750000 1_Intermec 95 0.511 0.189 0.247 0.155 
163 1 750000 1 750000 2_Motorola 5 0.431 0.621 0.527 0.600 
163 1 750000 1 750000 3_Honeywel 0 0.027 0.110 0.165 0.117 
163 1 750000 1 750000 4_Datalogic 0 0.031 0.080 0.062 0.128 
164 1 200000 4 800000 1_Intermec 95 0.757 0.488 0.572 0.438 
164 1 200000 4 800000 2_Motorola 0 0.187 0.340 0.248 0.316 
164 1 200000 4 800000 3_Honeywel 5 0.014 0.062 0.095 0.068 
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164 1 200000 4 800000 4_Datalogic 0 0.042 0.110 0.085 0.178 
165 1 10000 3 30000 1_Intermec 95 0.729 0.346 0.407 0.284 
165 1 10000 3 30000 2_Motorola 0 0.147 0.271 0.182 0.238 
165 1 10000 3 30000 3_Honeywel 0 0.053 0.208 0.282 0.216 
165 1 10000 3 30000 4_Datalogic 5 0.070 0.174 0.129 0.261 
166 1 15000 2 30000 1_Intermec 20 0.660 0.258 0.303 0.212 
166 1 15000 2 30000 2_Motorola 20 0.182 0.294 0.199 0.264 
166 1 15000 2 30000 3_Honeywel 20 0.110 0.339 0.419 0.355 
166 1 15000 2 30000 4_Datalogic 40 0.047 0.109 0.078 0.169 
167 1 125000 4 500000 1_Intermec 30 0.580 0.169 0.211 0.130 
167 1 125000 4 500000 2_Motorola 0 0.189 0.278 0.192 0.238 
167 1 125000 4 500000 3_Honeywel 0 0.135 0.363 0.454 0.363 
167 1 125000 4 500000 4_Datalogic 70 0.096 0.190 0.144 0.270 
168 1 675000 2 1350000 1_Intermec 40 0.724 0.369 0.414 0.321 
168 1 675000 2 1350000 2_Motorola 30 0.164 0.279 0.186 0.256 
168 1 675000 2 1350000 3_Honeywel 30 0.079 0.270 0.341 0.290 
168 1 675000 2 1350000 4_Datalogic 0 0.033 0.082 0.058 0.133 
169 1 40000 2 80000 1_Intermec 40 0.638 0.231 0.293 0.177 
169 1 40000 2 80000 2_Motorola 0 0.158 0.265 0.186 0.221 
169 1 40000 2 80000 3_Honeywel 0 0.052 0.190 0.270 0.188 
169 1 40000 2 80000 4_Datalogic 60 0.152 0.314 0.251 0.414 
170 2 45000 4 180000 1_Intermec 0 0.562 0.216 0.288 0.171 
170 2 45000 4 180000 2_Motorola 100 0.337 0.512 0.426 0.468 
170 2 45000 4 180000 3_Honeywel 0 0.020 0.083 0.131 0.086 
170 2 45000 4 180000 4_Datalogic 0 0.081 0.189 0.156 0.275 
171 2 25000 2 50000 1_Intermec 0 0.623 0.219 0.271 0.173 
171 2 25000 2 50000 2_Motorola 100 0.214 0.337 0.239 0.295 
171 2 25000 2 50000 3_Honeywel 0 0.081 0.266 0.355 0.272 
171 2 25000 2 50000 4_Datalogic 0 0.081 0.178 0.135 0.260 
172 2 50000 1 50000 1_Intermec 0 0.715 0.371 0.426 0.323 
172 2 50000 1 50000 2_Motorola 100 0.195 0.333 0.231 0.310 
172 2 50000 1 50000 3_Honeywel 0 0.057 0.213 0.283 0.230 
172 2 50000 1 50000 4_Datalogic 0 0.033 0.084 0.060 0.137 
173 2 100000 2 200000 1_Intermec 0 0.503 0.129 0.171 0.098 
173 2 100000 2 200000 2_Motorola 100 0.295 0.397 0.302 0.345 
173 2 100000 2 200000 3_Honeywel 0 0.087 0.255 0.352 0.254 
173 2 100000 2 200000 4_Datalogic 0 0.115 0.219 0.174 0.303 
174 2 275000 2 550000 1_Intermec 0 0.553 0.210 0.280 0.167 
174 2 275000 2 550000 2_Motorola 100 0.348 0.523 0.437 0.479 
174 2 275000 2 550000 3_Honeywel 0 0.020 0.084 0.132 0.087 
174 2 275000 2 550000 4_Datalogic 0 0.079 0.184 0.151 0.268 
175 2 125000 4 500000 1_Intermec 0 0.701 0.388 0.469 0.339 
175 2 125000 4 500000 2_Motorola 100 0.235 0.405 0.305 0.380 
175 2 125000 4 500000 3_Honeywel 0 0.022 0.095 0.141 0.102 
175 2 125000 4 500000 4_Datalogic 0 0.043 0.112 0.085 0.178 
176 2 5000 3 15000 1_Intermec 0 0.606 0.314 0.372 0.279 
176 2 5000 3 15000 2_Motorola 100 0.349 0.520 0.415 0.517 
176 2 5000 3 15000 3_Honeywel 0 0.033 0.134 0.189 0.149 
176 2 5000 3 15000 4_Datalogic 0 0.012 0.032 0.023 0.055 
177 2 100000 2 200000 1_Intermec 0 0.535 0.158 0.208 0.122 
177 2 100000 2 200000 2_Motorola 100 0.302 0.427 0.331 0.377 
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177 2 100000 2 200000 3_Honeywel 0 0.064 0.210 0.298 0.212 
177 2 100000 2 200000 4_Datalogic 0 0.100 0.205 0.163 0.289 
178 2 125000 2 250000 1_Intermec 0 0.480 0.145 0.181 0.118 
178 2 125000 2 250000 2_Motorola 100 0.405 0.524 0.416 0.506 
178 2 125000 2 250000 3_Honeywel 0 0.099 0.293 0.375 0.313 
178 2 125000 2 250000 4_Datalogic 0 0.017 0.038 0.028 0.063 
179 2 40000 3 120000 1_Intermec 0 0.555 0.210 0.287 0.163 
179 2 40000 3 120000 2_Motorola 100 0.285 0.434 0.362 0.383 
179 2 40000 3 120000 3_Honeywel 0 0.013 0.052 0.085 0.052 
179 2 40000 3 120000 4_Datalogic 0 0.147 0.304 0.266 0.401 
180 2 12000 4 48000 1_Intermec 0 0.733 0.363 0.419 0.310 
180 2 12000 4 48000 2_Motorola 100 0.168 0.304 0.204 0.277 
180 2 12000 4 48000 3_Honeywel 0 0.059 0.229 0.303 0.246 
180 2 12000 4 48000 4_Datalogic 0 0.040 0.104 0.074 0.166 
181 2 500000 1 500000 1_Intermec 0 0.726 0.384 0.452 0.323 
181 2 500000 1 500000 2_Motorola 100 0.165 0.292 0.205 0.260 
181 2 500000 1 500000 3_Honeywel 0 0.037 0.150 0.212 0.157 
181 2 500000 1 500000 4_Datalogic 0 0.072 0.174 0.132 0.260 
182 2 750000 3 2250000 1_Intermec 0 0.526 0.174 0.245 0.132 
182 2 750000 3 2250000 2_Motorola 100 0.269 0.407 0.338 0.352 
182 2 750000 3 2250000 3_Honeywel 0 0.013 0.052 0.087 0.052 
182 2 750000 3 2250000 4_Datalogic 0 0.192 0.367 0.331 0.464 
183 2 200000 2 400000 1_Intermec 0 0.572 0.198 0.269 0.150 
183 2 200000 2 400000 2_Motorola 100 0.210 0.337 0.262 0.286 
183 2 200000 2 400000 3_Honeywel 0 0.021 0.084 0.134 0.083 
183 2 200000 2 400000 4_Datalogic 0 0.197 0.382 0.335 0.482 
184 2 10000 1 10000 1_Intermec 0 0.615 0.229 0.293 0.175 
184 2 10000 1 10000 2_Motorola 100 0.146 0.243 0.174 0.202 
184 2 10000 1 10000 3_Honeywel 0 0.040 0.147 0.215 0.145 
184 2 10000 1 10000 4_Datalogic 0 0.199 0.381 0.318 0.478 
185 2 15000 3 45000 1_Intermec 0 0.525 0.164 0.212 0.131 
185 2 15000 3 45000 2_Motorola 100 0.363 0.510 0.403 0.473 
185 2 15000 3 45000 3_Honeywel 0 0.063 0.216 0.301 0.225 
185 2 15000 3 45000 4_Datalogic 0 0.049 0.111 0.085 0.171 
186 2 125000 4 500000 1_Intermec 0 0.645 0.253 0.319 0.198 
186 2 125000 4 500000 2_Motorola 100 0.193 0.321 0.233 0.277 
186 2 125000 4 500000 3_Honeywel 0 0.046 0.173 0.249 0.175 
186 2 125000 4 500000 4_Datalogic 0 0.115 0.252 0.200 0.350 
187 2 25000 3 75000 1_Intermec 0 0.644 0.267 0.330 0.220 
187 2 25000 3 75000 2_Motorola 100 0.255 0.419 0.310 0.385 
187 2 25000 3 75000 3_Honeywel 0 0.049 0.188 0.265 0.199 
187 2 25000 3 75000 4_Datalogic 0 0.051 0.126 0.095 0.196 
188 2 50000 3 150000 1_Intermec 0 0.640 0.336 0.412 0.293 
188 2 50000 3 150000 2_Motorola 100 0.310 0.498 0.397 0.481 
188 2 50000 3 150000 3_Honeywel 0 0.020 0.085 0.129 0.093 
188 2 50000 3 150000 4_Datalogic 0 0.031 0.081 0.062 0.133 
189 2 100000 1 100000 1_Intermec 0 0.673 0.309 0.370 0.262 
189 2 100000 1 100000 2_Motorola 100 0.234 0.389 0.281 0.361 
189 2 100000 1 100000 3_Honeywel 0 0.053 0.201 0.274 0.215 
189 2 100000 1 100000 4_Datalogic 0 0.040 0.101 0.075 0.162 
190 2 250000 2 500000 1_Intermec 90 0.723 0.387 0.465 0.320 
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190 2 250000 2 500000 2_Motorola 10 0.148 0.267 0.189 0.232 
190 2 250000 2 500000 3_Honeywel 0 0.025 0.106 0.157 0.109 
190 2 250000 2 500000 4_Datalogic 0 0.103 0.239 0.189 0.338 
191 2 275000 4 1100000 1_Intermec 90 0.609 0.234 0.287 0.195 
191 2 275000 4 1100000 2_Motorola 10 0.289 0.443 0.329 0.417 
191 2 275000 4 1100000 3_Honeywel 0 0.070 0.245 0.327 0.262 
191 2 275000 4 1100000 4_Datalogic 0 0.032 0.078 0.057 0.126 
192 2 500000 4 2000000 1_Intermec 90 0.714 0.322 0.377 0.254 
192 2 500000 4 2000000 2_Motorola 10 0.102 0.185 0.120 0.154 
192 2 500000 4 2000000 3_Honeywel 0 0.063 0.228 0.302 0.227 
192 2 500000 4 2000000 4_Datalogic 0 0.121 0.266 0.201 0.364 
193 2 750000 1 750000 1_Intermec 90 0.719 0.371 0.423 0.326 
193 2 750000 1 750000 2_Motorola 10 0.191 0.328 0.225 0.306 
193 2 750000 1 750000 3_Honeywel 0 0.063 0.231 0.303 0.252 
193 2 750000 1 750000 4_Datalogic 0 0.027 0.070 0.050 0.116 
194 2 200000 3 600000 1_Intermec 90 0.752 0.388 0.432 0.327 
194 2 200000 3 600000 2_Motorola 10 0.116 0.208 0.133 0.183 
194 2 200000 3 600000 3_Honeywel 0 0.075 0.265 0.335 0.277 
194 2 200000 3 600000 4_Datalogic 0 0.058 0.139 0.099 0.213 
195 2 10000 2 20000 1_Intermec 90 0.747 0.424 0.498 0.364 
195 2 10000 2 20000 2_Motorola 10 0.165 0.303 0.213 0.273 
195 2 10000 2 20000 3_Honeywel 0 0.028 0.121 0.175 0.128 
195 2 10000 2 20000 4_Datalogic 0 0.060 0.152 0.115 0.234 
196 2 20000 4 80000 1_Intermec 90 0.724 0.364 0.424 0.300 
196 2 20000 4 80000 2_Motorola 10 0.134 0.236 0.160 0.204 
196 2 20000 4 80000 3_Honeywel 0 0.050 0.188 0.256 0.192 
196 2 20000 4 80000 4_Datalogic 0 0.093 0.212 0.160 0.303 
197 2 90000 3 270000 1_Intermec 90 0.619 0.265 0.353 0.208 
197 2 90000 3 270000 2_Motorola 10 0.208 0.348 0.274 0.301 
197 2 90000 3 270000 3_Honeywel 0 0.011 0.047 0.076 0.047 
197 2 90000 3 270000 4_Datalogic 0 0.162 0.340 0.296 0.443 
198 2 175000 3 525000 1_Intermec 90 0.643 0.230 0.284 0.177 
198 2 175000 3 525000 2_Motorola 10 0.151 0.249 0.171 0.209 
198 2 175000 3 525000 3_Honeywel 0 0.075 0.250 0.336 0.248 
198 2 175000 3 525000 4_Datalogic 0 0.131 0.270 0.209 0.365 
199 2 300000 2 600000 1_Intermec 90 0.716 0.366 0.446 0.296 
199 2 300000 2 600000 2_Motorola 10 0.134 0.247 0.174 0.210 
199 2 300000 2 600000 3_Honeywel 0 0.024 0.101 0.151 0.103 
199 2 300000 2 600000 4_Datalogic 0 0.126 0.286 0.229 0.391 
200 2 125000 2 250000 1_Intermec 90 0.797 0.511 0.570 0.440 
200 2 125000 2 250000 2_Motorola 10 0.090 0.171 0.113 0.147 
200 2 125000 2 250000 3_Honeywel 0 0.028 0.118 0.167 0.122 
200 2 125000 2 250000 4_Datalogic 0 0.084 0.200 0.151 0.291 
201 2 25000 3 75000 1_Intermec 90 0.697 0.381 0.467 0.328 
201 2 25000 3 75000 2_Motorola 10 0.233 0.406 0.308 0.377 
201 2 25000 3 75000 3_Honeywel 0 0.018 0.078 0.119 0.084 
201 2 25000 3 75000 4_Datalogic 0 0.052 0.135 0.106 0.212 
202 2 50000 3 150000 1_Intermec 90 0.726 0.366 0.433 0.304 
202 2 50000 3 150000 2_Motorola 10 0.161 0.293 0.202 0.259 
202 2 50000 3 150000 3_Honeywel 0 0.041 0.166 0.233 0.174 
202 2 50000 3 150000 4_Datalogic 0 0.071 0.175 0.132 0.263 
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203 2 100000 2 200000 1_Intermec 90 0.742 0.400 0.478 0.332 
203 2 100000 2 200000 2_Motorola 10 0.142 0.266 0.185 0.232 
203 2 100000 2 200000 3_Honeywel 0 0.027 0.114 0.167 0.118 
203 2 100000 2 200000 4_Datalogic 0 0.090 0.219 0.170 0.318 
204 2 250000 3 750000 1_Intermec 90 0.674 0.277 0.339 0.214 
204 2 250000 3 750000 2_Motorola 10 0.119 0.211 0.143 0.175 
204 2 250000 3 750000 3_Honeywel 0 0.049 0.184 0.258 0.182 
204 2 250000 3 750000 4_Datalogic 0 0.157 0.328 0.260 0.429 
205 2 275000 1 275000 1_Intermec 90 0.817 0.569 0.617 0.493 
205 2 275000 1 275000 2_Motorola 10 0.050 0.095 0.061 0.079 
205 2 275000 1 275000 3_Honeywel 0 0.024 0.098 0.140 0.099 
205 2 275000 1 275000 4_Datalogic 0 0.108 0.238 0.182 0.329 
206 2 500000 3 1500000 1_Intermec 90 0.697 0.310 0.366 0.256 
206 2 500000 3 1500000 2_Motorola 10 0.172 0.295 0.201 0.262 
206 2 500000 3 1500000 3_Honeywel 0 0.068 0.245 0.323 0.255 
206 2 500000 3 1500000 4_Datalogic 0 0.063 0.150 0.110 0.227 
207 2 750000 5 3750000 1_Intermec 90 0.675 0.296 0.369 0.240 
207 2 750000 5 3750000 2_Motorola 10 0.209 0.362 0.264 0.321 
207 2 750000 5 3750000 3_Honeywel 0 0.037 0.149 0.217 0.155 
207 2 750000 5 3750000 4_Datalogic 0 0.080 0.193 0.150 0.284 
208 2 200000 4 800000 1_Intermec 0 0.684 0.286 0.336 0.234 
208 2 200000 4 800000 2_Motorola 0 0.165 0.277 0.186 0.244 
208 2 200000 4 800000 3_Honeywel 90 0.087 0.290 0.371 0.301 
208 2 200000 4 800000 4_Datalogic 10 0.063 0.147 0.107 0.221 
209 2 10000 2 20000 1_Intermec 0 0.531 0.155 0.191 0.125 
209 2 10000 2 20000 2_Motorola 0 0.223 0.312 0.221 0.285 
209 2 10000 2 20000 3_Honeywel 90 0.220 0.476 0.547 0.499 
209 2 10000 2 20000 4_Datalogic 10 0.027 0.057 0.041 0.091 
210 2 20000 3 60000 1_Intermec 0 0.528 0.158 0.192 0.124 
210 2 20000 3 60000 2_Motorola 0 0.099 0.156 0.101 0.134 
210 2 20000 3 60000 3_Honeywel 90 0.331 0.600 0.644 0.609 
210 2 20000 3 60000 4_Datalogic 10 0.041 0.087 0.063 0.133 
211 2 90000 2 180000 1_Intermec 0 0.613 0.199 0.239 0.158 
211 2 90000 2 180000 2_Motorola 0 0.156 0.241 0.160 0.210 
211 2 90000 2 180000 3_Honeywel 90 0.171 0.433 0.510 0.442 
211 2 90000 2 180000 4_Datalogic 10 0.060 0.126 0.091 0.190 
212 2 6000 4 24000 1_Intermec 0 0.598 0.187 0.231 0.146 
212 2 6000 4 24000 2_Motorola 0 0.205 0.309 0.216 0.269 
212 2 6000 4 24000 3_Honeywel 90 0.116 0.336 0.427 0.340 
212 2 6000 4 24000 4_Datalogic 10 0.081 0.169 0.126 0.246 
213 2 200000 3 600000 1_Intermec 0 0.798 0.541 0.611 0.468 
213 2 200000 3 600000 2_Motorola 0 0.082 0.154 0.104 0.131 
213 2 200000 3 600000 3_Honeywel 90 0.016 0.066 0.099 0.068 
213 2 200000 3 600000 4_Datalogic 10 0.104 0.238 0.186 0.333 
214 2 10000 4 40000 1_Intermec 0 0.743 0.355 0.391 0.297 
214 2 10000 4 40000 2_Motorola 0 0.098 0.176 0.109 0.154 
214 2 10000 4 40000 3_Honeywel 90 0.110 0.351 0.418 0.367 
214 2 10000 4 40000 4_Datalogic 10 0.049 0.117 0.081 0.182 
215 2 15000 3 45000 1_Intermec 0 0.630 0.215 0.259 0.171 
215 2 15000 3 45000 2_Motorola 0 0.191 0.300 0.204 0.264 
215 2 15000 3 45000 3_Honeywel 90 0.118 0.350 0.437 0.360 
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215 2 15000 3 45000 4_Datalogic 10 0.061 0.135 0.099 0.204 
216 2 125000 1 125000 1_Intermec 0 0.502 0.120 0.154 0.091 
216 2 125000 1 125000 2_Motorola 0 0.245 0.323 0.232 0.281 
216 2 125000 1 125000 3_Honeywel 90 0.168 0.397 0.493 0.398 
216 2 125000 1 125000 4_Datalogic 10 0.085 0.159 0.121 0.230 
217 2 5000 1 5000 1_Intermec 0 0.636 0.250 0.315 0.190 
217 2 5000 1 5000 2_Motorola 0 0.109 0.192 0.133 0.157 
217 2 5000 1 5000 3_Honeywel 90 0.035 0.135 0.197 0.132 
217 2 5000 1 5000 4_Datalogic 10 0.221 0.424 0.354 0.521 
218 2 100000 1 100000 1_Intermec 10 0.556 0.179 0.224 0.133 
218 2 100000 1 100000 2_Motorola 5 0.069 0.116 0.076 0.093 
218 2 100000 1 100000 3_Honeywel 20 0.062 0.204 0.278 0.198 
218 2 100000 1 100000 4_Datalogic 65 0.314 0.501 0.422 0.576 
219 2 125000 2 250000 1_Intermec 10 0.548 0.156 0.205 0.117 
219 2 125000 2 250000 2_Motorola 5 0.222 0.326 0.241 0.275 
219 2 125000 2 250000 3_Honeywel 20 0.068 0.215 0.306 0.212 
219 2 125000 2 250000 4_Datalogic 65 0.162 0.303 0.248 0.396 
220 2 40000 4 160000 1_Intermec 10 0.622 0.204 0.250 0.152 
220 2 40000 4 160000 2_Motorola 5 0.103 0.170 0.112 0.138 
220 2 40000 4 160000 3_Honeywel 20 0.092 0.284 0.370 0.276 
220 2 40000 4 160000 4_Datalogic 65 0.183 0.342 0.268 0.434 
221 2 12000 4 48000 1_Intermec 10 0.529 0.131 0.170 0.096 
221 2 12000 4 48000 2_Motorola 5 0.160 0.230 0.160 0.188 
221 2 12000 4 48000 3_Honeywel 20 0.110 0.301 0.398 0.290 
221 2 12000 4 48000 4_Datalogic 65 0.201 0.338 0.273 0.426 
222 2 500000 2 1000000 1_Intermec 10 0.720 0.344 0.402 0.272 
222 2 500000 2 1000000 2_Motorola 5 0.085 0.156 0.102 0.129 
222 2 500000 2 1000000 3_Honeywel 20 0.050 0.189 0.257 0.188 
222 2 500000 2 1000000 4_Datalogic 65 0.145 0.310 0.239 0.410 
223 2 750000 3 2250000 1_Intermec 10 0.629 0.221 0.271 0.174 
223 2 750000 3 2250000 2_Motorola 5 0.198 0.313 0.218 0.273 
223 2 750000 3 2250000 3_Honeywel 20 0.091 0.291 0.379 0.296 
223 2 750000 3 2250000 4_Datalogic 65 0.081 0.176 0.132 0.256 
224 2 200000 2 400000 1_Intermec 10 0.484 0.137 0.186 0.102 
224 2 200000 2 400000 2_Motorola 5 0.190 0.282 0.214 0.237 
224 2 200000 2 400000 3_Honeywel 20 0.035 0.119 0.183 0.118 
224 2 200000 2 400000 4_Datalogic 65 0.292 0.462 0.416 0.544 
225 2 10000 1 10000 1_Intermec 10 0.641 0.222 0.275 0.167 
225 2 10000 1 10000 2_Motorola 5 0.116 0.196 0.131 0.160 
225 2 10000 1 10000 3_Honeywel 20 0.072 0.244 0.329 0.238 
225 2 10000 1 10000 4_Datalogic 65 0.171 0.338 0.265 0.435 
226 2 15000 3 45000 1_Intermec 10 0.690 0.290 0.345 0.232 
226 2 15000 3 45000 2_Motorola 5 0.143 0.247 0.166 0.212 
226 2 15000 3 45000 3_Honeywel 20 0.072 0.251 0.331 0.255 
226 2 15000 3 45000 4_Datalogic 65 0.095 0.212 0.159 0.302 
227 2 125000 1 125000 1_Intermec 10 0.357 0.068 0.096 0.050 
227 2 125000 1 125000 2_Motorola 5 0.401 0.458 0.377 0.397 
227 2 125000 1 125000 3_Honeywel 20 0.074 0.203 0.299 0.199 
227 2 125000 1 125000 4_Datalogic 65 0.167 0.270 0.228 0.354 
228 2 675000 2 1350000 1_Intermec 10 0.612 0.242 0.319 0.188 
228 2 675000 2 1350000 2_Motorola 5 0.196 0.324 0.247 0.277 
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228 2 675000 2 1350000 3_Honeywel 20 0.022 0.089 0.139 0.089 
228 2 675000 2 1350000 4_Datalogic 65 0.169 0.345 0.295 0.446 
229 2 40000 4 160000 1_Intermec 10 0.709 0.364 0.426 0.290 
229 2 40000 4 160000 2_Motorola 5 0.062 0.115 0.075 0.094 
229 2 40000 4 160000 3_Honeywel 20 0.033 0.131 0.185 0.130 
229 2 40000 4 160000 4_Datalogic 65 0.196 0.389 0.313 0.486 
230 2 45000 2 90000 1_Intermec 0 0.757 0.394 0.438 0.321 
230 2 45000 2 90000 2_Motorola 0 0.069 0.128 0.080 0.107 
230 2 45000 2 90000 3_Honeywel 90 0.068 0.243 0.310 0.244 
230 2 45000 2 90000 4_Datalogic 10 0.106 0.236 0.172 0.328 
231 2 25000 2 50000 1_Intermec 0 0.655 0.261 0.298 0.219 
231 2 25000 2 50000 2_Motorola 0 0.135 0.219 0.142 0.197 
231 2 25000 2 50000 3_Honeywel 90 0.184 0.462 0.520 0.488 
231 2 25000 2 50000 4_Datalogic 10 0.025 0.059 0.041 0.095 
232 2 50000 2 100000 1_Intermec 0 0.635 0.234 0.270 0.192 
232 2 50000 2 100000 2_Motorola 0 0.110 0.180 0.114 0.158 
232 2 50000 2 100000 3_Honeywel 90 0.221 0.510 0.562 0.529 
232 2 50000 2 100000 4_Datalogic 10 0.034 0.076 0.053 0.120 
233 2 100000 3 300000 1_Intermec 0 0.645 0.265 0.299 0.219 
233 2 100000 3 300000 2_Motorola 0 0.074 0.125 0.078 0.109 
233 2 100000 3 300000 3_Honeywel 90 0.249 0.537 0.573 0.556 
233 2 100000 3 300000 4_Datalogic 10 0.032 0.073 0.051 0.115 
234 2 200000 2 400000 1_Intermec 0 0.562 0.164 0.203 0.130 
234 2 200000 2 400000 2_Motorola 0 0.233 0.333 0.235 0.298 
234 2 200000 2 400000 3_Honeywel 90 0.157 0.402 0.488 0.415 
234 2 200000 2 400000 4_Datalogic 10 0.048 0.101 0.074 0.156 
235 2 10000 3 30000 1_Intermec 0 0.569 0.171 0.211 0.137 
235 2 10000 3 30000 2_Motorola 0 0.239 0.344 0.243 0.311 
235 2 10000 3 30000 3_Honeywel 90 0.149 0.393 0.479 0.409 
235 2 10000 3 30000 4_Datalogic 10 0.043 0.092 0.067 0.143 
236 2 20000 3 60000 1_Intermec 0 0.519 0.163 0.198 0.127 
236 2 20000 3 60000 2_Motorola 0 0.056 0.093 0.059 0.078 
236 2 20000 3 60000 3_Honeywel 90 0.368 0.624 0.656 0.620 
236 2 20000 3 60000 4_Datalogic 10 0.057 0.119 0.087 0.175 
237 2 90000 4 360000 1_Intermec 0 0.594 0.193 0.247 0.149 
237 2 90000 4 360000 2_Motorola 0 0.235 0.361 0.265 0.313 
237 2 90000 4 360000 3_Honeywel 90 0.068 0.228 0.317 0.230 
237 2 90000 4 360000 4_Datalogic 10 0.104 0.218 0.171 0.308 
238 2 300000 2 600000 1_Intermec 0 0.670 0.250 0.296 0.192 
238 2 300000 2 600000 2_Motorola 0 0.100 0.171 0.110 0.141 
238 2 300000 2 600000 3_Honeywel 90 0.098 0.310 0.391 0.305 
238 2 300000 2 600000 4_Datalogic 10 0.132 0.270 0.203 0.362 
239 2 50000 3 150000 1_Intermec 0 0.710 0.375 0.437 0.327 
239 2 50000 3 150000 2_Motorola 0 0.210 0.358 0.255 0.334 
239 2 50000 3 150000 3_Honeywel 90 0.044 0.174 0.240 0.188 
239 2 50000 3 150000 4_Datalogic 10 0.036 0.093 0.068 0.150 
240 2 6000 3 18000 1_Intermec 0 0.692 0.314 0.373 0.262 
240 2 6000 3 18000 2_Motorola 0 0.198 0.339 0.236 0.307 
240 2 6000 3 18000 3_Honeywel 90 0.059 0.221 0.298 0.234 
240 2 6000 3 18000 4_Datalogic 10 0.051 0.126 0.093 0.196 
241 2 200000 3 600000 1_Intermec 0 0.575 0.184 0.238 0.143 
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241 2 200000 3 600000 2_Motorola 0 0.271 0.405 0.305 0.358 
241 2 200000 3 600000 3_Honeywel 90 0.064 0.217 0.305 0.221 
241 2 200000 3 600000 4_Datalogic 10 0.090 0.193 0.152 0.278 
242 2 10000 2 20000 1_Intermec 0 0.671 0.306 0.374 0.239 
242 2 10000 2 20000 2_Motorola 0 0.095 0.172 0.117 0.142 
242 2 10000 2 20000 3_Honeywel 90 0.032 0.126 0.183 0.125 
242 2 10000 2 20000 4_Datalogic 10 0.202 0.396 0.326 0.494 
243 2 15000 3 45000 1_Intermec 0 0.620 0.222 0.280 0.175 
243 2 15000 3 45000 2_Motorola 0 0.225 0.356 0.259 0.312 
243 2 15000 3 45000 3_Honeywel 0 0.063 0.221 0.306 0.225 
243 2 15000 3 45000 4_Datalogic 100 0.092 0.201 0.156 0.289 
244 2 125000 4 500000 1_Intermec 0 0.459 0.111 0.143 0.081 
244 2 125000 4 500000 2_Motorola 0 0.076 0.115 0.076 0.092 
244 2 125000 4 500000 3_Honeywel 0 0.095 0.261 0.343 0.251 
244 2 125000 4 500000 4_Datalogic 100 0.370 0.513 0.438 0.576 
245 2 5000 2 10000 1_Intermec 0 0.681 0.316 0.388 0.246 
245 2 5000 2 10000 2_Motorola 0 0.091 0.169 0.115 0.139 
245 2 5000 2 10000 3_Honeywel 0 0.026 0.108 0.160 0.107 
245 2 5000 2 10000 4_Datalogic 100 0.201 0.407 0.336 0.508 
246 2 100000 5 500000 1_Intermec 0 0.587 0.234 0.296 0.180 
246 2 100000 5 500000 2_Motorola 0 0.082 0.148 0.101 0.121 
246 2 100000 5 500000 3_Honeywel 0 0.026 0.101 0.150 0.100 
246 2 100000 5 500000 4_Datalogic 100 0.305 0.517 0.452 0.599 
247 2 125000 3 375000 1_Intermec 0 0.526 0.133 0.173 0.100 
247 2 125000 3 375000 2_Motorola 0 0.241 0.333 0.242 0.284 
247 2 125000 3 375000 3_Honeywel 0 0.111 0.308 0.408 0.304 
247 2 125000 3 375000 4_Datalogic 100 0.122 0.227 0.178 0.312 
248 2 40000 1 40000 1_Intermec 0 0.602 0.189 0.238 0.144 
248 2 40000 1 40000 2_Motorola 0 0.194 0.300 0.211 0.255 
248 2 40000 1 40000 3_Honeywel 0 0.085 0.269 0.362 0.268 
248 2 40000 1 40000 4_Datalogic 100 0.120 0.242 0.188 0.334 
249 2 12000 3 36000 1_Intermec 0 0.627 0.223 0.281 0.173 
249 2 12000 3 36000 2_Motorola 0 0.201 0.325 0.233 0.280 
249 2 12000 3 36000 3_Honeywel 0 0.061 0.214 0.299 0.215 
249 2 12000 3 36000 4_Datalogic 100 0.111 0.238 0.186 0.332 
250 2 500000 4 2000000 1_Intermec 0 0.532 0.183 0.233 0.149 
250 2 500000 4 2000000 2_Motorola 0 0.376 0.533 0.425 0.505 
250 2 500000 4 2000000 3_Honeywel 0 0.056 0.199 0.277 0.211 
250 2 500000 4 2000000 4_Datalogic 100 0.036 0.085 0.064 0.135 
251 2 750000 1 750000 1_Intermec 0 0.635 0.262 0.335 0.209 
251 2 750000 1 750000 2_Motorola 0 0.241 0.396 0.301 0.352 
251 2 750000 1 750000 3_Honeywel 0 0.032 0.129 0.193 0.133 
251 2 750000 1 750000 4_Datalogic 100 0.092 0.213 0.170 0.306 
252 2 200000 2 400000 1_Intermec 5 0.637 0.226 0.284 0.174 
252 2 200000 2 400000 2_Motorola 5 0.171 0.281 0.197 0.238 
252 2 200000 2 400000 3_Honeywel 5 0.064 0.223 0.308 0.222 
252 2 200000 2 400000 4_Datalogic 85 0.129 0.269 0.211 0.366 
253 2 10000 1 10000 1_Intermec 5 0.487 0.142 0.192 0.106 
253 2 10000 1 10000 2_Motorola 5 0.128 0.206 0.149 0.170 
253 2 10000 1 10000 3_Honeywel 5 0.029 0.107 0.163 0.105 
253 2 10000 1 10000 4_Datalogic 85 0.355 0.545 0.496 0.620 
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254 2 15000 3 45000 1_Intermec 5 0.569 0.236 0.315 0.185 
254 2 15000 3 45000 2_Motorola 5 0.171 0.283 0.221 0.243 
254 2 15000 3 45000 3_Honeywel 5 0.007 0.031 0.050 0.031 
254 2 15000 3 45000 4_Datalogic 85 0.253 0.450 0.413 0.541 
255 2 125000 5 625000 1_Intermec 5 0.516 0.144 0.195 0.106 
255 2 125000 5 625000 2_Motorola 5 0.187 0.281 0.210 0.233 
255 2 125000 5 625000 3_Honeywel 5 0.042 0.145 0.218 0.141 
255 2 125000 5 625000 4_Datalogic 85 0.255 0.430 0.376 0.520 
256 2 675000 4 2700000 1_Intermec 5 0.481 0.120 0.163 0.088 
256 2 675000 4 2700000 2_Motorola 5 0.229 0.319 0.243 0.267 
256 2 675000 4 2700000 3_Honeywel 5 0.056 0.176 0.261 0.171 
256 2 675000 4 2700000 4_Datalogic 85 0.233 0.385 0.333 0.474 
257 2 10000 4 40000 1_Intermec 5 0.553 0.203 0.277 0.159 
257 2 10000 4 40000 2_Motorola 5 0.324 0.491 0.411 0.440 
257 2 10000 4 40000 3_Honeywel 5 0.017 0.069 0.111 0.070 
257 2 10000 4 40000 4_Datalogic 85 0.106 0.237 0.201 0.330 
258 2 20000 2 40000 1_Intermec 5 0.802 0.501 0.537 0.426 
258 2 20000 2 40000 2_Motorola 5 0.053 0.099 0.061 0.083 
258 2 20000 2 40000 3_Honeywel 5 0.050 0.186 0.245 0.189 
258 2 20000 2 40000 4_Datalogic 85 0.095 0.214 0.156 0.302 
259 2 90000 3 270000 1_Intermec 75 0.619 0.221 0.287 0.169 
259 2 90000 3 270000 2_Motorola 25 0.201 0.330 0.243 0.281 
259 2 90000 3 270000 3_Honeywel 0 0.041 0.155 0.229 0.154 
259 2 90000 3 270000 4_Datalogic 0 0.140 0.295 0.240 0.396 
260 2 300000 2 600000 1_Intermec 75 0.740 0.470 0.552 0.422 
260 2 300000 2 600000 2_Motorola 25 0.204 0.357 0.266 0.334 
260 2 300000 2 600000 3_Honeywel 0 0.015 0.066 0.100 0.071 
260 2 300000 2 600000 4_Datalogic 0 0.041 0.107 0.082 0.172 
261 2 50000 1 50000 1_Intermec 75 0.657 0.325 0.416 0.268 
261 2 50000 1 50000 2_Motorola 25 0.247 0.416 0.328 0.377 
261 2 50000 1 50000 3_Honeywel 0 0.013 0.057 0.090 0.060 
261 2 50000 1 50000 4_Datalogic 0 0.084 0.202 0.166 0.295 
262 2 6000 2 12000 1_Intermec 75 0.756 0.458 0.520 0.403 
262 2 6000 2 12000 2_Motorola 25 0.156 0.274 0.190 0.248 
262 2 6000 2 12000 3_Honeywel 0 0.034 0.136 0.192 0.145 
262 2 6000 2 12000 4_Datalogic 0 0.054 0.131 0.098 0.204 
263 2 200000 2 400000 1_Intermec 75 0.803 0.537 0.584 0.490 
263 2 200000 2 400000 2_Motorola 25 0.125 0.229 0.152 0.208 
263 2 200000 2 400000 3_Honeywel 0 0.036 0.146 0.200 0.158 
263 2 200000 2 400000 4_Datalogic 0 0.035 0.089 0.064 0.144 
264 2 10000 4 40000 1_Intermec 75 0.688 0.293 0.353 0.238 
264 2 10000 4 40000 2_Motorola 25 0.178 0.307 0.212 0.270 
264 2 10000 4 40000 3_Honeywel 0 0.061 0.225 0.305 0.233 
264 2 10000 4 40000 4_Datalogic 0 0.074 0.174 0.130 0.259 
265 2 15000 3 45000 1_Intermec 75 0.584 0.203 0.256 0.161 
265 2 15000 3 45000 2_Motorola 25 0.278 0.414 0.311 0.373 
265 2 15000 3 45000 3_Honeywel 0 0.068 0.228 0.314 0.236 
265 2 15000 3 45000 4_Datalogic 0 0.070 0.155 0.119 0.231 
266 2 125000 2 250000 1_Intermec 75 0.748 0.400 0.466 0.330 
266 2 125000 2 250000 2_Motorola 25 0.117 0.218 0.146 0.187 
266 2 125000 2 250000 3_Honeywel 0 0.037 0.152 0.213 0.155 
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266 2 125000 2 250000 4_Datalogic 0 0.097 0.230 0.175 0.328 
267 2 10000 3 30000 1_Intermec 75 0.782 0.496 0.542 0.457 
267 2 10000 3 30000 2_Motorola 25 0.152 0.272 0.182 0.255 
267 2 10000 3 30000 3_Honeywel 0 0.045 0.177 0.238 0.196 
267 2 10000 3 30000 4_Datalogic 0 0.021 0.055 0.039 0.093 
268 2 20000 1 20000 1_Intermec 75 0.678 0.364 0.455 0.296 
268 2 20000 1 20000 2_Motorola 25 0.114 0.207 0.151 0.175 
268 2 20000 1 20000 3_Honeywel 0 0.006 0.028 0.045 0.028 
268 2 20000 1 20000 4_Datalogic 0 0.202 0.400 0.348 0.501 
269 2 90000 3 270000 1_Intermec 65 0.713 0.350 0.421 0.283 
269 2 90000 3 270000 2_Motorola 10 0.140 0.252 0.175 0.216 
269 2 90000 3 270000 3_Honeywel 10 0.035 0.142 0.204 0.145 
269 2 90000 3 270000 4_Datalogic 15 0.112 0.256 0.200 0.356 
270 2 175000 3 525000 1_Intermec 65 0.754 0.488 0.576 0.421 
270 2 175000 3 525000 2_Motorola 10 0.132 0.236 0.171 0.205 
270 2 175000 3 525000 3_Honeywel 10 0.009 0.039 0.061 0.040 
270 2 175000 3 525000 4_Datalogic 15 0.105 0.237 0.193 0.333 
271 2 300000 3 900000 1_Intermec 65 0.629 0.232 0.288 0.186 
271 2 300000 3 900000 2_Motorola 10 0.233 0.370 0.267 0.331 
271 2 300000 3 900000 3_Honeywel 10 0.069 0.240 0.326 0.248 
271 2 300000 3 900000 4_Datalogic 15 0.069 0.157 0.119 0.235 
272 2 125000 3 375000 1_Intermec 65 0.725 0.369 0.434 0.308 
272 2 125000 3 375000 2_Motorola 10 0.161 0.288 0.199 0.255 
272 2 125000 3 375000 3_Honeywel 10 0.044 0.173 0.240 0.180 
272 2 125000 3 375000 4_Datalogic 15 0.070 0.171 0.128 0.256 
273 2 25000 3 75000 1_Intermec 65 0.683 0.339 0.408 0.268 
273 2 25000 3 75000 2_Motorola 10 0.073 0.135 0.091 0.111 
273 2 25000 3 75000 3_Honeywel 10 0.025 0.103 0.150 0.102 
273 2 25000 3 75000 4_Datalogic 15 0.219 0.423 0.351 0.519 
274 2 50000 2 100000 1_Intermec 65 0.675 0.328 0.401 0.276 
274 2 50000 2 100000 2_Motorola 10 0.235 0.395 0.294 0.363 
274 2 50000 2 100000 3_Honeywel 10 0.033 0.136 0.197 0.144 
274 2 50000 2 100000 4_Datalogic 15 0.057 0.141 0.108 0.217 
275 2 100000 2 200000 1_Intermec 65 0.661 0.330 0.419 0.268 
275 2 100000 2 200000 2_Motorola 10 0.176 0.301 0.228 0.261 
275 2 100000 2 200000 3_Honeywel 10 0.012 0.053 0.083 0.053 
275 2 100000 2 200000 4_Datalogic 15 0.150 0.317 0.269 0.418 
276 2 250000 2 500000 1_Intermec 65 0.828 0.535 0.562 0.471 
276 2 250000 2 500000 2_Motorola 10 0.063 0.120 0.073 0.104 
276 2 250000 2 500000 3_Honeywel 10 0.057 0.215 0.274 0.225 
276 2 250000 2 500000 4_Datalogic 15 0.052 0.130 0.090 0.200 
277 2 275000 2 550000 1_Intermec 65 0.789 0.486 0.541 0.426 
277 2 275000 2 550000 2_Motorola 10 0.121 0.227 0.150 0.203 
277 2 275000 2 550000 3_Honeywel 10 0.037 0.153 0.211 0.163 
277 2 275000 2 550000 4_Datalogic 15 0.053 0.134 0.097 0.208 
278 2 500000 3 1500000 1_Intermec 65 0.666 0.325 0.371 0.288 
278 2 500000 3 1500000 2_Motorola 10 0.239 0.374 0.266 0.360 
278 2 500000 3 1500000 3_Honeywel 10 0.081 0.268 0.340 0.296 
278 2 500000 3 1500000 4_Datalogic 15 0.013 0.033 0.023 0.056 
279 2 750000 4 3000000 1_Intermec 65 0.548 0.180 0.241 0.135 
279 2 750000 4 3000000 2_Motorola 10 0.150 0.245 0.182 0.203 
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279 2 750000 4 3000000 3_Honeywel 10 0.027 0.100 0.155 0.099 
279 2 750000 4 3000000 4_Datalogic 15 0.275 0.474 0.422 0.563 
280 2 200000 2 400000 1_Intermec 65 0.710 0.331 0.387 0.279 
280 2 200000 2 400000 2_Motorola 10 0.176 0.308 0.210 0.279 
280 2 200000 2 400000 3_Honeywel 10 0.065 0.241 0.318 0.256 
280 2 200000 2 400000 4_Datalogic 15 0.048 0.119 0.086 0.187 
281 2 10000 2 20000 1_Intermec 65 0.644 0.271 0.338 0.222 
281 2 10000 2 20000 2_Motorola 10 0.253 0.416 0.311 0.378 
281 2 10000 2 20000 3_Honeywel 10 0.042 0.165 0.237 0.173 
281 2 10000 2 20000 4_Datalogic 15 0.061 0.149 0.114 0.227 
282 2 20000 4 80000 1_Intermec 65 0.669 0.248 0.290 0.195 
282 2 20000 4 80000 2_Motorola 10 0.108 0.181 0.115 0.153 
282 2 20000 4 80000 3_Honeywel 10 0.135 0.385 0.460 0.386 
282 2 20000 4 80000 4_Datalogic 15 0.087 0.186 0.135 0.266 
283 2 90000 3 270000 1_Intermec 65 0.722 0.370 0.444 0.308 
283 2 90000 3 270000 2_Motorola 10 0.167 0.303 0.213 0.268 
283 2 90000 3 270000 3_Honeywel 10 0.033 0.136 0.196 0.141 
283 2 90000 3 270000 4_Datalogic 15 0.078 0.192 0.147 0.283 
284 2 6000 1 6000 1_Intermec 65 0.703 0.386 0.477 0.320 
284 2 6000 1 6000 2_Motorola 10 0.168 0.295 0.220 0.258 
284 2 6000 1 6000 3_Honeywel 10 0.012 0.053 0.083 0.055 
284 2 6000 1 6000 4_Datalogic 15 0.118 0.266 0.220 0.368 
285 2 200000 3 600000 1_Intermec 65 0.707 0.348 0.422 0.291 
285 2 200000 3 600000 2_Motorola 10 0.196 0.349 0.250 0.315 
285 2 200000 3 600000 3_Honeywel 10 0.035 0.145 0.208 0.153 
285 2 200000 3 600000 4_Datalogic 15 0.063 0.158 0.120 0.241 
286 2 2.5E+07 3 7.5E+07 1_Intermec 70 0.759 0.391 0.429 0.332 
286 2 2.5E+07 3 7.5E+07 2_Motorola 10 0.103 0.187 0.117 0.164 
286 2 2.5E+07 3 7.5E+07 3_Honeywel 10 0.090 0.305 0.373 0.320 
286 2 2.5E+07 3 7.5E+07 4_Datalogic 10 0.048 0.118 0.082 0.183 
287 2 6000 2 12000 1_Intermec 70 0.726 0.351 0.407 0.296 
287 2 6000 2 12000 2_Motorola 10 0.162 0.289 0.194 0.260 
287 2 6000 2 12000 3_Honeywel 10 0.062 0.233 0.308 0.247 
287 2 6000 2 12000 4_Datalogic 10 0.051 0.126 0.091 0.197 
288 2 200000 3 600000 1_Intermec 70 0.592 0.212 0.279 0.164 
288 2 200000 3 600000 2_Motorola 10 0.238 0.374 0.287 0.324 
288 2 200000 3 600000 3_Honeywel 10 0.035 0.134 0.202 0.134 
288 2 200000 3 600000 4_Datalogic 10 0.134 0.280 0.232 0.378 
289 2 10000 1 10000 1_Intermec 70 0.749 0.419 0.487 0.349 
289 2 10000 1 10000 2_Motorola 10 0.118 0.218 0.148 0.187 
289 2 10000 1 10000 3_Honeywel 10 0.032 0.129 0.185 0.133 
289 2 10000 1 10000 4_Datalogic 10 0.101 0.234 0.180 0.332 
290 2 15000 1 15000 1_Intermec 70 0.719 0.354 0.428 0.287 
290 2 15000 1 15000 2_Motorola 10 0.145 0.265 0.185 0.229 
290 2 15000 1 15000 3_Honeywel 10 0.033 0.137 0.198 0.140 
290 2 15000 1 15000 4_Datalogic 10 0.103 0.243 0.189 0.344 
291 2 125000 4 500000 1_Intermec 70 0.667 0.264 0.316 0.216 
291 2 125000 4 500000 2_Motorola 10 0.198 0.329 0.227 0.296 
291 2 125000 4 500000 3_Honeywel 10 0.083 0.284 0.369 0.298 
291 2 125000 4 500000 4_Datalogic 10 0.052 0.123 0.089 0.190 
292 2 10000 2 20000 1_Intermec 70 0.644 0.259 0.312 0.215 
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292 2 10000 2 20000 2_Motorola 10 0.243 0.389 0.279 0.359 
292 2 10000 2 20000 3_Honeywel 10 0.073 0.255 0.337 0.271 
292 2 10000 2 20000 4_Datalogic 10 0.040 0.098 0.071 0.155 
293 2 20000 2 40000 1_Intermec 70 0.750 0.462 0.544 0.404 
293 2 20000 2 40000 2_Motorola 10 0.174 0.313 0.226 0.284 
293 2 20000 2 40000 3_Honeywel 10 0.017 0.075 0.114 0.080 
293 2 20000 2 40000 4_Datalogic 10 0.060 0.150 0.116 0.231 
294 2 90000 2 180000 1_Intermec 70 0.714 0.368 0.427 0.322 
294 2 90000 2 180000 2_Motorola 10 0.208 0.363 0.255 0.341 
294 2 90000 2 180000 3_Honeywel 10 0.049 0.194 0.264 0.212 
294 2 90000 2 180000 4_Datalogic 10 0.029 0.075 0.054 0.124 
295 2 175000 3 525000 1_Intermec 70 0.674 0.383 0.479 0.328 
295 2 175000 3 525000 2_Motorola 10 0.250 0.415 0.332 0.383 
295 2 175000 3 525000 3_Honeywel 10 0.007 0.030 0.048 0.032 
295 2 175000 3 525000 4_Datalogic 10 0.070 0.172 0.140 0.258 
296 2 25000 3 75000 1_Intermec 70 0.798 0.476 0.515 0.418 
296 2 25000 3 75000 2_Motorola 10 0.103 0.196 0.124 0.175 
296 2 25000 3 75000 3_Honeywel 10 0.058 0.223 0.287 0.238 
296 2 25000 3 75000 4_Datalogic 10 0.041 0.106 0.074 0.168 
297 2 50000 2 100000 1_Intermec 70 0.770 0.425 0.470 0.353 
297 2 50000 2 100000 2_Motorola 10 0.077 0.142 0.090 0.120 
297 2 50000 2 100000 3_Honeywel 10 0.059 0.216 0.282 0.220 
297 2 50000 2 100000 4_Datalogic 10 0.095 0.216 0.158 0.307 
298 2 100000 3 300000 1_Intermec 70 0.698 0.308 0.350 0.260 
298 2 100000 3 300000 2_Motorola 10 0.149 0.251 0.164 0.226 
298 2 100000 3 300000 3_Honeywel 10 0.116 0.354 0.426 0.375 
298 2 100000 3 300000 4_Datalogic 10 0.037 0.087 0.061 0.139 
299 2 250000 2 500000 1_Intermec 70 0.686 0.300 0.342 0.255 
299 2 250000 2 500000 2_Motorola 10 0.162 0.267 0.177 0.243 
299 2 250000 2 500000 3_Honeywel 10 0.120 0.358 0.430 0.382 
299 2 250000 2 500000 4_Datalogic 10 0.031 0.074 0.052 0.120 
300 2 275000 1 275000 1_Intermec 70 0.728 0.399 0.465 0.347 
300 2 275000 1 275000 2_Motorola 10 0.191 0.336 0.238 0.310 
300 2 275000 1 275000 3_Honeywel 10 0.037 0.152 0.213 0.163 
300 2 275000 1 275000 4_Datalogic 10 0.044 0.113 0.084 0.180 
301 2 500000 2 1000000 1_Intermec 15 0.684 0.408 0.487 0.367 
301 2 500000 2 1000000 2_Motorola 85 0.272 0.446 0.348 0.431 
301 2 500000 2 1000000 3_Honeywel 0 0.016 0.072 0.108 0.079 
301 2 500000 2 1000000 4_Datalogic 0 0.028 0.074 0.057 0.123 
302 2 750000 4 3000000 1_Intermec 15 0.301 0.052 0.074 0.037 
302 2 750000 4 3000000 2_Motorola 85 0.380 0.414 0.342 0.354 
302 2 750000 4 3000000 3_Honeywel 0 0.072 0.186 0.277 0.181 
302 2 750000 4 3000000 4_Datalogic 0 0.248 0.348 0.307 0.427 
303 2 200000 1 200000 1_Intermec 15 0.539 0.137 0.176 0.103 
303 2 200000 1 200000 2_Motorola 85 0.206 0.289 0.204 0.244 
303 2 200000 1 200000 3_Honeywel 0 0.129 0.341 0.440 0.336 
303 2 200000 1 200000 4_Datalogic 0 0.126 0.232 0.180 0.317 
304 2 10000 3 30000 1_Intermec 15 0.580 0.206 0.254 0.170 
304 2 10000 3 30000 2_Motorola 85 0.300 0.438 0.327 0.411 
304 2 10000 3 30000 3_Honeywel 0 0.088 0.280 0.364 0.298 
304 2 10000 3 30000 4_Datalogic 0 0.032 0.075 0.055 0.121 
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305 2 20000 3 60000 1_Intermec 15 0.593 0.209 0.277 0.161 
305 2 20000 3 60000 2_Motorola 85 0.245 0.388 0.299 0.336 
305 2 20000 3 60000 3_Honeywel 0 0.035 0.132 0.201 0.133 
305 2 20000 3 60000 4_Datalogic 0 0.127 0.271 0.224 0.370 
306 2 90000 2 180000 1_Intermec 15 0.662 0.247 0.300 0.191 
306 2 90000 2 180000 2_Motorola 85 0.138 0.232 0.156 0.195 
306 2 90000 2 180000 3_Honeywel 0 0.077 0.259 0.344 0.258 
306 2 90000 2 180000 4_Datalogic 0 0.124 0.262 0.200 0.357 
307 2 175000 4 700000 1_Intermec 15 0.653 0.260 0.301 0.220 
307 2 175000 4 700000 2_Motorola 85 0.184 0.293 0.197 0.270 
307 2 175000 4 700000 3_Honeywel 0 0.141 0.395 0.467 0.424 
307 2 175000 4 700000 4_Datalogic 0 0.022 0.052 0.036 0.085 
308 2 300000 3 900000 1_Intermec 15 0.562 0.221 0.282 0.184 
308 2 300000 3 900000 2_Motorola 85 0.374 0.563 0.457 0.542 
308 2 300000 3 900000 3_Honeywel 0 0.035 0.139 0.204 0.150 
308 2 300000 3 900000 4_Datalogic 0 0.030 0.076 0.058 0.124 
309 2 125000 2 250000 1_Intermec 15 0.787 0.483 0.525 0.430 
309 2 125000 2 250000 2_Motorola 85 0.121 0.220 0.143 0.199 
309 2 125000 2 250000 3_Honeywel 0 0.052 0.199 0.261 0.213 
309 2 125000 2 250000 4_Datalogic 0 0.039 0.099 0.070 0.158 
310 2 25000 4 100000 1_Intermec 15 0.677 0.310 0.374 0.262 
310 2 25000 4 100000 2_Motorola 85 0.232 0.393 0.284 0.364 
310 2 25000 4 100000 3_Honeywel 0 0.048 0.189 0.262 0.202 
310 2 25000 4 100000 4_Datalogic 0 0.043 0.108 0.080 0.172 
311 2 50000 5 250000 1_Intermec 15 0.571 0.220 0.269 0.186 
311 2 50000 5 250000 2_Motorola 85 0.340 0.493 0.379 0.477 
311 2 50000 5 250000 3_Honeywel 0 0.071 0.242 0.320 0.263 
311 2 50000 5 250000 4_Datalogic 0 0.018 0.045 0.032 0.074 
312 2 100000 1 100000 1_Intermec 15 0.438 0.098 0.131 0.074 
312 2 100000 1 100000 2_Motorola 85 0.366 0.450 0.352 0.399 
312 2 100000 1 100000 3_Honeywel 0 0.105 0.283 0.384 0.284 
312 2 100000 1 100000 4_Datalogic 0 0.092 0.170 0.134 0.243 
313 2 250000 1 250000 1_Intermec 0 0.603 0.182 0.225 0.139 
313 2 250000 1 250000 2_Motorola 60 0.177 0.270 0.184 0.230 
313 2 250000 1 250000 3_Honeywel 40 0.123 0.351 0.443 0.351 
313 2 250000 1 250000 4_Datalogic 0 0.097 0.197 0.148 0.280 
314 2 275000 3 825000 1_Intermec 0 0.604 0.231 0.308 0.180 
314 2 275000 3 825000 2_Motorola 60 0.243 0.393 0.308 0.342 
314 2 275000 3 825000 3_Honeywel 40 0.023 0.093 0.146 0.094 
314 2 275000 3 825000 4_Datalogic 0 0.130 0.282 0.238 0.384 
315 2 500000 4 2000000 1_Intermec 0 0.583 0.184 0.241 0.140 
315 2 500000 4 2000000 2_Motorola 60 0.219 0.338 0.250 0.287 
315 2 500000 4 2000000 3_Honeywel 40 0.055 0.190 0.275 0.189 
315 2 500000 4 2000000 4_Datalogic 0 0.144 0.288 0.234 0.385 
316 2 750000 3 2250000 1_Intermec 0 0.623 0.203 0.241 0.160 
316 2 750000 3 2250000 2_Motorola 60 0.124 0.196 0.127 0.168 
316 2 750000 3 2250000 3_Honeywel 40 0.186 0.459 0.530 0.463 
316 2 750000 3 2250000 4_Datalogic 0 0.067 0.141 0.102 0.209 
317 2 200000 3 600000 1_Intermec 0 0.432 0.095 0.129 0.071 
317 2 200000 3 600000 2_Motorola 60 0.357 0.438 0.345 0.383 
317 2 200000 3 600000 3_Honeywel 40 0.093 0.255 0.355 0.254 
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317 2 200000 3 600000 4_Datalogic 0 0.118 0.212 0.171 0.292 
318 2 10000 3 30000 1_Intermec 0 0.688 0.321 0.381 0.272 
318 2 10000 3 30000 2_Motorola 60 0.216 0.366 0.259 0.338 
318 2 10000 3 30000 3_Honeywel 40 0.055 0.208 0.283 0.223 
318 2 10000 3 30000 4_Datalogic 0 0.042 0.105 0.077 0.168 
319 2 20000 4 80000 1_Intermec 0 0.596 0.218 0.283 0.171 
319 2 20000 4 80000 2_Motorola 60 0.265 0.412 0.317 0.365 
319 2 20000 4 80000 3_Honeywel 40 0.041 0.152 0.225 0.155 
319 2 20000 4 80000 4_Datalogic 0 0.099 0.217 0.175 0.308 
320 2 90000 3 270000 1_Intermec 0 0.719 0.383 0.455 0.328 
320 2 90000 3 270000 2_Motorola 60 0.194 0.343 0.245 0.313 
320 2 90000 3 270000 3_Honeywel 40 0.033 0.137 0.197 0.147 
320 2 90000 3 270000 4_Datalogic 0 0.054 0.136 0.103 0.212 
321 2 6000 4 24000 1_Intermec 0 0.663 0.297 0.376 0.237 
321 2 6000 4 24000 2_Motorola 60 0.197 0.337 0.251 0.294 
321 2 6000 4 24000 3_Honeywel 40 0.026 0.108 0.163 0.110 
321 2 6000 4 24000 4_Datalogic 0 0.114 0.258 0.210 0.359 
322 2 200000 2 400000 1_Intermec 0 0.652 0.245 0.287 0.201 
322 2 200000 2 400000 2_Motorola 60 0.164 0.263 0.175 0.235 
322 2 200000 2 400000 3_Honeywel 40 0.139 0.392 0.467 0.409 
322 2 200000 2 400000 4_Datalogic 0 0.044 0.100 0.071 0.156 
323 2 10000 1 10000 1_Intermec 0 0.683 0.294 0.333 0.251 
323 2 10000 1 10000 2_Motorola 60 0.155 0.255 0.167 0.234 
323 2 10000 1 10000 3_Honeywel 40 0.138 0.394 0.461 0.422 
323 2 10000 1 10000 4_Datalogic 0 0.024 0.057 0.039 0.093 
324 2 15000 1 15000 1_Intermec 0 0.666 0.315 0.371 0.274 
324 2 15000 1 15000 2_Motorola 60 0.253 0.410 0.298 0.391 
324 2 15000 1 15000 3_Honeywel 40 0.058 0.214 0.287 0.234 
324 2 15000 1 15000 4_Datalogic 0 0.024 0.060 0.044 0.101 
325 2 125000 4 500000 1_Intermec 0 0.771 0.431 0.481 0.364 
325 2 125000 4 500000 2_Motorola 60 0.106 0.197 0.127 0.171 
325 2 125000 4 500000 3_Honeywel 40 0.052 0.201 0.267 0.209 
325 2 125000 4 500000 4_Datalogic 0 0.071 0.171 0.125 0.256 
326 2 10000 1 10000 1_Intermec 0 0.798 0.520 0.575 0.455 
326 2 10000 1 10000 2_Motorola 60 0.100 0.185 0.122 0.161 
326 2 10000 1 10000 3_Honeywel 40 0.031 0.125 0.176 0.131 
326 2 10000 1 10000 4_Datalogic 0 0.071 0.170 0.127 0.253 
327 2 15000 3 45000 1_Intermec 0 0.506 0.142 0.187 0.109 
327 2 15000 3 45000 2_Motorola 60 0.339 0.462 0.364 0.412 
327 2 15000 3 45000 3_Honeywel 40 0.067 0.216 0.306 0.219 
327 2 15000 3 45000 4_Datalogic 0 0.088 0.181 0.143 0.260 
328 2 125000 4 500000 1_Intermec 0 0.702 0.324 0.398 0.254 
328 2 125000 4 500000 2_Motorola 60 0.110 0.206 0.141 0.171 
328 2 125000 4 500000 3_Honeywel 40 0.030 0.126 0.184 0.125 
328 2 125000 4 500000 4_Datalogic 0 0.158 0.344 0.277 0.451 
329 2 675000 2 1350000 1_Intermec 0 0.690 0.301 0.363 0.240 
329 2 675000 2 1350000 2_Motorola 60 0.150 0.262 0.180 0.225 
329 2 675000 2 1350000 3_Honeywel 40 0.053 0.198 0.273 0.200 
329 2 675000 2 1350000 4_Datalogic 0 0.107 0.239 0.184 0.335 
330 2 40000 2 80000 1_Intermec 0 0.564 0.150 0.188 0.110 
330 2 40000 2 80000 2_Motorola 60 0.130 0.193 0.129 0.157 
    187
330 2 40000 2 80000 3_Honeywel 40 0.135 0.355 0.447 0.342 
330 2 40000 2 80000 4_Datalogic 0 0.172 0.302 0.236 0.390 
331 2 45000 4 180000 1_Intermec 0 0.759 0.403 0.456 0.329 
331 2 45000 4 180000 2_Motorola 60 0.087 0.164 0.105 0.138 
331 2 45000 4 180000 3_Honeywel 40 0.051 0.196 0.262 0.198 
331 2 45000 4 180000 4_Datalogic 0 0.103 0.238 0.177 0.334 
332 2 25000 2 50000 1_Intermec 0 0.808 0.546 0.603 0.482 
332 2 25000 2 50000 2_Motorola 50 0.097 0.182 0.121 0.159 
332 2 25000 2 50000 3_Honeywel 50 0.026 0.106 0.152 0.111 
332 2 25000 2 50000 4_Datalogic 0 0.069 0.166 0.124 0.248 
333 2 50000 3 150000 1_Intermec 0 0.739 0.360 0.396 0.305 
333 2 50000 3 150000 2_Motorola 50 0.103 0.182 0.114 0.160 
333 2 50000 3 150000 3_Honeywel 50 0.112 0.349 0.415 0.365 
333 2 50000 3 150000 4_Datalogic 0 0.046 0.109 0.076 0.170 
334 2 100000 4 400000 1_Intermec 0 0.679 0.307 0.355 0.264 
334 2 100000 4 400000 2_Motorola 50 0.210 0.344 0.238 0.321 
334 2 100000 4 400000 3_Honeywel 50 0.085 0.286 0.362 0.310 
334 2 100000 4 400000 4_Datalogic 0 0.026 0.064 0.045 0.105 
335 2 275000 4 1100000 1_Intermec 0 0.614 0.194 0.242 0.145 
335 2 275000 4 1100000 2_Motorola 50 0.119 0.194 0.130 0.158 
335 2 275000 4 1100000 3_Honeywel 50 0.088 0.275 0.364 0.267 
335 2 275000 4 1100000 4_Datalogic 0 0.179 0.337 0.265 0.431 
336 2 500000 1 500000 1_Intermec 0 0.651 0.262 0.325 0.200 
336 2 500000 1 500000 2_Motorola 50 0.101 0.180 0.122 0.147 
336 2 500000 1 500000 3_Honeywel 50 0.042 0.157 0.224 0.154 
336 2 500000 1 500000 4_Datalogic 0 0.206 0.401 0.329 0.499 
337 2 750000 3 2250000 1_Intermec 0 0.625 0.246 0.310 0.199 
337 2 750000 3 2250000 2_Motorola 50 0.265 0.425 0.320 0.386 
337 2 750000 3 2250000 3_Honeywel 50 0.047 0.178 0.254 0.186 
337 2 750000 3 2250000 4_Datalogic 0 0.064 0.152 0.117 0.230 
338 2 200000 3 600000 1_Intermec 0 0.621 0.233 0.304 0.179 
338 2 200000 3 600000 2_Motorola 50 0.203 0.337 0.252 0.288 
338 2 200000 3 600000 3_Honeywel 50 0.033 0.128 0.193 0.128 
338 2 200000 3 600000 4_Datalogic 0 0.143 0.303 0.251 0.405 
339 2 10000 1 10000 1_Intermec 0 0.597 0.218 0.280 0.174 
339 2 10000 1 10000 2_Motorola 50 0.283 0.441 0.338 0.397 
339 2 10000 1 10000 3_Honeywel 50 0.046 0.174 0.251 0.180 
339 2 10000 1 10000 4_Datalogic 0 0.073 0.168 0.132 0.250 
340 2 15000 3 45000 1_Intermec 0 0.278 0.043 0.058 0.031 
340 2 15000 3 45000 2_Motorola 50 0.140 0.162 0.114 0.131 
340 2 15000 3 45000 3_Honeywel 50 0.380 0.526 0.605 0.499 
340 2 15000 3 45000 4_Datalogic 0 0.202 0.270 0.223 0.339 
341 2 125000 2 250000 1_Intermec 0 0.635 0.204 0.245 0.155 
341 2 125000 2 250000 2_Motorola 50 0.103 0.167 0.107 0.137 
341 2 125000 2 250000 3_Honeywel 50 0.139 0.384 0.466 0.377 
341 2 125000 2 250000 4_Datalogic 0 0.124 0.245 0.182 0.332 
342 2 5000 1 5000 1_Intermec 40 0.618 0.204 0.251 0.160 
342 2 5000 1 5000 2_Motorola 5 0.198 0.308 0.213 0.268 
342 2 5000 1 5000 3_Honeywel 5 0.104 0.318 0.409 0.323 
342 2 5000 1 5000 4_Datalogic 50 0.080 0.170 0.127 0.249 
343 2 100000 3 300000 1_Intermec 40 0.718 0.322 0.361 0.261 
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343 2 100000 3 300000 2_Motorola 5 0.087 0.152 0.095 0.129 
343 2 100000 3 300000 3_Honeywel 5 0.116 0.351 0.420 0.356 
343 2 100000 3 300000 4_Datalogic 50 0.079 0.174 0.124 0.253 
344 2 125000 2 250000 1_Intermec 40 0.647 0.282 0.365 0.224 
344 2 125000 2 250000 2_Motorola 5 0.210 0.357 0.273 0.311 
344 2 125000 2 250000 3_Honeywel 5 0.021 0.087 0.136 0.089 
344 2 125000 2 250000 4_Datalogic 50 0.122 0.274 0.227 0.376 
345 2 40000 1 40000 1_Intermec 40 0.753 0.418 0.479 0.361 
345 2 40000 1 40000 2_Motorola 5 0.156 0.285 0.194 0.258 
345 2 40000 1 40000 3_Honeywel 5 0.042 0.171 0.235 0.182 
345 2 40000 1 40000 4_Datalogic 50 0.050 0.127 0.093 0.199 
346 2 12000 2 24000 1_Intermec 40 0.747 0.357 0.405 0.288 
346 2 12000 2 24000 2_Motorola 5 0.090 0.168 0.106 0.142 
346 2 12000 2 24000 3_Honeywel 5 0.071 0.260 0.333 0.263 
346 2 12000 2 24000 4_Datalogic 50 0.092 0.215 0.156 0.307 
347 2 50000 2 100000 1_Intermec 40 0.562 0.161 0.210 0.120 
347 2 50000 2 100000 2_Motorola 5 0.203 0.302 0.219 0.253 
347 2 50000 2 100000 3_Honeywel 5 0.074 0.235 0.327 0.231 
347 2 50000 2 100000 4_Datalogic 50 0.161 0.302 0.244 0.396 
348 2 5000 1 5000 1_Intermec 40 0.687 0.323 0.408 0.256 
348 2 5000 1 5000 2_Motorola 5 0.148 0.270 0.195 0.229 
348 2 5000 1 5000 3_Honeywel 5 0.020 0.085 0.130 0.085 
348 2 5000 1 5000 4_Datalogic 50 0.145 0.323 0.266 0.430 
349 2 300000 1 300000 1_Intermec 40 0.597 0.217 0.290 0.166 
349 2 300000 1 300000 2_Motorola 5 0.223 0.361 0.279 0.310 
349 2 300000 1 300000 3_Honeywel 5 0.026 0.103 0.160 0.103 
349 2 300000 1 300000 4_Datalogic 50 0.153 0.319 0.270 0.421 
350 2 50000 2 100000 1_Intermec 40 0.707 0.296 0.334 0.233 
350 2 50000 2 100000 2_Motorola 5 0.058 0.102 0.062 0.084 
350 2 50000 2 100000 3_Honeywel 5 0.126 0.371 0.438 0.366 
350 2 50000 2 100000 4_Datalogic 50 0.109 0.231 0.166 0.317 
351 2 5000 3 15000 1_Intermec 40 0.748 0.397 0.464 0.325 
351 2 5000 3 15000 2_Motorola 5 0.111 0.207 0.139 0.177 
351 2 5000 3 15000 3_Honeywel 5 0.037 0.150 0.210 0.152 
351 2 5000 3 15000 4_Datalogic 50 0.105 0.246 0.188 0.345 
352 2 25000 3 75000 1_Intermec 40 0.675 0.265 0.304 0.204 
352 2 25000 3 75000 2_Motorola 5 0.052 0.090 0.056 0.073 
352 2 25000 3 75000 3_Honeywel 5 0.123 0.352 0.422 0.343 
352 2 25000 3 75000 4_Datalogic 50 0.150 0.292 0.218 0.380 
353 2 50000 3 150000 1_Intermec 0 0.618 0.231 0.297 0.175 
353 2 50000 3 150000 2_Motorola 0 0.134 0.229 0.163 0.189 
353 2 50000 3 150000 3_Honeywel 0 0.034 0.130 0.193 0.128 
353 2 50000 3 150000 4_Datalogic 100 0.214 0.410 0.346 0.508 
354 2 100000 2 200000 1_Intermec 0 0.666 0.292 0.346 0.245 
354 2 100000 2 200000 2_Motorola 0 0.219 0.355 0.251 0.326 
354 2 100000 2 200000 3_Honeywel 0 0.071 0.248 0.326 0.263 
354 2 100000 2 200000 4_Datalogic 100 0.044 0.105 0.077 0.166 
355 2 250000 3 750000 1_Intermec 0 0.523 0.141 0.189 0.106 
355 2 250000 3 750000 2_Motorola 0 0.264 0.374 0.286 0.320 
355 2 250000 3 750000 3_Honeywel 0 0.064 0.204 0.294 0.201 
355 2 250000 3 750000 4_Datalogic 100 0.149 0.280 0.231 0.373 
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356 2 275000 2 550000 1_Intermec 0 0.502 0.163 0.228 0.124 
356 2 275000 2 550000 2_Motorola 0 0.227 0.345 0.281 0.297 
356 2 275000 2 550000 3_Honeywel 0 0.012 0.046 0.077 0.046 
356 2 275000 2 550000 4_Datalogic 100 0.259 0.445 0.414 0.534 
357 2 500000 3 1500000 1_Intermec 0 0.724 0.396 0.450 0.348 
357 2 500000 3 1500000 2_Motorola 0 0.189 0.321 0.223 0.298 
357 2 500000 3 1500000 3_Honeywel 0 0.052 0.196 0.263 0.212 
357 2 500000 3 1500000 4_Datalogic 100 0.035 0.087 0.063 0.141 
358 3 750000 4 3000000 1_Intermec 0 0.532 0.151 0.192 0.119 
358 3 750000 4 3000000 2_Motorola 0 0.315 0.437 0.327 0.398 
358 3 750000 4 3000000 3_Honeywel 100 0.103 0.304 0.399 0.315 
358 3 750000 4 3000000 4_Datalogic 0 0.051 0.109 0.082 0.168 
359 3 200000 5 1000000 1_Intermec 0 0.414 0.081 0.111 0.059 
359 3 200000 5 1000000 2_Motorola 0 0.290 0.351 0.268 0.295 
359 3 200000 5 1000000 3_Honeywel 100 0.105 0.268 0.373 0.260 
359 3 200000 5 1000000 4_Datalogic 0 0.191 0.299 0.249 0.385 
360 3 10000 2 20000 1_Intermec 0 0.728 0.347 0.378 0.297 
360 3 10000 2 20000 2_Motorola 0 0.101 0.175 0.108 0.157 
360 3 10000 2 20000 3_Honeywel 100 0.143 0.410 0.468 0.436 
360 3 10000 2 20000 4_Datalogic 0 0.028 0.068 0.046 0.110 
361 3 20000 4 80000 1_Intermec 0 0.563 0.169 0.213 0.133 
361 3 20000 4 80000 2_Motorola 0 0.264 0.379 0.276 0.338 
361 3 20000 4 80000 3_Honeywel 100 0.106 0.311 0.404 0.319 
361 3 20000 4 80000 4_Datalogic 0 0.067 0.141 0.107 0.211 
362 3 90000 3 270000 1_Intermec 0 0.620 0.254 0.294 0.219 
362 3 90000 3 270000 2_Motorola 0 0.221 0.331 0.231 0.314 
362 3 90000 3 270000 3_Honeywel 100 0.148 0.390 0.456 0.423 
362 3 90000 3 270000 4_Datalogic 0 0.011 0.025 0.018 0.043 
363 3 175000 2 350000 1_Intermec 0 0.680 0.299 0.341 0.255 
363 3 175000 2 350000 2_Motorola 0 0.169 0.274 0.183 0.251 
363 3 175000 2 350000 3_Honeywel 100 0.121 0.358 0.428 0.382 
363 3 175000 2 350000 4_Datalogic 0 0.029 0.069 0.048 0.112 
364 3 1000000 4 4000000 1_Intermec 0 0.700 0.291 0.331 0.232 
364 3 1000000 4 4000000 2_Motorola 0 0.092 0.160 0.100 0.135 
364 3 1000000 4 4000000 3_Honeywel 100 0.121 0.362 0.434 0.364 
364 3 1000000 4 4000000 4_Datalogic 0 0.086 0.188 0.135 0.269 
365 3 375000 1 375000 1_Intermec 0 0.701 0.337 0.398 0.282 
365 3 375000 1 375000 2_Motorola 0 0.182 0.310 0.216 0.277 
365 3 375000 1 375000 3_Honeywel 100 0.053 0.199 0.271 0.209 
365 3 375000 1 375000 4_Datalogic 0 0.065 0.154 0.115 0.232 
366 3 125000 3 375000 1_Intermec 0 0.577 0.164 0.202 0.126 
366 3 125000 3 375000 2_Motorola 0 0.163 0.241 0.162 0.205 
366 3 125000 3 375000 3_Honeywel 100 0.171 0.421 0.506 0.420 
366 3 125000 3 375000 4_Datalogic 0 0.089 0.174 0.130 0.249 
367 3 25000 2 50000 1_Intermec 0 0.601 0.178 0.217 0.137 
367 3 25000 2 50000 2_Motorola 0 0.145 0.221 0.146 0.187 
367 3 25000 2 50000 3_Honeywel 100 0.162 0.416 0.500 0.414 
367 3 25000 2 50000 4_Datalogic 0 0.093 0.185 0.136 0.263 
368 3 50000 2 100000 1_Intermec 0 0.706 0.371 0.424 0.330 
368 3 50000 2 100000 2_Motorola 0 0.215 0.360 0.253 0.343 
368 3 50000 2 100000 3_Honeywel 100 0.058 0.216 0.285 0.238 
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368 3 50000 2 100000 4_Datalogic 0 0.021 0.053 0.038 0.089 
369 3 100000 3 300000 1_Intermec 0 0.429 0.083 0.111 0.060 
369 3 100000 3 300000 2_Motorola 0 0.228 0.283 0.206 0.233 
369 3 100000 3 300000 3_Honeywel 100 0.134 0.318 0.424 0.306 
369 3 100000 3 300000 4_Datalogic 0 0.209 0.316 0.260 0.401 
370 3 250000 1 250000 1_Intermec 0 0.539 0.158 0.198 0.127 
370 3 250000 1 250000 2_Motorola 0 0.292 0.404 0.297 0.372 
370 3 250000 1 250000 3_Honeywel 100 0.131 0.357 0.446 0.374 
370 3 250000 1 250000 4_Datalogic 0 0.037 0.080 0.059 0.127 
371 3 275000 3 825000 1_Intermec 0 0.545 0.146 0.190 0.107 
371 3 275000 3 825000 2_Motorola 0 0.133 0.204 0.141 0.164 
371 3 275000 3 825000 3_Honeywel 100 0.079 0.242 0.333 0.232 
371 3 275000 3 825000 4_Datalogic 0 0.243 0.408 0.337 0.497 
372 3 500000 1 500000 1_Intermec 0 0.662 0.251 0.297 0.204 
372 3 500000 1 500000 2_Motorola 0 0.170 0.277 0.185 0.245 
372 3 500000 1 500000 3_Honeywel 100 0.112 0.345 0.427 0.358 
372 3 500000 1 500000 4_Datalogic 0 0.056 0.127 0.091 0.194 
373 3 750000 4 3000000 1_Intermec 0 0.587 0.210 0.262 0.172 
373 3 750000 4 3000000 2_Motorola 0 0.302 0.452 0.340 0.421 
373 3 750000 4 3000000 3_Honeywel 100 0.071 0.242 0.327 0.256 
373 3 750000 4 3000000 4_Datalogic 0 0.041 0.096 0.071 0.152 
374 3 200000 2 400000 1_Intermec 0 0.616 0.218 0.278 0.170 
374 3 200000 2 400000 2_Motorola 0 0.226 0.361 0.265 0.314 
374 3 200000 2 400000 3_Honeywel 100 0.056 0.200 0.283 0.203 
374 3 200000 2 400000 4_Datalogic 0 0.101 0.221 0.174 0.313 
375 3 10000 3 30000 1_Intermec 100 0.680 0.255 0.299 0.195 
375 3 10000 3 30000 2_Motorola 0 0.074 0.130 0.081 0.105 
375 3 10000 3 30000 3_Honeywel 0 0.108 0.334 0.412 0.326 
375 3 10000 3 30000 4_Datalogic 0 0.138 0.281 0.209 0.373 
376 3 20000 2 40000 1_Intermec 100 0.664 0.342 0.433 0.278 
376 3 20000 2 40000 2_Motorola 0 0.162 0.279 0.211 0.241 
376 3 20000 2 40000 3_Honeywel 0 0.009 0.038 0.061 0.039 
376 3 20000 2 40000 4_Datalogic 0 0.166 0.341 0.294 0.443 
377 3 90000 2 180000 1_Intermec 100 0.703 0.341 0.399 0.289 
377 3 90000 2 180000 2_Motorola 0 0.190 0.324 0.225 0.295 
377 3 90000 2 180000 3_Honeywel 0 0.057 0.213 0.286 0.226 
377 3 90000 2 180000 4_Datalogic 0 0.050 0.121 0.089 0.190 
378 3 6000 1 6000 1_Intermec 100 0.723 0.362 0.428 0.299 
378 3 6000 1 6000 2_Motorola 0 0.151 0.271 0.186 0.237 
378 3 6000 1 6000 3_Honeywel 0 0.043 0.170 0.236 0.175 
378 3 6000 1 6000 4_Datalogic 0 0.083 0.197 0.149 0.288 
379 3 200000 4 800000 1_Intermec 100 0.646 0.275 0.345 0.225 
379 3 200000 4 800000 2_Motorola 0 0.250 0.412 0.310 0.374 
379 3 200000 4 800000 3_Honeywel 0 0.038 0.152 0.221 0.160 
379 3 200000 4 800000 4_Datalogic 0 0.066 0.160 0.124 0.241 
380 3 10000 3 30000 1_Intermec 100 0.721 0.351 0.415 0.294 
380 3 10000 3 30000 2_Motorola 0 0.173 0.313 0.215 0.281 
380 3 10000 3 30000 3_Honeywel 0 0.048 0.192 0.263 0.203 
380 3 10000 3 30000 4_Datalogic 0 0.057 0.144 0.107 0.223 
381 3 15000 4 60000 1_Intermec 100 0.668 0.250 0.295 0.194 
381 3 15000 4 60000 2_Motorola 0 0.111 0.185 0.120 0.155 
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381 3 15000 4 60000 3_Honeywel 0 0.111 0.336 0.416 0.334 
381 3 15000 4 60000 4_Datalogic 0 0.110 0.229 0.169 0.317 
382 3 125000 1 125000 1_Intermec 100 0.731 0.342 0.387 0.284 
382 3 125000 1 125000 2_Motorola 0 0.125 0.222 0.143 0.195 
382 3 125000 1 125000 3_Honeywel 0 0.088 0.302 0.376 0.315 
382 3 125000 1 125000 4_Datalogic 0 0.056 0.134 0.095 0.205 
383 3 10000 2 20000 1_Intermec 100 0.789 0.507 0.574 0.435 
383 3 10000 2 20000 2_Motorola 0 0.093 0.176 0.118 0.151 
383 3 10000 2 20000 3_Honeywel 0 0.022 0.094 0.137 0.097 
383 3 10000 2 20000 4_Datalogic 0 0.095 0.223 0.171 0.317 
384 3 15000 1 15000 1_Intermec 100 0.660 0.337 0.434 0.275 
384 3 15000 1 15000 2_Motorola 0 0.201 0.342 0.268 0.301 
384 3 15000 1 15000 3_Honeywel 0 0.007 0.031 0.050 0.031 
384 3 15000 1 15000 4_Datalogic 0 0.132 0.290 0.248 0.393 
385 3 125000 3 375000 1_Intermec 100 0.707 0.345 0.398 0.299 
385 3 125000 3 375000 2_Motorola 0 0.196 0.335 0.231 0.312 
385 3 125000 3 375000 3_Honeywel 0 0.066 0.242 0.316 0.262 
385 3 125000 3 375000 4_Datalogic 0 0.031 0.077 0.055 0.127 
386 3 675000 2 1350000 1_Intermec 100 0.790 0.521 0.569 0.480 
386 3 675000 2 1350000 2_Motorola 0 0.146 0.261 0.176 0.243 
386 3 675000 2 1350000 3_Honeywel 0 0.038 0.151 0.207 0.166 
386 3 675000 2 1350000 4_Datalogic 0 0.026 0.067 0.048 0.112 
387 3 40000 4 160000 1_Intermec 0 0.598 0.219 0.285 0.173 
387 3 40000 4 160000 2_Motorola 100 0.270 0.422 0.325 0.375 
387 3 40000 4 160000 3_Honeywel 0 0.040 0.152 0.224 0.155 
387 3 40000 4 160000 4_Datalogic 0 0.092 0.207 0.165 0.296 
388 3 45000 3 135000 1_Intermec 0 0.657 0.354 0.436 0.311 
388 3 45000 3 135000 2_Motorola 100 0.296 0.490 0.388 0.474 
388 3 45000 3 135000 3_Honeywel 0 0.017 0.075 0.114 0.082 
388 3 45000 3 135000 4_Datalogic 0 0.030 0.081 0.062 0.133 
389 3 25000 4 100000 1_Intermec 0 0.713 0.317 0.368 0.249 
389 3 25000 4 100000 2_Motorola 100 0.083 0.151 0.096 0.124 
389 3 25000 4 100000 3_Honeywel 0 0.070 0.247 0.321 0.245 
389 3 25000 4 100000 4_Datalogic 0 0.133 0.285 0.214 0.382 
390 3 50000 4 200000 1_Intermec 0 0.444 0.121 0.173 0.090 
390 3 50000 4 200000 2_Motorola 100 0.323 0.437 0.373 0.380 
390 3 50000 4 200000 3_Honeywel 0 0.019 0.071 0.116 0.070 
390 3 50000 4 200000 4_Datalogic 0 0.213 0.371 0.338 0.459 
391 3 100000 3 300000 1_Intermec 0 0.585 0.179 0.234 0.133 
391 3 100000 3 300000 2_Motorola 100 0.166 0.264 0.189 0.218 
391 3 100000 3 300000 3_Honeywel 0 0.056 0.191 0.275 0.186 
391 3 100000 3 300000 4_Datalogic 0 0.194 0.365 0.302 0.463 
392 3 275000 4 1100000 1_Intermec 0 0.575 0.211 0.275 0.168 
392 3 275000 4 1100000 2_Motorola 100 0.319 0.485 0.386 0.442 
392 3 275000 4 1100000 3_Honeywel 0 0.036 0.140 0.208 0.145 
392 3 275000 4 1100000 4_Datalogic 0 0.071 0.165 0.131 0.245 
393 3 500000 1 500000 1_Intermec 0 0.612 0.224 0.294 0.171 
393 3 500000 1 500000 2_Motorola 100 0.183 0.304 0.225 0.256 
393 3 500000 1 500000 3_Honeywel 0 0.032 0.123 0.186 0.122 
393 3 500000 1 500000 4_Datalogic 0 0.173 0.350 0.294 0.452 
394 3 750000 3 2250000 1_Intermec 0 0.628 0.254 0.313 0.212 
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394 3 750000 3 2250000 2_Motorola 100 0.279 0.445 0.331 0.416 
394 3 750000 3 2250000 3_Honeywel 0 0.055 0.207 0.285 0.221 
394 3 750000 3 2250000 4_Datalogic 0 0.038 0.094 0.070 0.151 
395 3 200000 1 200000 1_Intermec 0 0.691 0.328 0.397 0.276 
395 3 200000 1 200000 2_Motorola 100 0.217 0.378 0.273 0.346 
395 3 200000 1 200000 3_Honeywel 0 0.040 0.164 0.233 0.175 
395 3 200000 1 200000 4_Datalogic 0 0.051 0.130 0.097 0.203 
396 3 10000 4 40000 1_Intermec 0 0.661 0.268 0.332 0.212 
396 3 10000 4 40000 2_Motorola 100 0.178 0.300 0.213 0.259 
396 3 10000 4 40000 3_Honeywel 0 0.052 0.192 0.269 0.194 
396 3 10000 4 40000 4_Datalogic 0 0.109 0.240 0.187 0.336 
397 3 15000 3 45000 1_Intermec 50 0.674 0.295 0.374 0.231 
397 3 15000 3 45000 2_Motorola 50 0.153 0.274 0.197 0.232 
397 3 15000 3 45000 3_Honeywel 0 0.027 0.111 0.167 0.111 
397 3 15000 3 45000 4_Datalogic 0 0.146 0.320 0.262 0.426 
398 3 125000 3 375000 1_Intermec 50 0.645 0.248 0.308 0.194 
398 3 125000 3 375000 2_Motorola 50 0.174 0.286 0.202 0.245 
398 3 125000 3 375000 3_Honeywel 0 0.059 0.208 0.288 0.209 
398 3 125000 3 375000 4_Datalogic 0 0.122 0.258 0.202 0.353 
399 3 5000 1 5000 1_Intermec 50 0.763 0.392 0.427 0.327 
399 3 5000 1 5000 2_Motorola 50 0.073 0.135 0.082 0.115 
399 3 5000 1 5000 3_Honeywel 0 0.094 0.312 0.377 0.319 
399 3 5000 1 5000 4_Datalogic 0 0.069 0.162 0.113 0.239 
400 3 100000 4 400000 1_Intermec 50 0.594 0.191 0.245 0.149 
400 3 100000 4 400000 2_Motorola 50 0.250 0.384 0.282 0.337 
400 3 100000 4 400000 3_Honeywel 0 0.071 0.239 0.330 0.243 
400 3 100000 4 400000 4_Datalogic 0 0.086 0.186 0.144 0.271 
401 3 125000 1 125000 1_Intermec 50 0.555 0.163 0.210 0.125 
401 3 125000 1 125000 2_Motorola 50 0.259 0.373 0.277 0.325 
401 3 125000 1 125000 3_Honeywel 0 0.083 0.256 0.350 0.258 
401 3 125000 1 125000 4_Datalogic 0 0.103 0.208 0.163 0.293 
402 3 40000 2 80000 1_Intermec 50 0.713 0.346 0.417 0.284 
402 3 40000 2 80000 2_Motorola 50 0.164 0.295 0.206 0.259 
402 3 40000 2 80000 3_Honeywel 0 0.039 0.157 0.223 0.163 
402 3 40000 2 80000 4_Datalogic 0 0.084 0.201 0.154 0.294 
403 3 125000 4 500000 1_Intermec 50 0.704 0.327 0.398 0.264 
403 3 125000 4 500000 2_Motorola 50 0.161 0.289 0.203 0.251 
403 3 125000 4 500000 3_Honeywel 0 0.039 0.157 0.224 0.161 
403 3 125000 4 500000 4_Datalogic 0 0.096 0.226 0.175 0.324 
404 3 25000 2 50000 1_Intermec 50 0.744 0.420 0.487 0.368 
404 3 25000 2 50000 2_Motorola 50 0.181 0.330 0.231 0.305 
404 3 25000 2 50000 3_Honeywel 0 0.035 0.145 0.205 0.158 
404 3 25000 2 50000 4_Datalogic 0 0.040 0.105 0.077 0.169 
405 3 50000 3 150000 1_Intermec 50 0.695 0.351 0.423 0.301 
405 3 50000 3 150000 2_Motorola 50 0.230 0.400 0.293 0.373 
405 3 50000 3 150000 3_Honeywel 0 0.033 0.140 0.201 0.151 
405 3 50000 3 150000 4_Datalogic 0 0.042 0.109 0.082 0.175 
406 3 100000 2 200000 1_Intermec 50 0.672 0.328 0.406 0.275 
406 3 100000 2 200000 2_Motorola 50 0.241 0.409 0.310 0.375 
406 3 100000 2 200000 3_Honeywel 0 0.026 0.111 0.166 0.118 
406 3 100000 2 200000 4_Datalogic 0 0.061 0.152 0.118 0.232 
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407 3 250000 3 750000 1_Intermec 50 0.740 0.353 0.393 0.286 
407 3 250000 3 750000 2_Motorola 50 0.075 0.136 0.084 0.114 
407 3 250000 3 750000 3_Honeywel 0 0.093 0.306 0.375 0.308 
407 3 250000 3 750000 4_Datalogic 0 0.092 0.205 0.148 0.292 
408 3 275000 4 1100000 1_Intermec 50 0.735 0.410 0.492 0.341 
408 3 275000 4 1100000 2_Motorola 50 0.141 0.259 0.183 0.225 
408 3 275000 4 1100000 3_Honeywel 0 0.020 0.088 0.132 0.091 
408 3 275000 4 1100000 4_Datalogic 0 0.103 0.243 0.192 0.343 
409 3 500000 1 500000 1_Intermec 10 0.617 0.210 0.259 0.158 
409 3 500000 1 500000 2_Motorola 10 0.117 0.191 0.129 0.157 
409 3 500000 1 500000 3_Honeywel 10 0.080 0.255 0.339 0.249 
409 3 500000 1 500000 4_Datalogic 70 0.185 0.344 0.274 0.436 
410 3 750000 4 3000000 1_Intermec 10 0.760 0.467 0.544 0.411 
410 3 750000 4 3000000 2_Motorola 10 0.166 0.304 0.216 0.277 
410 3 750000 4 3000000 3_Honeywel 10 0.021 0.093 0.137 0.099 
410 3 750000 4 3000000 4_Datalogic 70 0.053 0.136 0.104 0.213 
411 3 200000 3 600000 1_Intermec 10 0.649 0.327 0.424 0.266 
411 3 200000 3 600000 2_Motorola 10 0.204 0.344 0.271 0.302 
411 3 200000 3 600000 3_Honeywel 10 0.006 0.026 0.043 0.027 
411 3 200000 3 600000 4_Datalogic 70 0.141 0.303 0.262 0.405 
412 3 10000 1 10000 1_Intermec 10 0.709 0.328 0.383 0.260 
412 3 10000 1 10000 2_Motorola 10 0.094 0.169 0.110 0.140 
412 3 10000 1 10000 3_Honeywel 10 0.058 0.211 0.282 0.210 
412 3 10000 1 10000 4_Datalogic 70 0.138 0.293 0.224 0.390 
413 3 20000 4 80000 1_Intermec 10 0.575 0.208 0.278 0.159 
413 3 20000 4 80000 2_Motorola 10 0.154 0.257 0.192 0.215 
413 3 20000 4 80000 3_Honeywel 10 0.021 0.083 0.130 0.082 
413 3 20000 4 80000 4_Datalogic 70 0.250 0.451 0.400 0.544 
414 3 90000 3 270000 1_Intermec 10 0.748 0.369 0.410 0.308 
414 3 90000 3 270000 2_Motorola 10 0.104 0.187 0.118 0.163 
414 3 90000 3 270000 3_Honeywel 10 0.088 0.300 0.371 0.311 
414 3 90000 3 270000 4_Datalogic 70 0.060 0.143 0.101 0.217 
415 3 6000 1 6000 1_Intermec 10 0.543 0.137 0.172 0.101 
415 3 6000 1 6000 2_Motorola 10 0.130 0.188 0.126 0.153 
415 3 6000 1 6000 3_Honeywel 10 0.158 0.385 0.476 0.372 
415 3 6000 1 6000 4_Datalogic 70 0.168 0.289 0.225 0.374 
416 3 200000 1 200000 1_Intermec 10 0.503 0.130 0.176 0.095 
416 3 200000 1 200000 2_Motorola 10 0.207 0.298 0.222 0.247 
416 3 200000 1 200000 3_Honeywel 10 0.058 0.184 0.269 0.178 
416 3 200000 1 200000 4_Datalogic 70 0.231 0.389 0.333 0.479 
417 3 10000 3 30000 1_Intermec 10 0.463 0.128 0.176 0.098 
417 3 10000 3 30000 2_Motorola 10 0.405 0.540 0.455 0.487 
417 3 10000 3 30000 3_Honeywel 10 0.038 0.135 0.207 0.137 
417 3 10000 3 30000 4_Datalogic 70 0.094 0.196 0.162 0.278 
418 3 750 4 3000 1_Intermec 10 0.724 0.330 0.379 0.266 
418 3 750 4 3000 2_Motorola 30 0.106 0.190 0.122 0.161 
418 3 750 4 3000 3_Honeywel 10 0.077 0.269 0.344 0.272 
418 3 750 4 3000 4_Datalogic 50 0.093 0.211 0.154 0.301 
419 3 100000 3 300000 1_Intermec 10 0.703 0.330 0.400 0.269 
419 3 100000 3 300000 2_Motorola 30 0.167 0.298 0.209 0.260 
419 3 100000 3 300000 3_Honeywel 10 0.040 0.159 0.227 0.164 
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419 3 100000 3 300000 4_Datalogic 50 0.090 0.212 0.164 0.307 
420 3 250000 2 500000 1_Intermec 10 0.515 0.143 0.195 0.107 
420 3 250000 2 500000 2_Motorola 30 0.295 0.419 0.331 0.361 
420 3 250000 2 500000 3_Honeywel 10 0.047 0.160 0.241 0.159 
420 3 250000 2 500000 4_Datalogic 50 0.144 0.278 0.233 0.373 
421 3 275000 4 1100000 1_Intermec 10 0.677 0.368 0.455 0.317 
421 3 275000 4 1100000 2_Motorola 30 0.258 0.436 0.340 0.409 
421 3 275000 4 1100000 3_Honeywel 10 0.015 0.067 0.104 0.072 
421 3 275000 4 1100000 4_Datalogic 50 0.050 0.129 0.101 0.202 
422 3 500000 4 2000000 1_Intermec 10 0.564 0.221 0.286 0.170 
422 3 500000 4 2000000 2_Motorola 30 0.103 0.181 0.129 0.151 
422 3 500000 4 2000000 3_Honeywel 10 0.017 0.070 0.109 0.070 
422 3 500000 4 2000000 4_Datalogic 50 0.315 0.528 0.475 0.609 
423 3 750000 2 1500000 1_Intermec 10 0.558 0.169 0.215 0.132 
423 3 750000 2 1500000 2_Motorola 30 0.281 0.402 0.299 0.359 
423 3 750000 2 1500000 3_Honeywel 10 0.089 0.275 0.368 0.282 
423 3 750000 2 1500000 4_Datalogic 50 0.072 0.153 0.117 0.227 
424 3 200000 1 200000 1_Intermec 10 0.537 0.135 0.170 0.101 
424 3 200000 1 200000 2_Motorola 30 0.178 0.250 0.172 0.209 
424 3 200000 1 200000 3_Honeywel 10 0.163 0.396 0.490 0.389 
424 3 200000 1 200000 4_Datalogic 50 0.121 0.220 0.168 0.301 
425 3 10000 1 10000 1_Intermec 10 0.632 0.263 0.324 0.220 
425 3 10000 1 10000 2_Motorola 30 0.280 0.450 0.337 0.422 
425 3 10000 1 10000 3_Honeywel 10 0.050 0.190 0.266 0.204 
425 3 10000 1 10000 4_Datalogic 50 0.039 0.097 0.072 0.155 
426 3 20000 3 60000 1_Intermec 10 0.759 0.458 0.534 0.383 
426 3 20000 3 60000 2_Motorola 30 0.098 0.183 0.125 0.155 
426 3 20000 3 60000 3_Honeywel 10 0.019 0.080 0.120 0.082 
426 3 20000 3 60000 4_Datalogic 50 0.124 0.278 0.221 0.380 
427 3 90000 1 90000 1_Intermec 10 0.586 0.211 0.276 0.159 
427 3 90000 1 90000 2_Motorola 30 0.126 0.215 0.155 0.177 
427 3 90000 1 90000 3_Honeywel 10 0.028 0.107 0.163 0.105 
427 3 90000 1 90000 4_Datalogic 50 0.260 0.467 0.407 0.558 
428 3 175000 4 700000 1_Intermec 10 0.459 0.118 0.163 0.089 
428 3 175000 4 700000 2_Motorola 30 0.389 0.513 0.425 0.457 
428 3 175000 4 700000 3_Honeywel 10 0.046 0.156 0.236 0.156 
428 3 175000 4 700000 4_Datalogic 50 0.107 0.213 0.176 0.298 
429 3 1000000 1 1000000 1_Intermec 10 0.553 0.194 0.259 0.147 
429 3 1000000 1 1000000 2_Motorola 30 0.149 0.247 0.184 0.206 
429 3 1000000 1 1000000 3_Honeywel 10 0.022 0.083 0.130 0.083 
429 3 1000000 1 1000000 4_Datalogic 50 0.276 0.476 0.427 0.564 
430 3 375000 3 1125000 1_Intermec 10 0.509 0.147 0.199 0.110 
430 3 375000 3 1125000 2_Motorola 30 0.238 0.343 0.267 0.292 
430 3 375000 3 1125000 3_Honeywel 10 0.041 0.140 0.212 0.138 
430 3 375000 3 1125000 4_Datalogic 50 0.212 0.370 0.321 0.461 
431 3 500000 2 1000000 1_Intermec 10 0.573 0.243 0.328 0.192 
431 3 500000 2 1000000 2_Motorola 30 0.214 0.342 0.277 0.298 
431 3 500000 2 1000000 3_Honeywel 10 0.005 0.022 0.037 0.022 
431 3 500000 2 1000000 4_Datalogic 50 0.208 0.393 0.358 0.488 
432 3 750000 1 750000 1_Intermec 30 0.670 0.310 0.390 0.246 
432 3 750000 1 750000 2_Motorola 30 0.159 0.279 0.203 0.238 
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432 3 750000 1 750000 3_Honeywel 30 0.023 0.096 0.146 0.097 
432 3 750000 1 750000 4_Datalogic 10 0.147 0.316 0.261 0.419 
433 3 200000 4 800000 1_Intermec 30 0.474 0.109 0.143 0.084 
433 3 200000 4 800000 2_Motorola 30 0.328 0.420 0.315 0.374 
433 3 200000 4 800000 3_Honeywel 30 0.128 0.336 0.439 0.342 
433 3 200000 4 800000 4_Datalogic 10 0.070 0.135 0.103 0.201 
434 3 10000 1 10000 1_Intermec 30 0.340 0.073 0.097 0.055 
434 3 10000 1 10000 2_Motorola 30 0.525 0.588 0.500 0.547 
434 3 10000 1 10000 3_Honeywel 30 0.080 0.231 0.319 0.235 
434 3 10000 1 10000 4_Datalogic 10 0.055 0.108 0.084 0.163 
435 3 20000 1 20000 1_Intermec 30 0.755 0.460 0.514 0.418 
435 3 20000 1 20000 2_Motorola 30 0.178 0.311 0.215 0.293 
435 3 20000 1 20000 3_Honeywel 30 0.042 0.164 0.224 0.181 
435 3 20000 1 20000 4_Datalogic 10 0.025 0.065 0.047 0.108 
436 3 90000 4 360000 1_Intermec 30 0.686 0.366 0.456 0.309 
436 3 90000 4 360000 2_Motorola 30 0.226 0.388 0.298 0.353 
436 3 90000 4 360000 3_Honeywel 30 0.015 0.066 0.103 0.070 
436 3 90000 4 360000 4_Datalogic 10 0.073 0.179 0.143 0.268 
437 3 6000 2 12000 1_Intermec 30 0.531 0.171 0.233 0.133 
437 3 6000 2 12000 2_Motorola 30 0.342 0.501 0.413 0.449 
437 3 6000 2 12000 3_Honeywel 30 0.029 0.113 0.176 0.115 
437 3 6000 2 12000 4_Datalogic 10 0.098 0.214 0.177 0.304 
438 3 200000 4 800000 1_Intermec 30 0.639 0.224 0.270 0.176 
438 3 200000 4 800000 2_Motorola 30 0.162 0.257 0.173 0.221 
438 3 200000 4 800000 3_Honeywel 30 0.115 0.341 0.426 0.345 
438 3 200000 4 800000 4_Datalogic 10 0.084 0.178 0.132 0.257 
439 3 10000 2 20000 1_Intermec 30 0.551 0.184 0.254 0.139 
439 3 10000 2 20000 2_Motorola 30 0.233 0.364 0.290 0.310 
439 3 10000 2 20000 3_Honeywel 30 0.019 0.076 0.122 0.075 
439 3 10000 2 20000 4_Datalogic 10 0.197 0.377 0.334 0.476 
440 3 15000 3 45000 1_Intermec 30 0.634 0.273 0.349 0.221 
440 3 15000 3 45000 2_Motorola 30 0.258 0.423 0.327 0.382 
440 3 15000 3 45000 3_Honeywel 30 0.028 0.116 0.175 0.121 
440 3 15000 3 45000 4_Datalogic 10 0.079 0.187 0.149 0.276 
441 3 125000 1 125000 1_Intermec 30 0.594 0.200 0.255 0.157 
441 3 125000 1 125000 2_Motorola 30 0.264 0.405 0.301 0.360 
441 3 125000 1 125000 3_Honeywel 30 0.064 0.222 0.310 0.228 
441 3 125000 1 125000 4_Datalogic 10 0.078 0.173 0.134 0.255 
442 3 10000 2 20000 1_Intermec 30 0.616 0.205 0.257 0.154 
442 3 10000 2 20000 2_Motorola 30 0.121 0.200 0.136 0.164 
442 3 10000 2 20000 3_Honeywel 30 0.070 0.231 0.315 0.225 
442 3 10000 2 20000 4_Datalogic 10 0.193 0.363 0.291 0.458 
443 3 15000 1 15000 1_Intermec 30 0.748 0.411 0.474 0.345 
443 3 15000 1 15000 2_Motorola 30 0.130 0.236 0.160 0.206 
443 3 15000 1 15000 3_Honeywel 30 0.039 0.155 0.216 0.160 
443 3 15000 1 15000 4_Datalogic 10 0.083 0.198 0.149 0.289 
444 3 125000 2 250000 1_Intermec 30 0.822 0.580 0.628 0.528 
444 3 125000 2 250000 2_Motorola 30 0.104 0.192 0.127 0.172 
444 3 125000 2 250000 3_Honeywel 30 0.028 0.115 0.162 0.123 
444 3 125000 2 250000 4_Datalogic 10 0.045 0.112 0.082 0.177 
445 3 675000 5 3375000 1_Intermec 30 0.793 0.495 0.537 0.444 
    196
445 3 675000 5 3375000 2_Motorola 30 0.122 0.223 0.145 0.203 
445 3 675000 5 3375000 3_Honeywel 30 0.050 0.192 0.254 0.207 
445 3 675000 5 3375000 4_Datalogic 10 0.035 0.090 0.064 0.146 
446 3 40000 5 200000 1_Intermec 30 0.581 0.179 0.217 0.145 
446 3 40000 5 200000 2_Motorola 30 0.216 0.319 0.220 0.289 
446 3 40000 5 200000 3_Honeywel 30 0.171 0.433 0.513 0.454 
446 3 40000 5 200000 4_Datalogic 10 0.032 0.070 0.050 0.112 
447 3 45000 4 180000 1_Intermec 30 0.677 0.345 0.403 0.307 
447 3 45000 4 180000 2_Motorola 30 0.258 0.422 0.308 0.409 
447 3 45000 4 180000 3_Honeywel 30 0.049 0.190 0.258 0.211 
447 3 45000 4 180000 4_Datalogic 10 0.016 0.043 0.031 0.073 
448 3 25000 1 25000 1_Intermec 55 0.654 0.284 0.351 0.232 
448 3 25000 1 25000 2_Motorola 5 0.233 0.383 0.283 0.345 
448 3 25000 1 25000 3_Honeywel 5 0.043 0.166 0.236 0.173 
448 3 25000 1 25000 4_Datalogic 35 0.071 0.167 0.129 0.250 
449 3 50000 3 150000 1_Intermec 55 0.636 0.218 0.274 0.165 
449 3 50000 3 150000 2_Motorola 5 0.155 0.258 0.179 0.215 
449 3 50000 3 150000 3_Honeywel 5 0.065 0.226 0.313 0.223 
449 3 50000 3 150000 4_Datalogic 35 0.144 0.298 0.234 0.397 
450 3 100000 1 100000 1_Intermec 55 0.683 0.343 0.420 0.274 
450 3 100000 1 100000 2_Motorola 5 0.104 0.188 0.131 0.157 
450 3 100000 1 100000 3_Honeywel 5 0.020 0.084 0.126 0.084 
450 3 100000 1 100000 4_Datalogic 35 0.193 0.385 0.323 0.485 
451 3 275000 2 550000 1_Intermec 55 0.628 0.217 0.264 0.164 
451 3 275000 2 550000 2_Motorola 5 0.097 0.161 0.105 0.131 
451 3 275000 2 550000 3_Honeywel 5 0.091 0.281 0.364 0.274 
451 3 275000 2 550000 4_Datalogic 35 0.183 0.341 0.267 0.432 
452 3 500000 4 2000000 1_Intermec 55 0.732 0.419 0.499 0.348 
452 3 500000 4 2000000 2_Motorola 5 0.128 0.232 0.164 0.199 
452 3 500000 4 2000000 3_Honeywel 5 0.019 0.079 0.119 0.081 
452 3 500000 4 2000000 4_Datalogic 35 0.121 0.271 0.218 0.372 
453 3 750000 1 750000 1_Intermec 55 0.637 0.279 0.365 0.220 
453 3 750000 1 750000 2_Motorola 5 0.190 0.324 0.248 0.279 
453 3 750000 1 750000 3_Honeywel 5 0.015 0.065 0.103 0.066 
453 3 750000 1 750000 4_Datalogic 35 0.157 0.332 0.284 0.436 
454 3 200000 4 800000 1_Intermec 55 0.821 0.607 0.675 0.555 
454 3 200000 4 800000 2_Motorola 5 0.114 0.210 0.145 0.187 
454 3 200000 4 800000 3_Honeywel 5 0.012 0.053 0.080 0.057 
454 3 200000 4 800000 4_Datalogic 35 0.052 0.130 0.099 0.202 
455 3 10000 4 40000 1_Intermec 55 0.683 0.261 0.306 0.204 
455 3 10000 4 40000 2_Motorola 5 0.111 0.190 0.122 0.159 
455 3 10000 4 40000 3_Honeywel 5 0.105 0.330 0.411 0.330 
455 3 10000 4 40000 4_Datalogic 35 0.102 0.219 0.161 0.307 
456 3 15000 3 45000 1_Intermec 55 0.650 0.241 0.302 0.185 
456 3 15000 3 45000 2_Motorola 5 0.148 0.251 0.174 0.210 
456 3 15000 3 45000 3_Honeywel 5 0.057 0.204 0.285 0.202 
456 3 15000 3 45000 4_Datalogic 35 0.146 0.303 0.240 0.403 
457 3 125000 4 500000 1_Intermec 55 0.794 0.531 0.595 0.468 
457 3 125000 4 500000 2_Motorola 5 0.113 0.207 0.141 0.181 
457 3 125000 4 500000 3_Honeywel 5 0.022 0.093 0.135 0.097 
457 3 125000 4 500000 4_Datalogic 35 0.071 0.170 0.129 0.253 
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458 3 5000 2 10000 1_Intermec 55 0.608 0.215 0.282 0.164 
458 3 5000 2 10000 2_Motorola 5 0.201 0.328 0.245 0.279 
458 3 5000 2 10000 3_Honeywel 5 0.037 0.141 0.211 0.140 
458 3 5000 2 10000 4_Datalogic 35 0.153 0.316 0.262 0.417 
459 3 100000 5 500000 1_Intermec 55 0.731 0.328 0.360 0.261 
459 3 100000 5 500000 2_Motorola 5 0.042 0.077 0.046 0.063 
459 3 100000 5 500000 3_Honeywel 5 0.133 0.390 0.450 0.388 
459 3 100000 5 500000 4_Datalogic 35 0.094 0.205 0.144 0.287 
460 3 125000 3 375000 1_Intermec 55 0.685 0.318 0.399 0.254 
460 3 125000 3 375000 2_Motorola 5 0.173 0.307 0.223 0.265 
460 3 125000 3 375000 3_Honeywel 5 0.026 0.107 0.161 0.109 
460 3 125000 3 375000 4_Datalogic 35 0.117 0.269 0.217 0.372 
461 3 40000 1 40000 1_Intermec 55 0.554 0.165 0.212 0.122 
461 3 40000 1 40000 2_Motorola 5 0.113 0.180 0.123 0.146 
461 3 40000 1 40000 3_Honeywel 5 0.065 0.208 0.289 0.201 
461 3 40000 1 40000 4_Datalogic 35 0.269 0.447 0.376 0.531 
462 3 125000 3 375000 1_Intermec 55 0.725 0.411 0.490 0.353 
462 3 125000 3 375000 2_Motorola 5 0.191 0.338 0.246 0.308 
462 3 125000 3 375000 3_Honeywel 5 0.023 0.098 0.145 0.104 
462 3 125000 3 375000 4_Datalogic 35 0.061 0.153 0.118 0.235 
463 3 25000 4 100000 1_Intermec 55 0.677 0.347 0.439 0.283 
463 3 25000 4 100000 2_Motorola 5 0.190 0.329 0.251 0.288 
463 3 25000 4 100000 3_Honeywel 5 0.012 0.051 0.081 0.052 
463 3 25000 4 100000 4_Datalogic 35 0.122 0.274 0.229 0.376 
464 3 50000 3 150000 1_Intermec 60 0.729 0.376 0.443 0.323 
464 3 50000 3 150000 2_Motorola 0 0.185 0.337 0.234 0.309 
464 3 50000 3 150000 3_Honeywel 40 0.041 0.171 0.237 0.184 
464 3 50000 3 150000 4_Datalogic 0 0.044 0.116 0.085 0.185 
465 3 100000 2 200000 1_Intermec 60 0.608 0.198 0.240 0.158 
465 3 100000 2 200000 2_Motorola 0 0.196 0.297 0.204 0.263 
465 3 100000 2 200000 3_Honeywel 40 0.140 0.383 0.468 0.395 
465 3 100000 2 200000 4_Datalogic 0 0.056 0.121 0.088 0.184 
466 3 25000 2 50000 1_Intermec 60 0.559 0.149 0.183 0.109 
466 3 25000 2 50000 2_Motorola 0 0.074 0.113 0.072 0.090 
466 3 25000 2 50000 3_Honeywel 40 0.183 0.425 0.504 0.406 
466 3 25000 2 50000 4_Datalogic 0 0.184 0.313 0.241 0.394 
467 3 50000 1 50000 1_Intermec 60 0.716 0.309 0.351 0.248 
467 3 50000 1 50000 2_Motorola 0 0.096 0.170 0.107 0.144 
467 3 50000 1 50000 3_Honeywel 40 0.107 0.340 0.413 0.345 
467 3 50000 1 50000 4_Datalogic 0 0.080 0.181 0.129 0.263 
468 3 100000 2 200000 1_Intermec 60 0.468 0.108 0.148 0.079 
468 3 100000 2 200000 2_Motorola 0 0.257 0.343 0.262 0.287 
468 3 100000 2 200000 3_Honeywel 40 0.070 0.207 0.301 0.202 
468 3 100000 2 200000 4_Datalogic 0 0.205 0.341 0.289 0.432 
469 3 250000 4 1000000 1_Intermec 60 0.727 0.363 0.418 0.301 
469 3 250000 4 1000000 2_Motorola 0 0.133 0.234 0.156 0.203 
469 3 250000 4 1000000 3_Honeywel 40 0.060 0.217 0.288 0.224 
469 3 250000 4 1000000 4_Datalogic 0 0.081 0.186 0.138 0.272 
470 3 275000 4 1100000 1_Intermec 60 0.724 0.347 0.399 0.296 
470 3 275000 4 1100000 2_Motorola 0 0.170 0.303 0.203 0.277 
470 3 275000 4 1100000 3_Honeywel 40 0.068 0.254 0.330 0.273 
    198
470 3 275000 4 1100000 4_Datalogic 0 0.037 0.095 0.068 0.154 
471 3 500000 3 1500000 1_Intermec 60 0.756 0.455 0.528 0.396 
471 3 500000 3 1500000 2_Motorola 0 0.157 0.284 0.200 0.256 
471 3 500000 3 1500000 3_Honeywel 40 0.025 0.106 0.154 0.112 
471 3 500000 3 1500000 4_Datalogic 0 0.062 0.155 0.118 0.236 
472 3 750000 2 1500000 1_Intermec 60 0.574 0.195 0.243 0.161 
472 3 750000 2 1500000 2_Motorola 0 0.317 0.469 0.352 0.442 
472 3 750000 2 1500000 3_Honeywel 40 0.080 0.266 0.354 0.285 
472 3 750000 2 1500000 4_Datalogic 0 0.029 0.069 0.051 0.113 
473 3 200000 2 400000 1_Intermec 60 0.629 0.234 0.299 0.184 
473 3 200000 2 400000 2_Motorola 0 0.223 0.365 0.269 0.318 
473 3 200000 2 400000 3_Honeywel 40 0.046 0.174 0.252 0.177 
473 3 200000 2 400000 4_Datalogic 0 0.101 0.227 0.179 0.321 
474 3 10000 4 40000 1_Intermec 60 0.683 0.290 0.352 0.234 
474 3 10000 4 40000 2_Motorola 0 0.179 0.308 0.215 0.269 
474 3 10000 4 40000 3_Honeywel 40 0.056 0.209 0.288 0.215 
474 3 10000 4 40000 4_Datalogic 0 0.082 0.193 0.146 0.282 
475 3 20000 4 80000 1_Intermec 60 0.701 0.309 0.370 0.250 
475 3 20000 4 80000 2_Motorola 0 0.160 0.282 0.192 0.246 
475 3 20000 4 80000 3_Honeywel 40 0.058 0.217 0.294 0.223 
475 3 20000 4 80000 4_Datalogic 0 0.081 0.192 0.144 0.281 
476 3 90000 4 360000 1_Intermec 60 0.669 0.273 0.330 0.220 
476 3 90000 4 360000 2_Motorola 0 0.190 0.317 0.221 0.279 
476 3 90000 4 360000 3_Honeywel 40 0.067 0.239 0.320 0.246 
476 3 90000 4 360000 4_Datalogic 0 0.074 0.172 0.129 0.254 
477 3 175000 2 350000 1_Intermec 60 0.741 0.394 0.462 0.330 
477 3 175000 2 350000 2_Motorola 0 0.146 0.268 0.183 0.236 
477 3 175000 2 350000 3_Honeywel 40 0.037 0.153 0.216 0.160 
477 3 175000 2 350000 4_Datalogic 0 0.075 0.185 0.139 0.275 
478 3 100000 5 500000 1_Intermec 60 0.656 0.297 0.371 0.231 
478 3 100000 5 500000 2_Motorola 0 0.096 0.177 0.123 0.146 
478 3 100000 5 500000 3_Honeywel 40 0.022 0.089 0.135 0.088 
478 3 100000 5 500000 4_Datalogic 0 0.226 0.437 0.371 0.534 
479 3 275000 4 1100000 1_Intermec 60 0.621 0.214 0.267 0.161 
479 3 275000 4 1100000 2_Motorola 0 0.105 0.178 0.120 0.144 
479 3 275000 4 1100000 3_Honeywel 40 0.063 0.215 0.295 0.209 
479 3 275000 4 1100000 4_Datalogic 0 0.211 0.393 0.317 0.486 
480 3 500000 3 1500000 1_Intermec 15 0.572 0.180 0.220 0.146 
480 3 500000 3 1500000 2_Motorola 5 0.246 0.355 0.252 0.326 
480 3 500000 3 1500000 3_Honeywel 75 0.149 0.394 0.477 0.415 
480 3 500000 3 1500000 4_Datalogic 5 0.032 0.071 0.051 0.113 
481 3 750000 1 750000 1_Intermec 15 0.624 0.229 0.292 0.177 
481 3 750000 1 750000 2_Motorola 5 0.198 0.322 0.235 0.276 
481 3 750000 1 750000 3_Honeywel 75 0.048 0.175 0.253 0.176 
481 3 750000 1 750000 4_Datalogic 5 0.130 0.274 0.220 0.372 
482 3 200000 2 400000 1_Intermec 15 0.595 0.245 0.305 0.206 
482 3 200000 2 400000 2_Motorola 5 0.333 0.514 0.402 0.493 
482 3 200000 2 400000 3_Honeywel 75 0.043 0.167 0.237 0.181 
482 3 200000 2 400000 4_Datalogic 5 0.029 0.074 0.056 0.121 
483 3 10000 2 20000 1_Intermec 15 0.667 0.280 0.344 0.231 
483 3 10000 2 20000 2_Motorola 5 0.234 0.401 0.290 0.367 
    199
483 3 10000 2 20000 3_Honeywel 75 0.050 0.196 0.274 0.208 
483 3 10000 2 20000 4_Datalogic 5 0.049 0.123 0.092 0.193 
484 3 15000 4 60000 1_Intermec 15 0.665 0.278 0.339 0.223 
484 3 15000 4 60000 2_Motorola 5 0.184 0.306 0.216 0.267 
484 3 15000 4 60000 3_Honeywel 75 0.058 0.208 0.285 0.212 
484 3 15000 4 60000 4_Datalogic 5 0.093 0.208 0.160 0.298 
485 3 125000 2 250000 1_Intermec 15 0.711 0.366 0.443 0.306 
485 3 125000 2 250000 2_Motorola 5 0.182 0.323 0.233 0.288 
485 3 125000 2 250000 3_Honeywel 75 0.029 0.121 0.178 0.127 
485 3 125000 2 250000 4_Datalogic 5 0.078 0.189 0.146 0.280 
486 3 5000 3 15000 1_Intermec 15 0.693 0.293 0.352 0.235 
486 3 5000 3 15000 2_Motorola 5 0.164 0.286 0.195 0.249 
486 3 5000 3 15000 3_Honeywel 75 0.062 0.229 0.310 0.236 
486 3 5000 3 15000 4_Datalogic 5 0.081 0.191 0.143 0.280 
487 3 100000 4 400000 1_Intermec 15 0.613 0.192 0.238 0.147 
487 3 100000 4 400000 2_Motorola 5 0.167 0.260 0.177 0.220 
487 3 100000 4 400000 3_Honeywel 75 0.109 0.324 0.416 0.322 
487 3 100000 4 400000 4_Datalogic 5 0.111 0.224 0.170 0.311 
488 3 125000 3 375000 1_Intermec 15 0.665 0.260 0.324 0.203 
488 3 125000 3 375000 2_Motorola 5 0.169 0.291 0.204 0.248 
488 3 125000 3 375000 3_Honeywel 75 0.052 0.195 0.274 0.196 
488 3 125000 3 375000 4_Datalogic 5 0.114 0.254 0.198 0.353 
489 3 40000 3 120000 1_Intermec 15 0.625 0.201 0.242 0.154 
489 3 40000 3 120000 2_Motorola 5 0.131 0.207 0.136 0.173 
489 3 40000 3 120000 3_Honeywel 75 0.136 0.376 0.461 0.373 
489 3 40000 3 120000 4_Datalogic 5 0.108 0.216 0.161 0.301 
490 3 12000 4 48000 1_Intermec 15 0.654 0.233 0.274 0.187 
490 3 12000 4 48000 2_Motorola 5 0.142 0.232 0.151 0.202 
490 3 12000 4 48000 3_Honeywel 75 0.145 0.407 0.484 0.417 
490 3 12000 4 48000 4_Datalogic 5 0.058 0.128 0.092 0.194 
491 3 50000 4 200000 1_Intermec 15 0.666 0.259 0.308 0.209 
491 3 50000 4 200000 2_Motorola 5 0.176 0.290 0.196 0.256 
491 3 50000 4 200000 3_Honeywel 75 0.096 0.310 0.393 0.321 
491 3 50000 4 200000 4_Datalogic 5 0.062 0.142 0.103 0.214 
492 3 5000 1 5000 1_Intermec 15 0.646 0.248 0.311 0.194 
492 3 5000 1 5000 2_Motorola 5 0.185 0.308 0.220 0.264 
492 3 5000 1 5000 3_Honeywel 75 0.053 0.193 0.272 0.195 
492 3 5000 1 5000 4_Datalogic 5 0.116 0.251 0.197 0.348 
493 3 300000 4 1200000 1_Intermec 15 0.717 0.322 0.361 0.265 
493 3 300000 4 1200000 2_Motorola 5 0.102 0.176 0.111 0.153 
493 3 300000 4 1200000 3_Honeywel 75 0.120 0.362 0.430 0.373 
493 3 300000 4 1200000 4_Datalogic 5 0.061 0.140 0.098 0.210 
494 3 50000 2 100000 1_Intermec 30 0.617 0.250 0.316 0.206 
494 3 50000 2 100000 2_Motorola 70 0.291 0.464 0.357 0.430 
494 3 50000 2 100000 3_Honeywel 0 0.040 0.158 0.229 0.167 
494 3 50000 2 100000 4_Datalogic 0 0.052 0.127 0.098 0.197 
495 3 5000 3 15000 1_Intermec 30 0.733 0.358 0.411 0.296 
495 3 5000 3 15000 2_Motorola 70 0.134 0.240 0.159 0.210 
495 3 5000 3 15000 3_Honeywel 0 0.064 0.234 0.308 0.243 
495 3 5000 3 15000 4_Datalogic 0 0.070 0.168 0.123 0.251 
496 3 25000 1 25000 1_Intermec 30 0.680 0.329 0.415 0.263 
    200
496 3 25000 1 25000 2_Motorola 70 0.157 0.278 0.204 0.238 
496 3 25000 1 25000 3_Honeywel 0 0.018 0.075 0.116 0.076 
496 3 25000 1 25000 4_Datalogic 0 0.146 0.318 0.264 0.423 
497 3 50000 4 200000 1_Intermec 30 0.696 0.318 0.384 0.259 
497 3 50000 4 200000 2_Motorola 70 0.175 0.307 0.215 0.270 
497 3 50000 4 200000 3_Honeywel 0 0.046 0.181 0.253 0.187 
497 3 50000 4 200000 4_Datalogic 0 0.082 0.194 0.148 0.285 
498 3 100000 1 100000 1_Intermec 30 0.595 0.201 0.259 0.157 
498 3 100000 1 100000 2_Motorola 70 0.247 0.380 0.284 0.333 
498 3 100000 1 100000 3_Honeywel 0 0.058 0.203 0.287 0.205 
498 3 100000 1 100000 4_Datalogic 0 0.100 0.216 0.170 0.305 
499 3 250000 3 750000 1_Intermec 30 0.744 0.411 0.483 0.352 
499 3 250000 3 750000 2_Motorola 70 0.165 0.303 0.212 0.273 
499 3 250000 3 750000 3_Honeywel 0 0.032 0.135 0.193 0.143 
499 3 250000 3 750000 4_Datalogic 0 0.059 0.150 0.113 0.231 
500 3 275000 4 1100000 1_Intermec 30 0.544 0.169 0.227 0.129 
500 3 275000 4 1100000 2_Motorola 70 0.277 0.407 0.320 0.354 
500 3 275000 4 1100000 3_Honeywel 0 0.042 0.150 0.226 0.150 
500 3 275000 4 1100000 4_Datalogic 0 0.137 0.273 0.227 0.367 
501 3 500000 3 1500000 1_Intermec 5 0.614 0.200 0.253 0.149 
501 3 500000 3 1500000 2_Motorola 5 0.132 0.217 0.149 0.178 
501 3 500000 3 1500000 3_Honeywel 5 0.067 0.225 0.311 0.219 
501 3 500000 3 1500000 4_Datalogic 85 0.187 0.358 0.288 0.455 
502 3 750000 1 750000 1_Intermec 5 0.625 0.284 0.374 0.230 
502 3 750000 1 750000 2_Motorola 5 0.265 0.436 0.352 0.392 
502 3 750000 1 750000 3_Honeywel 5 0.012 0.050 0.082 0.052 
502 3 750000 1 750000 4_Datalogic 85 0.098 0.229 0.192 0.326 
503 3 200000 2 400000 1_Intermec 5 0.723 0.382 0.463 0.317 
503 3 200000 2 400000 2_Motorola 5 0.163 0.297 0.212 0.261 
503 3 200000 2 400000 3_Honeywel 5 0.024 0.103 0.153 0.107 
503 3 200000 2 400000 4_Datalogic 85 0.090 0.218 0.171 0.315 
504 3 10000 1 10000 1_Intermec 5 0.521 0.166 0.230 0.125 
504 3 10000 1 10000 2_Motorola 5 0.198 0.310 0.244 0.262 
504 3 10000 1 10000 3_Honeywel 5 0.017 0.065 0.106 0.064 
504 3 10000 1 10000 4_Datalogic 85 0.265 0.459 0.420 0.549 
505 3 20000 3 60000 1_Intermec 5 0.530 0.144 0.188 0.109 
505 3 20000 3 60000 2_Motorola 5 0.264 0.370 0.277 0.319 
505 3 20000 3 60000 3_Honeywel 5 0.084 0.253 0.349 0.251 
505 3 20000 3 60000 4_Datalogic 85 0.122 0.234 0.186 0.321 
506 3 90000 3 270000 1_Intermec 5 0.643 0.297 0.389 0.237 
506 3 90000 3 270000 2_Motorola 5 0.198 0.337 0.262 0.293 
506 3 90000 3 270000 3_Honeywel 5 0.011 0.046 0.074 0.046 
506 3 90000 3 270000 4_Datalogic 85 0.149 0.320 0.275 0.424 
507 3 175000 2 350000 1_Intermec 100 0.612 0.211 0.270 0.165 
507 3 175000 2 350000 2_Motorola 0 0.239 0.379 0.279 0.332 
507 3 175000 2 350000 3_Honeywel 0 0.058 0.206 0.291 0.210 
507 3 175000 2 350000 4_Datalogic 0 0.092 0.203 0.159 0.293 
508 3 275000 3 825000 1_Intermec 100 0.647 0.277 0.349 0.225 
508 3 275000 3 825000 2_Motorola 0 0.243 0.404 0.305 0.363 
508 3 275000 3 825000 3_Honeywel 0 0.034 0.139 0.204 0.144 
508 3 275000 3 825000 4_Datalogic 0 0.075 0.181 0.142 0.268 
    201
509 3 500000 5 2500000 1_Intermec 100 0.689 0.312 0.356 0.271 
509 3 500000 5 2500000 2_Motorola 0 0.192 0.318 0.215 0.298 
509 3 500000 5 2500000 3_Honeywel 0 0.100 0.322 0.396 0.351 
509 3 500000 5 2500000 4_Datalogic 0 0.019 0.048 0.033 0.080 
510 3 750000 4 3000000 1_Intermec 0 0.533 0.135 0.175 0.099 
510 3 750000 4 3000000 2_Motorola 100 0.162 0.235 0.164 0.192 
510 3 750000 4 3000000 3_Honeywel 0 0.103 0.289 0.386 0.279 
510 3 750000 4 3000000 4_Datalogic 0 0.201 0.341 0.276 0.430 
511 4 200000 3 600000 1_Intermec 100 0.787 0.494 0.554 0.441 
511 4 200000 3 600000 2_Motorola 0 0.139 0.260 0.175 0.237 
511 4 200000 3 600000 3_Honeywel 0 0.033 0.137 0.192 0.148 
511 4 200000 3 600000 4_Datalogic 0 0.042 0.108 0.079 0.174 
512 4 10000 2 20000 1_Intermec 100 0.748 0.443 0.485 0.404 
512 4 10000 2 20000 2_Motorola 0 0.172 0.290 0.196 0.273 
512 4 10000 2 20000 3_Honeywel 0 0.062 0.221 0.286 0.244 
512 4 10000 2 20000 4_Datalogic 0 0.018 0.046 0.033 0.079 
513 4 20000 1 20000 1_Intermec 100 0.724 0.330 0.377 0.270 
513 4 20000 1 20000 2_Motorola 0 0.119 0.212 0.136 0.183 
513 4 20000 1 20000 3_Honeywel 0 0.086 0.295 0.370 0.303 
513 4 20000 1 20000 4_Datalogic 0 0.070 0.164 0.117 0.243 
514 4 90000 2 180000 1_Intermec 100 0.737 0.379 0.421 0.331 
514 4 90000 2 180000 2_Motorola 0 0.148 0.258 0.168 0.236 
514 4 90000 2 180000 3_Honeywel 0 0.085 0.290 0.360 0.312 
514 4 90000 2 180000 4_Datalogic 0 0.029 0.073 0.051 0.120 
515 4 6000 2 12000 1_Intermec 100 0.717 0.330 0.383 0.260 
515 4 6000 2 12000 2_Motorola 0 0.084 0.153 0.098 0.126 
515 4 6000 2 12000 3_Honeywel 0 0.063 0.227 0.299 0.225 
515 4 6000 2 12000 4_Datalogic 0 0.136 0.291 0.220 0.389 
516 4 200000 3 600000 1_Intermec 100 0.664 0.310 0.394 0.253 
516 4 200000 3 600000 2_Motorola 0 0.225 0.385 0.293 0.343 
516 4 200000 3 600000 3_Honeywel 0 0.022 0.092 0.141 0.096 
516 4 200000 3 600000 4_Datalogic 0 0.089 0.213 0.171 0.308 
517 4 10000 2 20000 1_Intermec 100 0.736 0.488 0.575 0.443 
517 4 10000 2 20000 2_Motorola 0 0.212 0.363 0.276 0.340 
517 4 10000 2 20000 3_Honeywel 0 0.009 0.042 0.066 0.046 
517 4 10000 2 20000 4_Datalogic 0 0.042 0.107 0.083 0.171 
518 4 15000 1 15000 1_Intermec 100 0.672 0.327 0.412 0.269 
518 4 15000 1 15000 2_Motorola 0 0.223 0.384 0.292 0.344 
518 4 15000 1 15000 3_Honeywel 0 0.020 0.087 0.133 0.091 
518 4 15000 1 15000 4_Datalogic 0 0.084 0.202 0.162 0.296 
519 4 125000 1 125000 1_Intermec 100 0.580 0.208 0.274 0.164 
519 4 125000 1 125000 2_Motorola 0 0.293 0.451 0.356 0.403 
519 4 125000 1 125000 3_Honeywel 0 0.035 0.136 0.204 0.139 
519 4 125000 1 125000 4_Datalogic 0 0.091 0.205 0.166 0.294 
520 4 10000 1 10000 1_Intermec 0 0.516 0.150 0.208 0.112 
520 4 10000 1 10000 2_Motorola 0 0.201 0.307 0.236 0.256 
520 4 10000 1 10000 3_Honeywel 0 0.028 0.103 0.162 0.101 
520 4 10000 1 10000 4_Datalogic 100 0.255 0.440 0.393 0.531 
521 4 15000 2 30000 1_Intermec 0 0.412 0.101 0.146 0.075 
521 4 15000 2 30000 2_Motorola 0 0.280 0.378 0.314 0.324 
521 4 15000 2 30000 3_Honeywel 0 0.022 0.075 0.123 0.074 
    202
521 4 15000 2 30000 4_Datalogic 100 0.287 0.446 0.417 0.528 
522 4 125000 1 125000 1_Intermec 0 0.753 0.413 0.477 0.337 
522 4 125000 1 125000 2_Motorola 0 0.086 0.163 0.107 0.136 
522 4 125000 1 125000 3_Honeywel 0 0.035 0.141 0.198 0.142 
522 4 125000 1 125000 4_Datalogic 100 0.126 0.283 0.218 0.385 
523 4 675000 3 2025000 1_Intermec 0 0.638 0.259 0.333 0.201 
523 4 675000 3 2025000 2_Motorola 0 0.172 0.294 0.216 0.249 
523 4 675000 3 2025000 3_Honeywel 0 0.028 0.113 0.171 0.112 
523 4 675000 3 2025000 4_Datalogic 100 0.161 0.335 0.280 0.438 
524 4 40000 1 40000 1_Intermec 0 0.602 0.229 0.302 0.182 
524 4 40000 1 40000 2_Motorola 0 0.294 0.474 0.375 0.429 
524 4 40000 1 40000 3_Honeywel 0 0.028 0.114 0.175 0.118 
524 4 40000 1 40000 4_Datalogic 100 0.076 0.183 0.148 0.271 
525 4 45000 1 45000 1_Intermec 0 0.642 0.249 0.297 0.206 
525 4 45000 1 45000 2_Motorola 0 0.222 0.351 0.245 0.321 
525 4 45000 1 45000 3_Honeywel 0 0.097 0.310 0.392 0.328 
525 4 45000 1 45000 4_Datalogic 100 0.039 0.091 0.066 0.145 
526 4 25000 2 50000 1_Intermec 0 0.546 0.188 0.255 0.144 
526 4 25000 2 50000 2_Motorola 0 0.291 0.435 0.355 0.382 
526 4 25000 2 50000 3_Honeywel 0 0.023 0.091 0.144 0.091 
526 4 25000 2 50000 4_Datalogic 100 0.140 0.287 0.245 0.383 
527 4 50000 1 50000 1_Intermec 0 0.646 0.310 0.396 0.246 
527 4 50000 1 50000 2_Motorola 0 0.121 0.217 0.159 0.182 
527 4 50000 1 50000 3_Honeywel 0 0.010 0.042 0.066 0.042 
527 4 50000 1 50000 4_Datalogic 100 0.224 0.431 0.379 0.530 
528 4 100000 1 100000 1_Intermec 0 0.549 0.144 0.180 0.110 
528 4 100000 1 100000 2_Motorola 0 0.176 0.250 0.171 0.213 
528 4 100000 1 100000 3_Honeywel 90 0.186 0.435 0.522 0.434 
528 4 100000 1 100000 4_Datalogic 10 0.089 0.170 0.127 0.244 
529 4 275000 1 275000 1_Intermec 0 0.597 0.181 0.225 0.139 
529 4 275000 1 275000 2_Motorola 0 0.196 0.296 0.205 0.255 
529 4 275000 1 275000 3_Honeywel 90 0.116 0.336 0.429 0.338 
529 4 275000 1 275000 4_Datalogic 10 0.091 0.187 0.141 0.268 
530 4 500000 4 2000000 1_Intermec 0 0.621 0.192 0.237 0.145 
530 4 500000 4 2000000 2_Motorola 0 0.138 0.219 0.146 0.181 
530 4 500000 4 2000000 3_Honeywel 90 0.110 0.329 0.420 0.322 
530 4 500000 4 2000000 4_Datalogic 10 0.131 0.260 0.198 0.351 
531 4 750000 1 750000 1_Intermec 0 0.495 0.132 0.168 0.106 
531 4 750000 1 750000 2_Motorola 0 0.342 0.449 0.339 0.419 
531 4 750000 1 750000 3_Honeywel 90 0.134 0.356 0.447 0.375 
531 4 750000 1 750000 4_Datalogic 10 0.029 0.062 0.046 0.100 
532 4 200000 2 400000 1_Intermec 0 0.639 0.238 0.293 0.185 
532 4 200000 2 400000 2_Motorola 0 0.173 0.280 0.196 0.239 
532 4 200000 2 400000 3_Honeywel 90 0.070 0.236 0.320 0.237 
532 4 200000 2 400000 4_Datalogic 10 0.118 0.246 0.191 0.339 
533 4 10000 2 20000 1_Intermec 0 0.742 0.370 0.414 0.294 
533 4 10000 2 20000 2_Motorola 0 0.049 0.091 0.056 0.074 
533 4 10000 2 20000 3_Honeywel 90 0.068 0.241 0.308 0.238 
533 4 10000 2 20000 4_Datalogic 10 0.141 0.299 0.222 0.394 
534 4 15000 2 30000 1_Intermec 0 0.701 0.325 0.395 0.257 
534 4 15000 2 30000 2_Motorola 0 0.124 0.225 0.155 0.189 
    203
534 4 15000 2 30000 3_Honeywel 90 0.037 0.147 0.211 0.147 
534 4 15000 2 30000 4_Datalogic 10 0.138 0.304 0.240 0.407 
535 4 125000 1 125000 1_Intermec 0 0.679 0.288 0.323 0.244 
535 4 125000 1 125000 2_Motorola 0 0.109 0.183 0.115 0.164 
535 4 125000 1 125000 3_Honeywel 90 0.187 0.471 0.522 0.498 
535 4 125000 1 125000 4_Datalogic 10 0.025 0.058 0.039 0.094 
536 4 5000 4 20000 1_Intermec 0 0.359 0.083 0.115 0.062 
536 4 5000 4 20000 2_Motorola 0 0.514 0.606 0.533 0.555 
536 4 5000 4 20000 3_Honeywel 30 0.044 0.144 0.217 0.145 
536 4 5000 4 20000 4_Datalogic 70 0.083 0.166 0.135 0.238 
537 4 100000 2 200000 1_Intermec 0 0.684 0.328 0.406 0.258 
537 4 100000 2 200000 2_Motorola 0 0.099 0.184 0.128 0.152 
537 4 100000 2 200000 3_Honeywel 30 0.022 0.090 0.135 0.089 
537 4 100000 2 200000 4_Datalogic 70 0.195 0.398 0.331 0.500 
538 4 125000 1 125000 1_Intermec 0 0.718 0.340 0.373 0.292 
538 4 125000 1 125000 2_Motorola 0 0.109 0.186 0.116 0.167 
538 4 125000 1 125000 3_Honeywel 30 0.146 0.409 0.467 0.435 
538 4 125000 1 125000 4_Datalogic 70 0.027 0.065 0.044 0.106 
539 4 40000 3 120000 1_Intermec 0 0.481 0.112 0.147 0.082 
539 4 40000 3 120000 2_Motorola 0 0.165 0.228 0.161 0.186 
539 4 40000 3 120000 3_Honeywel 30 0.105 0.278 0.373 0.268 
539 4 40000 3 120000 4_Datalogic 70 0.248 0.382 0.318 0.464 
540 4 125000 3 375000 1_Intermec 0 0.661 0.295 0.362 0.229 
540 4 125000 3 375000 2_Motorola 0 0.080 0.148 0.100 0.121 
540 4 125000 3 375000 3_Honeywel 30 0.031 0.121 0.176 0.119 
540 4 125000 3 375000 4_Datalogic 70 0.228 0.436 0.363 0.532 
541 4 25000 2 50000 1_Intermec 0 0.538 0.227 0.294 0.180 
541 4 25000 2 50000 2_Motorola 0 0.090 0.164 0.117 0.139 
541 4 25000 2 50000 3_Honeywel 30 0.008 0.036 0.056 0.036 
541 4 25000 2 50000 4_Datalogic 70 0.363 0.573 0.533 0.646 
542 4 50000 2 100000 1_Intermec 0 0.688 0.326 0.404 0.266 
542 4 50000 2 100000 2_Motorola 0 0.191 0.336 0.246 0.296 
542 4 50000 2 100000 3_Honeywel 30 0.029 0.121 0.179 0.125 
542 4 50000 2 100000 4_Datalogic 70 0.091 0.217 0.171 0.313 
543 4 100000 3 300000 1_Intermec 0 0.746 0.386 0.441 0.317 
543 4 100000 3 300000 2_Motorola 0 0.102 0.187 0.122 0.159 
543 4 100000 3 300000 3_Honeywel 30 0.054 0.202 0.270 0.206 
543 4 100000 3 300000 4_Datalogic 70 0.098 0.225 0.167 0.318 
544 4 250000 4 1000000 1_Intermec 0 0.632 0.243 0.307 0.184 
544 4 250000 4 1000000 2_Motorola 0 0.101 0.179 0.123 0.146 
544 4 250000 4 1000000 3_Honeywel 30 0.036 0.140 0.204 0.136 
544 4 250000 4 1000000 4_Datalogic 70 0.231 0.438 0.366 0.534 
545 4 25000 4 100000 1_Intermec 0 0.682 0.312 0.388 0.250 
545 4 25000 4 100000 2_Motorola 0 0.175 0.305 0.221 0.264 
545 4 25000 4 100000 3_Honeywel 30 0.031 0.127 0.187 0.129 
545 4 25000 4 100000 4_Datalogic 70 0.113 0.256 0.204 0.356 
546 4 50000 1 50000 1_Intermec 0 0.573 0.197 0.266 0.150 
546 4 50000 1 50000 2_Motorola 0 0.245 0.384 0.301 0.330 
546 4 50000 1 50000 3_Honeywel 30 0.027 0.106 0.165 0.105 
546 4 50000 1 50000 4_Datalogic 70 0.154 0.314 0.268 0.414 
547 4 100000 3 300000 1_Intermec 0 0.597 0.193 0.241 0.154 
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547 4 100000 3 300000 2_Motorola 100 0.247 0.373 0.268 0.334 
547 4 100000 3 300000 3_Honeywel 0 0.094 0.296 0.388 0.305 
547 4 100000 3 300000 4_Datalogic 0 0.062 0.137 0.103 0.207 
548 4 250000 3 750000 1_Intermec 0 0.467 0.136 0.186 0.105 
548 4 250000 3 750000 2_Motorola 100 0.425 0.574 0.490 0.527 
548 4 250000 3 750000 3_Honeywel 0 0.033 0.124 0.190 0.127 
548 4 250000 3 750000 4_Datalogic 0 0.075 0.165 0.134 0.241 
549 4 275000 2 550000 1_Intermec 0 0.656 0.282 0.355 0.229 
549 4 275000 2 550000 2_Motorola 100 0.228 0.384 0.286 0.343 
549 4 275000 2 550000 3_Honeywel 0 0.035 0.142 0.209 0.148 
549 4 275000 2 550000 4_Datalogic 0 0.080 0.191 0.150 0.281 
550 4 500000 1 500000 1_Intermec 0 0.521 0.141 0.186 0.108 
550 4 500000 1 500000 2_Motorola 100 0.309 0.429 0.328 0.378 
550 4 500000 1 500000 3_Honeywel 0 0.076 0.239 0.335 0.241 
550 4 500000 1 500000 4_Datalogic 0 0.094 0.191 0.150 0.273 
551 4 750000 4 3000000 1_Intermec 0 0.642 0.345 0.439 0.292 
551 4 750000 4 3000000 2_Motorola 100 0.281 0.453 0.372 0.420 
551 4 750000 4 3000000 3_Honeywel 0 0.006 0.029 0.047 0.031 
551 4 750000 4 3000000 4_Datalogic 0 0.071 0.172 0.142 0.257 
552 4 200000 4 800000 1_Intermec 0 0.666 0.344 0.440 0.286 
552 4 200000 4 800000 2_Motorola 100 0.237 0.402 0.318 0.363 
552 4 200000 4 800000 3_Honeywel 0 0.009 0.042 0.067 0.043 
552 4 200000 4 800000 4_Datalogic 0 0.088 0.212 0.175 0.307 
553 4 10000 4 40000 1_Intermec 0 0.613 0.219 0.268 0.178 
553 4 10000 4 40000 2_Motorola 100 0.245 0.375 0.269 0.340 
553 4 10000 4 40000 3_Honeywel 0 0.091 0.290 0.377 0.304 
553 4 10000 4 40000 4_Datalogic 0 0.051 0.115 0.085 0.178 
554 4 20000 3 60000 1_Intermec 0 0.716 0.351 0.381 0.306 
554 4 20000 3 60000 2_Motorola 100 0.100 0.169 0.106 0.152 
554 4 20000 3 60000 3_Honeywel 0 0.161 0.425 0.476 0.453 
554 4 20000 3 60000 4_Datalogic 0 0.023 0.054 0.037 0.089 
555 4 90000 3 270000 1_Intermec 0 0.554 0.157 0.206 0.116 
555 4 90000 3 270000 2_Motorola 100 0.181 0.273 0.197 0.226 
555 4 90000 3 270000 3_Honeywel 0 0.068 0.216 0.305 0.210 
555 4 90000 3 270000 4_Datalogic 0 0.197 0.354 0.293 0.448 
556 4 175000 2 350000 1_Intermec 0 0.658 0.278 0.351 0.221 
556 4 175000 2 350000 2_Motorola 100 0.197 0.334 0.245 0.290 
556 4 175000 2 350000 3_Honeywel 0 0.035 0.139 0.205 0.142 
556 4 175000 2 350000 4_Datalogic 0 0.110 0.248 0.198 0.347 
557 4 1000000 2 2000000 1_Intermec 0 0.649 0.293 0.374 0.237 
557 4 1000000 2 2000000 2_Motorola 100 0.233 0.389 0.298 0.346 
557 4 1000000 2 2000000 3_Honeywel 0 0.024 0.098 0.150 0.101 
557 4 1000000 2 2000000 4_Datalogic 0 0.095 0.221 0.179 0.316 
558 4 375000 3 1125000 1_Intermec 0 0.636 0.327 0.420 0.273 
558 4 375000 3 1125000 2_Motorola 100 0.277 0.447 0.366 0.410 
558 4 375000 3 1125000 3_Honeywel 0 0.008 0.035 0.056 0.036 
558 4 375000 3 1125000 4_Datalogic 0 0.080 0.192 0.158 0.280 
559 4 50000 2 100000 1_Intermec 0 0.454 0.101 0.138 0.075 
559 4 50000 2 100000 2_Motorola 100 0.321 0.409 0.318 0.352 
559 4 50000 2 100000 3_Honeywel 0 0.085 0.241 0.341 0.238 
559 4 50000 2 100000 4_Datalogic 0 0.141 0.249 0.203 0.336 
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560 4 5000 3 15000 1_Intermec 80 0.720 0.372 0.425 0.324 
560 4 5000 3 15000 2_Motorola 20 0.186 0.321 0.220 0.297 
560 4 5000 3 15000 3_Honeywel 0 0.060 0.222 0.293 0.240 
560 4 5000 3 15000 4_Datalogic 0 0.034 0.085 0.061 0.139 
561 4 675000 2 1350000 1_Intermec 80 0.564 0.155 0.198 0.114 
561 4 675000 2 1350000 2_Motorola 20 0.160 0.239 0.166 0.196 
561 4 675000 2 1350000 3_Honeywel 0 0.097 0.284 0.379 0.276 
561 4 675000 2 1350000 4_Datalogic 0 0.179 0.322 0.257 0.414 
562 4 25000 3 75000 1_Intermec 80 0.733 0.366 0.434 0.297 
562 4 25000 3 75000 2_Motorola 20 0.125 0.232 0.157 0.199 
562 4 25000 3 75000 3_Honeywel 0 0.039 0.159 0.224 0.162 
562 4 25000 3 75000 4_Datalogic 0 0.103 0.242 0.185 0.342 
563 4 50000 2 100000 1_Intermec 80 0.627 0.259 0.337 0.206 
563 4 50000 2 100000 2_Motorola 20 0.244 0.401 0.311 0.354 
563 4 50000 2 100000 3_Honeywel 0 0.025 0.102 0.158 0.105 
563 4 50000 2 100000 4_Datalogic 0 0.104 0.238 0.195 0.335 
564 4 100000 1 100000 1_Intermec 80 0.684 0.312 0.383 0.248 
564 4 100000 1 100000 2_Motorola 20 0.147 0.257 0.181 0.218 
564 4 100000 1 100000 3_Honeywel 0 0.037 0.143 0.207 0.144 
564 4 100000 1 100000 4_Datalogic 0 0.133 0.288 0.230 0.389 
565 4 250000 4 1000000 1_Intermec 80 0.564 0.206 0.279 0.157 
565 4 250000 4 1000000 2_Motorola 20 0.175 0.288 0.222 0.243 
565 4 250000 4 1000000 3_Honeywel 0 0.015 0.059 0.096 0.059 
565 4 250000 4 1000000 4_Datalogic 0 0.246 0.447 0.404 0.541 
566 4 275000 2 550000 1_Intermec 80 0.744 0.416 0.480 0.361 
566 4 275000 2 550000 2_Motorola 20 0.169 0.305 0.211 0.278 
566 4 275000 2 550000 3_Honeywel 0 0.038 0.155 0.217 0.166 
566 4 275000 2 550000 4_Datalogic 0 0.049 0.124 0.092 0.195 
567 4 500000 1 500000 1_Intermec 80 0.720 0.392 0.478 0.323 
567 4 500000 1 500000 2_Motorola 20 0.144 0.262 0.188 0.226 
567 4 500000 1 500000 3_Honeywel 0 0.017 0.075 0.115 0.077 
567 4 500000 1 500000 4_Datalogic 0 0.119 0.271 0.220 0.375 
568 4 750000 4 3000000 1_Intermec 80 0.697 0.323 0.384 0.271 
568 4 750000 4 3000000 2_Motorola 20 0.200 0.349 0.244 0.318 
568 4 750000 4 3000000 3_Honeywel 0 0.053 0.206 0.281 0.219 
568 4 750000 4 3000000 4_Datalogic 0 0.049 0.123 0.090 0.192 
569 4 200000 2 400000 1_Intermec 80 0.479 0.116 0.156 0.087 
569 4 200000 2 400000 2_Motorola 20 0.315 0.415 0.322 0.359 
569 4 200000 2 400000 3_Honeywel 0 0.078 0.232 0.330 0.231 
569 4 200000 2 400000 4_Datalogic 0 0.128 0.237 0.192 0.323 
570 4 10000 2 20000 1_Intermec 80 0.827 0.589 0.611 0.557 
570 4 10000 2 20000 2_Motorola 20 0.104 0.182 0.117 0.167 
570 4 10000 2 20000 3_Honeywel 0 0.050 0.182 0.239 0.199 
570 4 10000 2 20000 4_Datalogic 0 0.019 0.046 0.032 0.077 
571 4 15000 2 30000 1_Intermec 80 0.677 0.339 0.423 0.284 
571 4 15000 2 30000 2_Motorola 20 0.236 0.406 0.310 0.371 
571 4 15000 2 30000 3_Honeywel 0 0.021 0.090 0.137 0.095 
571 4 15000 2 30000 4_Datalogic 0 0.066 0.165 0.130 0.250 
572 4 125000 3 375000 1_Intermec 80 0.645 0.228 0.274 0.181 
572 4 125000 3 375000 2_Motorola 20 0.176 0.282 0.191 0.246 
572 4 125000 3 375000 3_Honeywel 0 0.109 0.333 0.420 0.341 
    206
572 4 125000 3 375000 4_Datalogic 0 0.071 0.156 0.115 0.232 
573 4 675000 4 2700000 1_Intermec 20 0.659 0.305 0.379 0.255 
573 4 675000 4 2700000 2_Motorola 80 0.251 0.418 0.316 0.384 
573 4 675000 4 2700000 3_Honeywel 0 0.032 0.132 0.194 0.140 
573 4 675000 4 2700000 4_Datalogic 0 0.058 0.144 0.111 0.221 
574 4 40000 3 120000 1_Intermec 20 0.671 0.269 0.325 0.207 
574 4 40000 3 120000 2_Motorola 80 0.103 0.181 0.120 0.149 
574 4 40000 3 120000 3_Honeywel 0 0.061 0.217 0.294 0.213 
574 4 40000 3 120000 4_Datalogic 0 0.164 0.333 0.261 0.432 
575 4 45000 1 45000 1_Intermec 20 0.647 0.321 0.386 0.280 
575 4 45000 1 45000 2_Motorola 80 0.293 0.469 0.359 0.453 
575 4 45000 1 45000 3_Honeywel 0 0.036 0.147 0.209 0.161 
575 4 45000 1 45000 4_Datalogic 0 0.024 0.063 0.047 0.105 
576 4 25000 3 75000 1_Intermec 20 0.634 0.299 0.387 0.246 
576 4 25000 3 75000 2_Motorola 80 0.269 0.439 0.352 0.399 
576 4 25000 3 75000 3_Honeywel 0 0.014 0.060 0.096 0.063 
576 4 25000 3 75000 4_Datalogic 0 0.084 0.201 0.165 0.292 
577 4 50000 2 100000 1_Intermec 20 0.521 0.163 0.224 0.125 
577 4 50000 2 100000 2_Motorola 80 0.339 0.491 0.406 0.436 
577 4 50000 2 100000 3_Honeywel 0 0.029 0.109 0.171 0.110 
577 4 50000 2 100000 4_Datalogic 0 0.112 0.237 0.199 0.329 
578 4 100000 2 200000 1_Intermec 20 0.513 0.135 0.181 0.102 
578 4 100000 2 200000 2_Motorola 80 0.301 0.418 0.322 0.363 
578 4 100000 2 200000 3_Honeywel 0 0.068 0.217 0.311 0.217 
578 4 100000 2 200000 4_Datalogic 0 0.117 0.230 0.185 0.318 
579 4 275000 1 275000 1_Intermec 20 0.653 0.285 0.368 0.223 
579 4 275000 1 275000 2_Motorola 80 0.164 0.288 0.214 0.244 
579 4 275000 1 275000 3_Honeywel 0 0.019 0.081 0.125 0.081 
579 4 275000 1 275000 4_Datalogic 0 0.164 0.347 0.293 0.453 
580 4 500000 1 500000 1_Intermec 20 0.618 0.220 0.275 0.175 
580 4 500000 1 500000 2_Motorola 80 0.238 0.374 0.272 0.332 
580 4 500000 1 500000 3_Honeywel 0 0.070 0.240 0.328 0.247 
580 4 500000 1 500000 4_Datalogic 0 0.074 0.166 0.126 0.246 
581 4 750000 3 2250000 1_Intermec 20 0.715 0.389 0.469 0.330 
581 4 750000 3 2250000 2_Motorola 80 0.193 0.341 0.249 0.308 
581 4 750000 3 2250000 3_Honeywel 0 0.024 0.101 0.150 0.106 
581 4 750000 3 2250000 4_Datalogic 0 0.068 0.170 0.132 0.256 
582 4 200000 2 400000 1_Intermec 10 0.676 0.273 0.310 0.223 
582 4 200000 2 400000 2_Motorola 10 0.107 0.178 0.113 0.155 
582 4 200000 2 400000 3_Honeywel 10 0.167 0.438 0.500 0.452 
582 4 200000 2 400000 4_Datalogic 70 0.050 0.111 0.078 0.170 
583 4 10000 3 30000 1_Intermec 10 0.710 0.354 0.426 0.291 
583 4 10000 3 30000 2_Motorola 10 0.163 0.289 0.204 0.253 
583 4 10000 3 30000 3_Honeywel 10 0.035 0.143 0.205 0.147 
583 4 10000 3 30000 4_Datalogic 70 0.091 0.214 0.166 0.309 
584 4 15000 4 60000 1_Intermec 10 0.665 0.298 0.375 0.241 
584 4 15000 4 60000 2_Motorola 10 0.212 0.360 0.268 0.318 
584 4 15000 4 60000 3_Honeywel 10 0.031 0.124 0.185 0.128 
584 4 15000 4 60000 4_Datalogic 70 0.093 0.217 0.173 0.312 
585 4 125000 3 375000 1_Intermec 10 0.435 0.102 0.146 0.075 
585 4 125000 3 375000 2_Motorola 10 0.269 0.364 0.294 0.307 
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585 4 125000 3 375000 3_Honeywel 10 0.034 0.114 0.180 0.111 
585 4 125000 3 375000 4_Datalogic 70 0.262 0.420 0.380 0.507 
586 4 5000 1 5000 1_Intermec 10 0.642 0.303 0.366 0.261 
586 4 5000 1 5000 2_Motorola 10 0.291 0.466 0.354 0.448 
586 4 5000 1 5000 3_Honeywel 10 0.041 0.163 0.229 0.178 
586 4 5000 1 5000 4_Datalogic 70 0.026 0.068 0.051 0.113 
587 4 100000 3 300000 1_Intermec 10 0.735 0.398 0.479 0.324 
587 4 100000 3 300000 2_Motorola 10 0.111 0.209 0.145 0.177 
587 4 100000 3 300000 3_Honeywel 10 0.021 0.090 0.134 0.091 
587 4 100000 3 300000 4_Datalogic 70 0.133 0.302 0.242 0.408 
588 4 125000 3 375000 1_Intermec 10 0.704 0.294 0.342 0.234 
588 4 125000 3 375000 2_Motorola 10 0.120 0.210 0.136 0.179 
588 4 125000 3 375000 3_Honeywel 10 0.089 0.298 0.378 0.302 
588 4 125000 3 375000 4_Datalogic 70 0.088 0.198 0.144 0.285 
589 4 40000 4 160000 1_Intermec 10 0.739 0.391 0.445 0.311 
589 4 40000 4 160000 2_Motorola 10 0.044 0.085 0.053 0.069 
589 4 40000 4 160000 3_Honeywel 10 0.042 0.162 0.221 0.160 
589 4 40000 4 160000 4_Datalogic 70 0.175 0.362 0.281 0.460 
590 4 12000 1 12000 1_Intermec 10 0.603 0.202 0.264 0.155 
590 4 12000 1 12000 2_Motorola 10 0.231 0.368 0.274 0.317 
590 4 12000 1 12000 3_Honeywel 10 0.049 0.178 0.260 0.179 
590 4 12000 1 12000 4_Datalogic 70 0.118 0.252 0.202 0.349 
591 4 50000 4 200000 1_Intermec 10 0.783 0.491 0.563 0.426 
591 4 50000 4 200000 2_Motorola 10 0.126 0.238 0.163 0.210 
591 4 50000 4 200000 3_Honeywel 10 0.023 0.099 0.144 0.104 
591 4 50000 4 200000 4_Datalogic 70 0.069 0.172 0.130 0.259 
592 4 5000 3 15000 1_Intermec 10 0.731 0.370 0.439 0.303 
592 4 5000 3 15000 2_Motorola 10 0.136 0.250 0.171 0.216 
592 4 5000 3 15000 3_Honeywel 10 0.039 0.156 0.220 0.160 
592 4 5000 3 15000 4_Datalogic 70 0.094 0.223 0.171 0.320 
593 4 300000 2 600000 1_Intermec 10 0.618 0.240 0.295 0.183 
593 4 300000 2 600000 2_Motorola 10 0.078 0.138 0.092 0.112 
593 4 300000 2 600000 3_Honeywel 10 0.046 0.166 0.232 0.162 
593 4 300000 2 600000 4_Datalogic 70 0.258 0.457 0.381 0.544 
594 4 50000 2 100000 1_Intermec 10 0.714 0.370 0.446 0.304 
594 4 50000 2 100000 2_Motorola 10 0.150 0.269 0.190 0.233 
594 4 50000 2 100000 3_Honeywel 10 0.028 0.115 0.169 0.118 
594 4 50000 2 100000 4_Datalogic 70 0.107 0.246 0.194 0.345 
595 4 5000 1 5000 1_Intermec 10 0.663 0.300 0.385 0.235 
595 4 5000 1 5000 2_Motorola 10 0.139 0.250 0.182 0.210 
595 4 5000 1 5000 3_Honeywel 10 0.017 0.071 0.111 0.071 
595 4 5000 1 5000 4_Datalogic 70 0.182 0.378 0.322 0.484 
596 4 675000 2 1350000 1_Intermec 5 0.778 0.478 0.546 0.411 
596 4 675000 2 1350000 2_Motorola 5 0.120 0.225 0.153 0.198 
596 4 675000 2 1350000 3_Honeywel 5 0.027 0.113 0.162 0.118 
596 4 675000 2 1350000 4_Datalogic 85 0.075 0.184 0.139 0.274 
597 4 200000 3 600000 1_Intermec 5 0.493 0.107 0.137 0.077 
597 4 200000 3 600000 2_Motorola 5 0.146 0.198 0.134 0.160 
597 4 200000 3 600000 3_Honeywel 5 0.162 0.378 0.476 0.362 
597 4 200000 3 600000 4_Datalogic 85 0.200 0.317 0.252 0.402 
598 4 800000 3 2400000 1_Intermec 5 0.546 0.148 0.192 0.108 
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598 4 800000 3 2400000 2_Motorola 5 0.145 0.219 0.153 0.178 
598 4 800000 3 2400000 3_Honeywel 5 0.079 0.241 0.332 0.232 
598 4 800000 3 2400000 4_Datalogic 85 0.230 0.392 0.323 0.481 
599 4 1200000 3 3600000 1_Intermec 5 0.447 0.120 0.160 0.089 
599 4 1200000 3 3600000 2_Motorola 5 0.109 0.173 0.122 0.142 
599 4 1200000 3 3600000 3_Honeywel 5 0.040 0.136 0.200 0.134 
599 4 1200000 3 3600000 4_Datalogic 85 0.404 0.571 0.518 0.635 
600 4 300000 3 900000 1_Intermec 5 0.686 0.300 0.362 0.244 
600 4 300000 3 900000 2_Motorola 5 0.184 0.317 0.222 0.280 
600 4 300000 3 900000 3_Honeywel 5 0.054 0.203 0.280 0.210 
600 4 300000 3 900000 4_Datalogic 85 0.076 0.180 0.136 0.266 
601 4 50000 3 150000 1_Intermec 5 0.674 0.330 0.397 0.260 
601 4 50000 3 150000 2_Motorola 5 0.063 0.119 0.079 0.097 
601 4 50000 3 150000 3_Honeywel 5 0.024 0.099 0.145 0.098 
601 4 50000 3 150000 4_Datalogic 85 0.238 0.452 0.378 0.545 
602 4 6000 3 18000 1_Intermec 5 0.584 0.175 0.223 0.128 
602 4 6000 3 18000 2_Motorola 5 0.112 0.182 0.123 0.146 
602 4 6000 3 18000 3_Honeywel 5 0.071 0.230 0.317 0.221 
602 4 6000 3 18000 4_Datalogic 85 0.233 0.413 0.337 0.504 
603 4 200000 2 400000 1_Intermec 5 0.642 0.219 0.262 0.170 
603 4 200000 2 400000 2_Motorola 5 0.129 0.207 0.136 0.174 
603 4 200000 2 400000 3_Honeywel 5 0.130 0.369 0.451 0.368 
603 4 200000 2 400000 4_Datalogic 85 0.100 0.205 0.151 0.288 
604 4 10000 2 20000 1_Intermec 5 0.656 0.252 0.312 0.193 
604 4 10000 2 20000 2_Motorola 5 0.121 0.210 0.143 0.173 
604 4 10000 2 20000 3_Honeywel 85 0.055 0.198 0.276 0.195 
604 4 10000 2 20000 4_Datalogic 5 0.168 0.340 0.270 0.439 
605 4 15000 3 45000 1_Intermec 5 0.629 0.233 0.293 0.186 
605 4 15000 3 45000 2_Motorola 5 0.238 0.384 0.280 0.341 
605 4 15000 3 45000 3_Honeywel 85 0.058 0.212 0.295 0.219 
605 4 15000 3 45000 4_Datalogic 5 0.074 0.171 0.131 0.254 
606 4 125000 2 250000 1_Intermec 5 0.658 0.324 0.366 0.291 
606 4 125000 2 250000 2_Motorola 5 0.236 0.357 0.254 0.346 
606 4 125000 2 250000 3_Honeywel 85 0.098 0.300 0.368 0.332 
606 4 125000 2 250000 4_Datalogic 5 0.007 0.018 0.013 0.031 
607 4 5000 2 10000 1_Intermec 5 0.613 0.184 0.226 0.140 
607 4 5000 2 10000 2_Motorola 5 0.137 0.214 0.141 0.177 
607 4 5000 2 10000 3_Honeywel 85 0.134 0.371 0.460 0.366 
607 4 5000 2 10000 4_Datalogic 5 0.117 0.231 0.173 0.317 
608 4 100000 2 200000 1_Intermec 5 0.609 0.186 0.232 0.141 
608 4 100000 2 200000 2_Motorola 5 0.161 0.251 0.171 0.210 
608 4 100000 2 200000 3_Honeywel 85 0.103 0.311 0.404 0.307 
608 4 100000 2 200000 4_Datalogic 5 0.127 0.251 0.193 0.342 
609 4 125000 3 375000 1_Intermec 5 0.703 0.306 0.348 0.255 
609 4 125000 3 375000 2_Motorola 5 0.143 0.243 0.158 0.217 
609 4 125000 3 375000 3_Honeywel 85 0.111 0.347 0.421 0.365 
609 4 125000 3 375000 4_Datalogic 5 0.044 0.104 0.073 0.163 
610 4 40000 3 120000 1_Intermec 5 0.691 0.315 0.380 0.260 
610 4 40000 3 120000 2_Motorola 5 0.201 0.349 0.248 0.314 
610 4 40000 3 120000 3_Honeywel 85 0.047 0.185 0.258 0.194 
610 4 40000 3 120000 4_Datalogic 5 0.061 0.151 0.114 0.231 
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611 4 12000 4 48000 1_Intermec 5 0.697 0.338 0.406 0.279 
611 4 12000 4 48000 2_Motorola 5 0.178 0.306 0.217 0.270 
611 4 12000 4 48000 3_Honeywel 85 0.041 0.160 0.227 0.166 
611 4 12000 4 48000 4_Datalogic 5 0.084 0.196 0.150 0.285 
612 4 500000 3 1500000 1_Intermec 5 0.653 0.235 0.280 0.183 
612 4 500000 3 1500000 2_Motorola 5 0.121 0.198 0.129 0.166 
612 4 500000 3 1500000 3_Honeywel 85 0.117 0.344 0.425 0.342 
612 4 500000 3 1500000 4_Datalogic 5 0.109 0.223 0.166 0.309 
613 4 750000 5 3750000 1_Intermec 5 0.458 0.094 0.123 0.070 
613 4 750000 5 3750000 2_Motorola 5 0.218 0.275 0.195 0.232 
613 4 750000 5 3750000 3_Honeywel 85 0.209 0.436 0.533 0.428 
613 4 750000 5 3750000 4_Datalogic 5 0.115 0.194 0.150 0.269 
614 4 200000 1 200000 1_Intermec 5 0.626 0.209 0.247 0.164 
614 4 200000 1 200000 2_Motorola 5 0.121 0.192 0.124 0.164 
614 4 200000 1 200000 3_Honeywel 85 0.183 0.455 0.525 0.459 
614 4 200000 1 200000 4_Datalogic 5 0.069 0.144 0.104 0.213 
615 4 10000 2 20000 1_Intermec 5 0.797 0.500 0.547 0.441 
615 4 10000 2 20000 2_Motorola 5 0.108 0.202 0.131 0.179 
615 4 10000 2 20000 3_Honeywel 85 0.043 0.170 0.230 0.181 
615 4 10000 2 20000 4_Datalogic 5 0.051 0.128 0.092 0.199 
616 4 15000 2 30000 1_Intermec 5 0.661 0.262 0.324 0.203 
616 4 15000 2 30000 2_Motorola 5 0.140 0.241 0.166 0.202 
616 4 15000 2 30000 3_Honeywel 85 0.052 0.192 0.268 0.190 
616 4 15000 2 30000 4_Datalogic 5 0.146 0.306 0.242 0.405 
617 4 125000 2 250000 1_Intermec 5 0.573 0.176 0.228 0.132 
617 4 125000 2 250000 2_Motorola 5 0.189 0.289 0.209 0.242 
617 4 125000 2 250000 3_Honeywel 85 0.065 0.213 0.300 0.209 
617 4 125000 2 250000 4_Datalogic 5 0.173 0.323 0.264 0.417 
618 4 675000 4 2700000 1_Intermec 60 0.694 0.302 0.345 0.253 
618 4 675000 4 2700000 2_Motorola 10 0.155 0.259 0.170 0.233 
618 4 675000 4 2700000 3_Honeywel 10 0.110 0.341 0.416 0.360 
618 4 675000 4 2700000 4_Datalogic 20 0.041 0.098 0.069 0.155 
619 4 40000 4 160000 1_Intermec 60 0.681 0.269 0.323 0.209 
619 4 40000 4 160000 2_Motorola 10 0.119 0.207 0.137 0.173 
619 4 40000 4 160000 3_Honeywel 10 0.074 0.254 0.335 0.252 
619 4 40000 4 160000 4_Datalogic 20 0.126 0.270 0.205 0.366 
620 4 45000 3 135000 1_Intermec 60 0.737 0.417 0.468 0.373 
620 4 45000 3 135000 2_Motorola 10 0.185 0.318 0.219 0.299 
620 4 45000 3 135000 3_Honeywel 10 0.053 0.200 0.267 0.220 
620 4 45000 3 135000 4_Datalogic 20 0.025 0.065 0.046 0.108 
621 4 25000 4 100000 1_Intermec 60 0.822 0.550 0.585 0.496 
621 4 25000 4 100000 2_Motorola 10 0.092 0.172 0.109 0.153 
621 4 25000 4 100000 3_Honeywel 10 0.045 0.176 0.233 0.188 
621 4 25000 4 100000 4_Datalogic 20 0.041 0.103 0.073 0.163 
622 4 50000 3 150000 1_Intermec 60 0.719 0.339 0.398 0.272 
622 4 50000 3 150000 2_Motorola 10 0.117 0.212 0.141 0.180 
622 4 50000 3 150000 3_Honeywel 10 0.054 0.202 0.274 0.204 
622 4 50000 3 150000 4_Datalogic 20 0.110 0.247 0.187 0.344 
623 4 100000 4 400000 1_Intermec 60 0.692 0.304 0.346 0.257 
623 4 100000 4 400000 2_Motorola 10 0.160 0.266 0.176 0.241 
623 4 100000 4 400000 3_Honeywel 10 0.113 0.347 0.420 0.369 
    210
623 4 100000 4 400000 4_Datalogic 20 0.035 0.083 0.058 0.133 
624 4 275000 3 825000 1_Intermec 60 0.751 0.374 0.420 0.303 
624 4 275000 3 825000 2_Motorola 10 0.082 0.152 0.095 0.127 
624 4 275000 3 825000 3_Honeywel 10 0.071 0.254 0.324 0.256 
624 4 275000 3 825000 4_Datalogic 20 0.097 0.221 0.161 0.313 
625 4 125000 3 375000 1_Intermec 60 0.645 0.266 0.317 0.224 
625 4 125000 3 375000 2_Motorola 10 0.243 0.385 0.275 0.359 
625 4 125000 3 375000 3_Honeywel 10 0.079 0.268 0.348 0.287 
625 4 125000 3 375000 4_Datalogic 20 0.033 0.081 0.059 0.131 
626 4 5000 4 20000 1_Intermec 60 0.749 0.396 0.438 0.344 
626 4 5000 4 20000 2_Motorola 10 0.135 0.239 0.155 0.216 
626 4 5000 4 20000 3_Honeywel 10 0.078 0.273 0.342 0.292 
626 4 5000 4 20000 4_Datalogic 20 0.037 0.092 0.064 0.147 
627 4 100000 2 200000 1_Intermec 65 0.551 0.166 0.223 0.124 
627 4 100000 2 200000 2_Motorola 5 0.187 0.290 0.216 0.241 
627 4 100000 2 200000 3_Honeywel 5 0.042 0.147 0.221 0.144 
627 4 100000 2 200000 4_Datalogic 25 0.220 0.397 0.340 0.491 
628 4 125000 4 500000 1_Intermec 65 0.792 0.469 0.519 0.394 
628 4 125000 4 500000 2_Motorola 5 0.078 0.150 0.095 0.128 
628 4 125000 4 500000 3_Honeywel 5 0.043 0.172 0.232 0.177 
628 4 125000 4 500000 4_Datalogic 25 0.087 0.209 0.153 0.301 
629 4 40000 1 40000 1_Intermec 65 0.704 0.349 0.423 0.289 
629 4 40000 1 40000 2_Motorola 5 0.183 0.323 0.232 0.287 
629 4 40000 1 40000 3_Honeywel 5 0.033 0.137 0.198 0.143 
629 4 40000 1 40000 4_Datalogic 25 0.079 0.191 0.147 0.281 
630 4 12000 4 48000 1_Intermec 65 0.694 0.289 0.342 0.231 
630 4 12000 4 48000 2_Motorola 5 0.139 0.241 0.160 0.207 
630 4 12000 4 48000 3_Honeywel 5 0.076 0.264 0.345 0.268 
630 4 12000 4 48000 4_Datalogic 25 0.091 0.206 0.153 0.295 
631 4 500000 4 2000000 1_Intermec 65 0.559 0.225 0.305 0.177 
631 4 500000 4 2000000 2_Motorola 5 0.284 0.432 0.362 0.384 
631 4 500000 4 2000000 3_Honeywel 5 0.010 0.042 0.068 0.042 
631 4 500000 4 2000000 4_Datalogic 25 0.147 0.302 0.265 0.398 
632 4 750000 3 2250000 1_Intermec 65 0.704 0.385 0.461 0.334 
632 4 750000 3 2250000 2_Motorola 5 0.225 0.390 0.289 0.364 
632 4 750000 3 2250000 3_Honeywel 5 0.026 0.112 0.164 0.121 
632 4 750000 3 2250000 4_Datalogic 25 0.044 0.113 0.086 0.181 
633 4 50000 3 150000 1_Intermec 65 0.812 0.539 0.579 0.480 
633 4 50000 3 150000 2_Motorola 5 0.094 0.173 0.111 0.152 
633 4 50000 3 150000 3_Honeywel 5 0.041 0.160 0.217 0.170 
633 4 50000 3 150000 4_Datalogic 25 0.053 0.128 0.092 0.198 
634 4 100000 3 300000 1_Intermec 65 0.743 0.444 0.519 0.368 
634 4 100000 3 300000 2_Motorola 5 0.088 0.162 0.111 0.136 
634 4 100000 3 300000 3_Honeywel 5 0.018 0.074 0.111 0.075 
634 4 100000 3 300000 4_Datalogic 25 0.151 0.320 0.259 0.421 
635 4 250000 3 750000 1_Intermec 65 0.712 0.348 0.398 0.298 
635 4 250000 3 750000 2_Motorola 5 0.174 0.295 0.200 0.269 
635 4 250000 3 750000 3_Honeywel 5 0.074 0.258 0.331 0.275 
635 4 250000 3 750000 4_Datalogic 25 0.041 0.099 0.071 0.158 
636 4 275000 2 550000 1_Intermec 0 0.696 0.367 0.448 0.296 
636 4 275000 2 550000 2_Motorola 0 0.102 0.187 0.131 0.156 
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636 4 275000 2 550000 3_Honeywel 5 0.016 0.067 0.103 0.068 
636 4 275000 2 550000 4_Datalogic 95 0.186 0.379 0.317 0.480 
637 4 500000 4 2000000 1_Intermec 0 0.577 0.211 0.263 0.160 
637 4 500000 4 2000000 2_Motorola 0 0.077 0.133 0.089 0.109 
637 4 500000 4 2000000 3_Honeywel 5 0.045 0.159 0.224 0.156 
637 4 500000 4 2000000 4_Datalogic 95 0.301 0.497 0.424 0.575 
638 4 750000 1 750000 1_Intermec 0 0.559 0.160 0.209 0.118 
638 4 750000 1 750000 2_Motorola 0 0.164 0.251 0.178 0.206 
638 4 750000 1 750000 3_Honeywel 5 0.068 0.217 0.305 0.210 
638 4 750000 1 750000 4_Datalogic 95 0.209 0.372 0.308 0.465 
639 4 200000 3 600000 1_Intermec 0 0.667 0.365 0.439 0.323 
639 4 200000 3 600000 2_Motorola 0 0.282 0.461 0.357 0.446 
639 4 200000 3 600000 3_Honeywel 5 0.024 0.101 0.149 0.111 
639 4 200000 3 600000 4_Datalogic 95 0.028 0.073 0.055 0.121 
640 4 10000 4 40000 1_Intermec 0 0.506 0.123 0.160 0.093 
640 4 10000 4 40000 2_Motorola 0 0.270 0.361 0.265 0.313 
640 4 10000 4 40000 3_Honeywel 5 0.122 0.326 0.427 0.325 
640 4 10000 4 40000 4_Datalogic 95 0.101 0.190 0.147 0.269 
641 4 20000 2 40000 1_Intermec 0 0.661 0.297 0.383 0.233 
641 4 20000 2 40000 2_Motorola 0 0.163 0.289 0.215 0.246 
641 4 20000 2 40000 3_Honeywel 5 0.017 0.071 0.112 0.071 
641 4 20000 2 40000 4_Datalogic 95 0.159 0.343 0.290 0.450 
642 4 90000 3 270000 1_Intermec 0 0.700 0.452 0.533 0.416 
642 4 90000 3 270000 2_Motorola 0 0.264 0.430 0.337 0.417 
642 4 90000 3 270000 3_Honeywel 5 0.012 0.051 0.079 0.057 
642 4 90000 3 270000 4_Datalogic 95 0.025 0.066 0.051 0.111 
643 4 175000 3 525000 1_Intermec 0 0.593 0.240 0.323 0.187 
643 4 175000 3 525000 2_Motorola 0 0.228 0.369 0.295 0.320 
643 4 175000 3 525000 3_Honeywel 5 0.012 0.051 0.084 0.052 
643 4 175000 3 525000 4_Datalogic 95 0.166 0.340 0.298 0.441 
644 4 275000 1 275000 1_Intermec 5 0.445 0.104 0.137 0.080 
644 4 275000 1 275000 2_Motorola 60 0.375 0.462 0.361 0.419 
644 4 275000 1 275000 3_Honeywel 20 0.116 0.308 0.406 0.314 
644 4 275000 1 275000 4_Datalogic 15 0.064 0.125 0.096 0.187 
645 4 500000 4 2000000 1_Intermec 5 0.680 0.328 0.380 0.287 
645 4 500000 4 2000000 2_Motorola 60 0.231 0.376 0.267 0.358 
645 4 500000 4 2000000 3_Honeywel 20 0.068 0.241 0.314 0.264 
645 4 500000 4 2000000 4_Datalogic 15 0.022 0.055 0.039 0.092 
646 4 750000 4 3000000 1_Intermec 5 0.749 0.402 0.461 0.336 
646 4 750000 4 3000000 2_Motorola 60 0.122 0.222 0.148 0.193 
646 4 750000 4 3000000 3_Honeywel 20 0.046 0.180 0.246 0.186 
646 4 750000 4 3000000 4_Datalogic 15 0.083 0.195 0.146 0.285 
647 4 200000 2 400000 1_Intermec 5 0.744 0.442 0.532 0.371 
647 4 200000 2 400000 2_Motorola 60 0.131 0.243 0.174 0.210 
647 4 200000 2 400000 3_Honeywel 20 0.012 0.052 0.081 0.054 
647 4 200000 2 400000 4_Datalogic 15 0.113 0.263 0.213 0.366 
648 4 10000 2 20000 1_Intermec 5 0.676 0.308 0.361 0.239 
648 4 10000 2 20000 2_Motorola 60 0.045 0.084 0.054 0.068 
648 4 10000 2 20000 3_Honeywel 20 0.048 0.176 0.239 0.172 
648 4 10000 2 20000 4_Datalogic 15 0.231 0.431 0.346 0.521 
649 4 20000 4 80000 1_Intermec 5 0.566 0.208 0.262 0.173 
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649 4 20000 4 80000 2_Motorola 60 0.348 0.515 0.401 0.491 
649 4 20000 4 80000 3_Honeywel 20 0.056 0.205 0.283 0.220 
649 4 20000 4 80000 4_Datalogic 15 0.029 0.072 0.054 0.117 
650 4 90000 4 360000 1_Intermec 5 0.689 0.318 0.384 0.266 
650 4 90000 4 360000 2_Motorola 60 0.212 0.367 0.262 0.334 
650 4 90000 4 360000 3_Honeywel 20 0.047 0.184 0.256 0.195 
650 4 90000 4 360000 4_Datalogic 15 0.052 0.132 0.098 0.205 
651 4 6000 3 18000 1_Intermec 5 0.672 0.284 0.350 0.223 
651 4 6000 3 18000 2_Motorola 60 0.144 0.250 0.174 0.211 
651 4 6000 3 18000 3_Honeywel 20 0.045 0.168 0.239 0.168 
651 4 6000 3 18000 4_Datalogic 15 0.140 0.297 0.236 0.398 
652 4 200000 1 200000 1_Intermec 0 0.663 0.435 0.513 0.401 
652 4 200000 1 200000 2_Motorola 55 0.310 0.477 0.390 0.471 
652 4 200000 1 200000 3_Honeywel 45 0.008 0.037 0.057 0.041 
652 4 200000 1 200000 4_Datalogic 0 0.020 0.052 0.040 0.087 
653 4 10000 2 20000 1_Intermec 0 0.637 0.245 0.317 0.190 
653 4 10000 2 20000 2_Motorola 55 0.193 0.325 0.240 0.278 
653 4 10000 2 20000 3_Honeywel 45 0.034 0.134 0.201 0.134 
653 4 10000 2 20000 4_Datalogic 0 0.137 0.296 0.242 0.399 
654 4 15000 2 30000 1_Intermec 0 0.729 0.339 0.387 0.283 
654 4 15000 2 30000 2_Motorola 55 0.142 0.255 0.166 0.227 
654 4 15000 2 30000 3_Honeywel 45 0.079 0.282 0.358 0.296 
654 4 15000 2 30000 4_Datalogic 0 0.050 0.124 0.088 0.194 
655 4 125000 2 250000 1_Intermec 0 0.599 0.200 0.247 0.161 
655 4 125000 2 250000 2_Motorola 55 0.246 0.370 0.265 0.333 
655 4 125000 2 250000 3_Honeywel 45 0.101 0.310 0.400 0.322 
655 4 125000 2 250000 4_Datalogic 0 0.054 0.120 0.089 0.184 
656 4 10000 3 30000 1_Intermec 0 0.563 0.176 0.234 0.133 
656 4 10000 3 30000 2_Motorola 55 0.240 0.363 0.277 0.311 
656 4 10000 3 30000 3_Honeywel 45 0.046 0.164 0.242 0.162 
656 4 10000 3 30000 4_Datalogic 0 0.150 0.297 0.246 0.394 
657 4 15000 3 45000 1_Intermec 0 0.587 0.178 0.225 0.135 
657 4 15000 3 45000 2_Motorola 55 0.192 0.291 0.205 0.246 
657 4 15000 3 45000 3_Honeywel 45 0.092 0.281 0.374 0.278 
657 4 15000 3 45000 4_Datalogic 0 0.128 0.250 0.195 0.340 
658 4 125000 2 250000 1_Intermec 0 0.578 0.171 0.210 0.134 
658 4 125000 2 250000 2_Motorola 55 0.203 0.297 0.205 0.261 
658 4 125000 2 250000 3_Honeywel 45 0.158 0.406 0.492 0.414 
658 4 125000 2 250000 4_Datalogic 0 0.061 0.127 0.093 0.190 
659 4 675000 3 2025000 1_Intermec 10 0.698 0.296 0.352 0.236 
659 4 675000 3 2025000 2_Motorola 65 0.141 0.248 0.166 0.213 
659 4 675000 3 2025000 3_Honeywel 10 0.067 0.243 0.322 0.247 
659 4 675000 3 2025000 4_Datalogic 15 0.093 0.213 0.159 0.304 
660 4 40000 5 200000 1_Intermec 10 0.592 0.190 0.230 0.154 
660 4 40000 5 200000 2_Motorola 65 0.220 0.326 0.226 0.297 
660 4 40000 5 200000 3_Honeywel 10 0.154 0.408 0.490 0.428 
660 4 40000 5 200000 4_Datalogic 15 0.034 0.076 0.054 0.121 
661 4 45000 2 90000 1_Intermec 10 0.612 0.251 0.326 0.201 
661 4 45000 2 90000 2_Motorola 65 0.274 0.438 0.345 0.394 
661 4 45000 2 90000 3_Honeywel 10 0.026 0.107 0.163 0.110 
661 4 45000 2 90000 4_Datalogic 15 0.088 0.204 0.165 0.294 
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662 4 25000 3 75000 1_Intermec 10 0.707 0.347 0.397 0.300 
662 4 25000 3 75000 2_Motorola 65 0.187 0.316 0.216 0.292 
662 4 25000 3 75000 3_Honeywel 10 0.073 0.256 0.330 0.277 
662 4 25000 3 75000 4_Datalogic 15 0.033 0.081 0.058 0.131 
663 4 50000 2 100000 1_Intermec 10 0.627 0.258 0.300 0.222 
663 4 50000 2 100000 2_Motorola 65 0.225 0.339 0.238 0.321 
663 4 50000 2 100000 3_Honeywel 10 0.133 0.367 0.438 0.398 
663 4 50000 2 100000 4_Datalogic 15 0.015 0.036 0.025 0.060 
664 4 100000 3 300000 1_Intermec 10 0.553 0.149 0.184 0.116 
664 4 100000 3 300000 2_Motorola 65 0.187 0.269 0.183 0.234 
664 4 100000 3 300000 3_Honeywel 10 0.199 0.462 0.545 0.469 
664 4 100000 3 300000 4_Datalogic 15 0.060 0.121 0.088 0.181 
665 4 275000 4 1100000 1_Intermec 10 0.734 0.374 0.438 0.311 
665 4 275000 4 1100000 2_Motorola 65 0.150 0.274 0.187 0.241 
665 4 275000 4 1100000 3_Honeywel 10 0.044 0.176 0.244 0.184 
665 4 275000 4 1100000 4_Datalogic 15 0.072 0.176 0.132 0.263 
666 4 500000 3 1500000 1_Intermec 10 0.575 0.190 0.248 0.148 
666 4 500000 3 1500000 2_Motorola 65 0.285 0.430 0.330 0.382 
666 4 500000 3 1500000 3_Honeywel 10 0.052 0.186 0.269 0.190 
666 4 500000 3 1500000 4_Datalogic 15 0.088 0.193 0.153 0.279 
667 4 750000 4 3000000 1_Intermec 10 0.729 0.400 0.478 0.340 
667 4 750000 4 3000000 2_Motorola 65 0.175 0.316 0.226 0.284 
667 4 750000 4 3000000 3_Honeywel 10 0.026 0.112 0.164 0.118 
667 4 750000 4 3000000 4_Datalogic 15 0.069 0.172 0.132 0.259 
668 4 200000 1 200000 1_Intermec 10 0.424 0.127 0.173 0.100 
668 4 200000 1 200000 2_Motorola 65 0.512 0.680 0.603 0.650 
668 4 200000 1 200000 3_Honeywel 10 0.024 0.096 0.147 0.100 
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Appendix D:  Customer Equity Principal Components Analysis Output 
 
0umber Eigenvalue Difference Proportion Cumulative 
1 8.20 5.51 0.10 0.10 
2 2.69 0.93 0.03 0.14 
3 1.76 0.08 0.02 0.16 
4 1.68 0.06 0.02 0.18 
5 1.63 0.06 0.02 0.20 
6 1.57 0.02 0.02 0.22 
7 1.55 0.02 0.02 0.24 
8 1.53 0.04 0.02 0.26 
9 1.49 0.03 0.02 0.28 
10 1.46 0.04 0.02 0.29 
11 1.42 0.03 0.02 0.31 
12 1.40 0.03 0.02 0.33 
13 1.37 0.02 0.02 0.35 
14 1.35 0.03 0.02 0.36 
15 1.33 0.01 0.02 0.38 
16 1.31 0.01 0.02 0.40 
17 1.30 0.01 0.02 0.41 
18 1.29 0.02 0.02 0.43 
19 1.27 0.03 0.02 0.45 
20 1.24 0.04 0.02 0.46 
21 1.20 0.02 0.02 0.48 
22 1.18 0.00 0.01 0.49 
23 1.18 0.02 0.01 0.51 
24 1.16 0.02 0.01 0.52 
25 1.14 0.04 0.01 0.53 
26 1.10 0.01 0.01 0.55 
27 1.09 0.01 0.01 0.56 
28 1.08 0.01 0.01 0.57 
29 1.07 0.02 0.01 0.59 
30 1.06 0.03 0.01 0.60 
31 1.03 0.01 0.01 0.61 
32 1.02 0.01 0.01 0.63 
33 1.01 0.01 0.01 0.64 
34 1.00 0.01 0.01 0.65 
35 0.99 0.02 0.01 0.66 
36 0.97 0.02 0.01 0.68 
37 0.95 0.01 0.01 0.69 
38 0.94 0.01 0.01 0.70 
39 0.92 0.02 0.01 0.71 
40 0.90 0.00 0.01 0.72 
41 0.90 0.02 0.01 0.73 
42 0.88 0.01 0.01 0.75 
43 0.87 0.01 0.01 0.76 
44 0.86 0.02 0.01 0.77 
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45 0.84 0.01 0.01 0.78 
46 0.83 0.01 0.01 0.79 
47 0.82 0.03 0.01 0.80 
48 0.80 0.01 0.01 0.81 
49 0.79 0.01 0.01 0.82 
50 0.78 0.02 0.01 0.83 
51 0.76 0.02 0.01 0.84 
52 0.74 0.02 0.01 0.85 
53 0.73 0.02 0.01 0.86 
54 0.71 0.01 0.01 0.86 
55 0.69 0.01 0.01 0.87 
56 0.69 0.02 0.01 0.88 
57 0.67 0.03 0.01 0.89 
58 0.64 0.01 0.01 0.90 
59 0.63 0.02 0.01 0.91 
60 0.61 0.01 0.01 0.91 
61 0.60 0.00 0.01 0.92 
62 0.60 0.02 0.01 0.93 
63 0.58 0.01 0.01 0.94 
64 0.57 0.00 0.01 0.94 
65 0.57 0.02 0.01 0.95 
66 0.55 0.03 0.01 0.96 
67 0.52 0.01 0.01 0.96 
68 0.51 0.03 0.01 0.97 
69 0.48 0.06 0.01 0.98 
70 0.42 0.04 0.01 0.98 
71 0.38 0.00 0.00 0.99 
72 0.37 0.05 0.00 0.99 
73 0.33 0.06 0.00 0.99 
74 0.27 0.06 0.00 1.00 
75 0.20 0.20 0.00 1.00 
76 0.00 0.00 0.00 1.00 
77 0.00 0.00 0.00 1.00 
78 0.00 0.00 0.00 1.00 
79 0.00 0.00 0.00 1.00 
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Appendix E:  Customer Equity Logistic Model Estimate 
 
Brand Variable DF Estimate StdErr WaldChiSq ProbChiSq 
1_Intermec Intercept 1 -2.6511 0.2554 107.7616 0.0000 
1_Intermec last_i 1 1.9869 0.0271 5365.6269 0.0000 
1_Intermec last_m 1 0.2880 0.0265 117.8760 0.0000 
1_Intermec last_h 1 0.5997 0.0274 477.6510 0.0000 
1_Intermec valqualI 1 0.0004 0.0108 0.0013 0.9707 
1_Intermec valqualM 1 0.0171 0.0074 5.2877 0.0215 
1_Intermec valqualH 1 -0.0133 0.0061 4.7388 0.0295 
1_Intermec valqualD 1 -0.0279 0.0053 28.2392 0.0000 
1_Intermec valworthI 1 -0.0402 0.0126 10.1088 0.0015 
1_Intermec valworthM 1 -0.0357 0.0077 21.7818 0.0000 
1_Intermec valworthH 1 -0.0592 0.0062 92.2641 0.0000 
1_Intermec valworthD 1 -0.0469 0.0053 76.9001 0.0000 
1_Intermec valpricesI 1 0.0563 0.0104 29.2850 0.0000 
1_Intermec valpricesM 1 -0.0028 0.0075 0.1362 0.7121 
1_Intermec valpricesH 1 0.0671 0.0065 105.7422 0.0000 
1_Intermec valpricesD 1 0.0086 0.0054 2.4926 0.1144 
1_Intermec valconvenI 1 -0.0270 0.0101 7.1042 0.0077 
1_Intermec valconvenM 1 -0.0454 0.0076 35.7083 0.0000 
1_Intermec valconvenH 1 0.0570 0.0062 85.0910 0.0000 
1_Intermec valconvenD 1 -0.0556 0.0051 118.2357 0.0000 
1_Intermec valinstallI 1 -0.0584 0.0092 40.0800 0.0000 
1_Intermec valinstallM 1 0.0455 0.0076 36.0565 0.0000 
1_Intermec valinstallH 1 -0.0188 0.0063 8.8110 0.0030 
1_Intermec valinstallD 1 0.0437 0.0052 69.2083 0.0000 
1_Intermec valorderI 1 0.0086 0.0107 0.6387 0.4242 
1_Intermec valorderM 1 -0.0223 0.0075 8.7735 0.0031 
1_Intermec valorderH 1 -0.0757 0.0065 137.3751 0.0000 
1_Intermec valorderD 1 -0.0070 0.0052 1.7725 0.1831 
1_Intermec valregpriceI 1 -0.0092 0.0126 0.5319 0.4658 
1_Intermec valregpriceM 1 0.0649 0.0075 75.0451 0.0000 
1_Intermec valregpriceH 1 0.0668 0.0062 116.5659 0.0000 
1_Intermec valregpriceD 1 0.0008 0.0053 0.0223 0.8813 
1_Intermec valdispriceI 1 -0.0683 0.0089 59.5250 0.0000 
1_Intermec valdispriceM 1 0.0085 0.0078 1.1904 0.2753 
1_Intermec valdiscpriceH 1 0.0939 0.0062 226.2468 0.0000 
1_Intermec valdiscpriceD 1 0.0292 0.0052 31.6419 0.0000 
1_Intermec brandattI 1 -0.0910 0.0124 53.4518 0.0000 
1_Intermec brandattM 1 0.0551 0.0076 52.0104 0.0000 
1_Intermec brandattH 1 -0.0375 0.0061 37.3329 0.0000 
1_Intermec brandattD 1 -0.0258 0.0052 25.0705 0.0000 
1_Intermec brandadvI 1 0.0726 0.0095 57.8466 0.0000 
1_Intermec brandadvM 1 0.0338 0.0077 19.1914 0.0000 
1_Intermec brandadvH 1 0.0307 0.0060 25.8666 0.0000 
1_Intermec brandadvD 1 0.0281 0.0053 28.0281 0.0000 
1_Intermec brandrepI 1 0.0616 0.0114 29.1404 0.0000 
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1_Intermec brandrepM 1 -0.0409 0.0078 27.7079 0.0000 
1_Intermec brandrepH 1 -0.0468 0.0063 55.7952 0.0000 
1_Intermec brandrepD 1 -0.0703 0.0052 184.2780 0.0000 
1_Intermec brandethI 1 -0.9192 0.3454 7.0811 0.0078 
1_Intermec brandethM 1 -0.0039 0.0078 0.2507 0.6166 
1_Intermec brandethH 1 -0.0071 0.0063 1.2892 0.2562 
1_Intermec brandethD 1 -0.0597 0.0053 125.9793 0.0000 
1_Intermec brandimgI 1 -0.0017 0.0082 0.0426 0.8366 
1_Intermec brandimgM 1 0.0170 0.0076 4.9771 0.0257 
1_Intermec brandimgH 1 0.0671 0.0064 109.4704 0.0000 
1_Intermec brandimgD 1 0.0242 0.0052 21.6553 0.0000 
1_Intermec brandfeelI 1 0.1071 0.0122 77.1965 0.0000 
1_Intermec brandfeelM 1 0.0308 0.0075 17.0235 0.0000 
1_Intermec brandfeelH 1 -0.0136 0.0061 4.9913 0.0255 
1_Intermec brandfeelD 1 -0.0143 0.0053 7.4537 0.0063 
1_Intermec reltimeI 1 0.1373 0.0093 218.7765 0.0000 
1_Intermec reltimeM 1 -0.0456 0.0078 33.9664 0.0000 
1_Intermec reltimeH 1 0.0273 0.0062 19.6289 0.0000 
1_Intermec reltimeD 1 -0.0011 0.0053 0.0467 0.8289 
1_Intermec relpreferI 1 0.8326 0.3458 5.7969 0.0161 
1_Intermec relprefM 1 0.0719 0.0075 92.3948 0.0000 
1_Intermec relprefH 1 -0.0463 0.0065 51.5559 0.0000 
1_Intermec relprefD 1 -0.0223 0.0053 17.6819 0.0000 
1_Intermec relprocI 0 0.0000    
1_Intermec relprocM 1 -0.0042 0.0075 0.3108 0.5772 
1_Intermec relprocH 1 0.0841 0.0062 185.1516 0.0000 
1_Intermec relprocD 1 -0.0308 0.0051 36.1926 0.0000 
1_Intermec relinfoI 0 0.0000    
1_Intermec relinfoM 1 -0.0535 0.0079 46.2222 0.0000 
1_Intermec relinfoH 1 -0.0353 0.0063 31.1473 0.0000 
1_Intermec relinfoD 1 0.0234 0.0053 19.3070 0.0000 
1_Intermec relspecI 0 0.0000    
1_Intermec relspecM 1 0.0813 0.0080 103.1101 0.0000 
1_Intermec relspecH 1 -0.0501 0.0064 60.4352 0.0000 
1_Intermec relspecD 1 -0.0132 0.0051 6.7102 0.0096 
1_Intermec relcommI 0 0.0000    
1_Intermec relcommM 1 0.0099 0.0073 1.8223 0.1770 
1_Intermec relcommH 1 0.1110 0.0064 304.1194 0.0000 
1_Intermec relcommD 1 0.0095 0.0051 3.3946 0.0654 
2_Motorola Intercept 1 -1.0212 0.2690 14.4148 0.0001 
2_Motorola last_i 1 -0.4528 0.0286 250.0645 0.0000 
2_Motorola last_m 1 0.1843 0.0260 50.1258 0.0000 
2_Motorola last_h 1 -0.2605 0.0287 82.5371 0.0000 
2_Motorola valqualI 1 0.0686 0.0116 35.1004 0.0000 
2_Motorola valqualM 1 -0.0315 0.0079 16.0714 0.0001 
2_Motorola valqualH 1 0.0610 0.0066 85.2696 0.0000 
2_Motorola valqualD 1 -0.0014 0.0056 0.0651 0.7986 
2_Motorola valworthI 1 -0.2140 0.0135 251.0267 0.0000 
2_Motorola valworthM 1 0.0243 0.0082 8.6942 0.0032 
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2_Motorola valworthH 1 0.0326 0.0066 24.5572 0.0000 
2_Motorola valworthD 1 -0.0058 0.0057 1.0463 0.3064 
2_Motorola valpricesI 1 0.0255 0.0111 5.3206 0.0211 
2_Motorola valpricesM 1 0.0218 0.0079 7.6182 0.0058 
2_Motorola valpricesH 1 -0.0639 0.0068 87.8729 0.0000 
2_Motorola valpricesD 1 0.0344 0.0058 35.2781 0.0000 
2_Motorola valconvenI 1 0.1008 0.0110 83.7337 0.0000 
2_Motorola valconvenM 1 0.0048 0.0081 0.3545 0.5516 
2_Motorola valconvenH 1 0.0081 0.0066 1.5256 0.2168 
2_Motorola valconvenD 1 -0.0085 0.0055 2.4158 0.1201 
2_Motorola valinstallI 1 -0.0080 0.0100 0.6397 0.4238 
2_Motorola valinstallM 1 0.0916 0.0080 130.7576 0.0000 
2_Motorola valinstallH 1 -0.0548 0.0067 67.2506 0.0000 
2_Motorola valinstallD 1 -0.0727 0.0056 165.9697 0.0000 
2_Motorola valorderI 1 -0.0195 0.0115 2.8879 0.0892 
2_Motorola valorderM 1 -0.0345 0.0081 18.2833 0.0000 
2_Motorola valorderH 1 0.0400 0.0068 34.2723 0.0000 
2_Motorola valorderD 1 -0.0306 0.0056 29.9450 0.0000 
2_Motorola valregpriceI 1 0.0865 0.0136 40.6921 0.0000 
2_Motorola valregpriceM 1 -0.0073 0.0079 0.8429 0.3586 
2_Motorola valregpriceH 1 -0.0126 0.0066 3.6603 0.0557 
2_Motorola valregpriceD 1 -0.0010 0.0057 0.0298 0.8629 
2_Motorola valdispriceI 1 -0.0017 0.0095 0.0322 0.8576 
2_Motorola valdispriceM 1 -0.0025 0.0084 0.0905 0.7636 
2_Motorola valdiscpriceH 1 0.0017 0.0066 0.0680 0.7942 
2_Motorola valdiscpriceD 1 -0.0369 0.0054 46.4516 0.0000 
2_Motorola brandattI 1 -0.0858 0.0132 42.5715 0.0000 
2_Motorola brandattM 1 0.0257 0.0082 9.8622 0.0017 
2_Motorola brandattH 1 0.0532 0.0065 67.8186 0.0000 
2_Motorola brandattD 1 0.0018 0.0055 0.1078 0.7427 
2_Motorola brandadvI 1 -0.0337 0.0104 10.5109 0.0012 
2_Motorola brandadvM 1 -0.0140 0.0083 2.8546 0.0911 
2_Motorola brandadvH 1 -0.1105 0.0064 295.5540 0.0000 
2_Motorola brandadvD 1 0.0098 0.0057 2.9688 0.0849 
2_Motorola brandrepI 1 -0.1163 0.0122 90.4806 0.0000 
2_Motorola brandrepM 1 -0.0258 0.0082 9.7489 0.0018 
2_Motorola brandrepH 1 -0.0349 0.0067 26.9889 0.0000 
2_Motorola brandrepD 1 0.0560 0.0055 103.5810 0.0000 
2_Motorola brandethI 1 1.6422 0.2307 50.6674 0.0000 
2_Motorola brandethM 1 -0.0656 0.0084 61.2580 0.0000 
2_Motorola brandethH 1 -0.0208 0.0066 10.0492 0.0015 
2_Motorola brandethD 1 0.0530 0.0058 83.5239 0.0000 
2_Motorola brandimgI 1 0.0770 0.0088 76.5744 0.0000 
2_Motorola brandimgM 1 0.0220 0.0081 7.3025 0.0069 
2_Motorola brandimgH 1 -0.1206 0.0068 311.0017 0.0000 
2_Motorola brandimgD 1 -0.0098 0.0055 3.2228 0.0726 
2_Motorola brandfeelI 1 0.1266 0.0128 97.0777 0.0000 
2_Motorola brandfeelM 1 0.0057 0.0080 0.5041 0.4777 
2_Motorola brandfeelH 1 0.0242 0.0065 13.8251 0.0002 
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2_Motorola brandfeelD 1 0.0234 0.0056 17.4954 0.0000 
2_Motorola reltimeI 1 -0.0236 0.0099 5.7070 0.0169 
2_Motorola reltimeM 1 0.0262 0.0082 10.1986 0.0014 
2_Motorola reltimeH 1 -0.0113 0.0065 2.9877 0.0839 
2_Motorola reltimeD 1 0.0561 0.0056 100.2733 0.0000 
2_Motorola relpreferI 1 -1.6181 0.2314 48.9038 0.0000 
2_Motorola relprefM 1 -0.0378 0.0080 22.5536 0.0000 
2_Motorola relprefH 1 0.0021 0.0068 0.0944 0.7587 
2_Motorola relprefD 1 -0.0376 0.0056 44.2746 0.0000 
2_Motorola relprocI 0 0.0000    
2_Motorola relprocM 1 -0.0354 0.0079 19.8140 0.0000 
2_Motorola relprocH 1 -0.0404 0.0067 36.7443 0.0000 
2_Motorola relprocD 1 0.0264 0.0054 23.8125 0.0000 
2_Motorola relinfoI 0 0.0000    
2_Motorola relinfoM 1 0.0743 0.0083 80.3434 0.0000 
2_Motorola relinfoH 1 -0.0001 0.0067 0.0003 0.9860 
2_Motorola relinfoD 1 -0.0067 0.0057 1.4010 0.2366 
2_Motorola relspecI 0 0.0000    
2_Motorola relspecM 1 0.0219 0.0087 6.3442 0.0118 
2_Motorola relspecH 1 0.0260 0.0068 14.6647 0.0001 
2_Motorola relspecD 1 0.0721 0.0054 176.9861 0.0000 
2_Motorola relcommI 0 0.0000    
2_Motorola relcommM 1 0.0104 0.0079 1.7453 0.1865 
2_Motorola relcommH 1 -0.0064 0.0067 0.9129 0.3394 
2_Motorola relcommD 1 0.0332 0.0054 37.2189 0.0000 
3_Honeywel Intercept 1 -1.0910 0.3052 12.7793 0.0004 
3_Honeywel last_i 1 -1.4603 0.0392 1387.1456 0.0000 
3_Honeywel last_m 1 -0.0324 0.0292 1.2263 0.2681 
3_Honeywel last_h 1 0.4128 0.0300 189.9427 0.0000 
3_Honeywel valqualI 1 -0.0310 0.0130 5.7015 0.0170 
3_Honeywel valqualM 1 0.0693 0.0091 58.1009 0.0000 
3_Honeywel valqualH 1 -0.0290 0.0075 15.1007 0.0001 
3_Honeywel valqualD 1 0.0732 0.0065 127.5312 0.0000 
3_Honeywel valworthI 1 0.3747 0.0158 563.3289 0.0000 
3_Honeywel valworthM 1 0.0741 0.0093 63.7645 0.0000 
3_Honeywel valworthH 1 -0.0625 0.0074 70.9655 0.0000 
3_Honeywel valworthD 1 0.0442 0.0064 47.0744 0.0000 
3_Honeywel valpricesI 1 -0.0989 0.0123 64.4725 0.0000 
3_Honeywel valpricesM 1 0.0269 0.0091 8.7749 0.0031 
3_Honeywel valpricesH 1 -0.0655 0.0079 69.2703 0.0000 
3_Honeywel valpricesD 1 0.0268 0.0067 15.8131 0.0001 
3_Honeywel valconvenI 1 -0.1931 0.0121 252.7008 0.0000 
3_Honeywel valconvenM 1 0.0160 0.0090 3.1730 0.0749 
3_Honeywel valconvenH 1 -0.0036 0.0075 0.2232 0.6366 
3_Honeywel valconvenD 1 0.0660 0.0064 105.0196 0.0000 
3_Honeywel valinstallI 1 0.0954 0.0109 76.5601 0.0000 
3_Honeywel valinstallM 1 -0.1059 0.0092 132.4837 0.0000 
3_Honeywel valinstallH 1 0.0304 0.0075 16.2845 0.0001 
3_Honeywel valinstallD 1 -0.0242 0.0064 14.4665 0.0001 
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3_Honeywel valorderI 1 -0.0493 0.0129 14.6533 0.0001 
3_Honeywel valorderM 1 -0.0224 0.0094 5.7169 0.0168 
3_Honeywel valorderH 1 0.0469 0.0079 35.5974 0.0000 
3_Honeywel valorderD 1 0.0368 0.0064 33.3432 0.0000 
3_Honeywel valregpriceI 1 0.1182 0.0152 60.8494 0.0000 
3_Honeywel valregpriceM 1 -0.0812 0.0091 79.7276 0.0000 
3_Honeywel valregpriceH 1 -0.1553 0.0075 428.6558 0.0000 
3_Honeywel valregpriceD 1 -0.0492 0.0065 57.9631 0.0000 
3_Honeywel valdispriceI 1 0.1065 0.0110 93.1972 0.0000 
3_Honeywel valdispriceM 1 0.0294 0.0096 9.4718 0.0021 
3_Honeywel valdiscpriceH 1 -0.0460 0.0075 37.1703 0.0000 
3_Honeywel valdiscpriceD 1 0.0439 0.0063 48.5107 0.0000 
3_Honeywel brandattI 1 -0.0345 0.0152 5.1616 0.0231 
3_Honeywel brandattM 1 -0.0741 0.0094 62.5650 0.0000 
3_Honeywel brandattH 1 0.0520 0.0077 46.2301 0.0000 
3_Honeywel brandattD 1 -0.0023 0.0061 0.1468 0.7017 
3_Honeywel brandadvI 1 -0.0244 0.0117 4.3235 0.0376 
3_Honeywel brandadvM 1 0.0450 0.0095 22.6222 0.0000 
3_Honeywel brandadvH 1 0.0183 0.0073 6.2865 0.0122 
3_Honeywel brandadvD 1 0.0171 0.0065 6.8908 0.0087 
3_Honeywel brandrepI 1 -0.0718 0.0133 29.0874 0.0000 
3_Honeywel brandrepM 1 0.0533 0.0095 31.5930 0.0000 
3_Honeywel brandrepH 1 -0.0378 0.0078 23.3698 0.0000 
3_Honeywel brandrepD 1 -0.0053 0.0065 0.6642 0.4151 
3_Honeywel brandethI 1 -1.0218 0.3517 8.4403 0.0037 
3_Honeywel brandethM 1 0.0642 0.0095 45.4318 0.0000 
3_Honeywel brandethH 1 0.0084 0.0075 1.2483 0.2639 
3_Honeywel brandethD 1 -0.0126 0.0066 3.6316 0.0567 
3_Honeywel brandimgI 1 -0.0504 0.0099 26.1441 0.0000 
3_Honeywel brandimgM 1 -0.0030 0.0092 0.1034 0.7477 
3_Honeywel brandimgH 1 0.0775 0.0079 96.5763 0.0000 
3_Honeywel brandimgD 1 0.0300 0.0063 22.8150 0.0000 
3_Honeywel brandfeelI 1 -0.2833 0.0154 336.7468 0.0000 
3_Honeywel brandfeelM 1 0.0221 0.0092 5.7492 0.0165 
3_Honeywel brandfeelH 1 0.0462 0.0074 38.8282 0.0000 
3_Honeywel brandfeelD 1 0.0327 0.0063 26.8673 0.0000 
3_Honeywel reltimeI 1 -0.1274 0.0113 126.5866 0.0000 
3_Honeywel reltimeM 1 0.0444 0.0094 22.2016 0.0000 
3_Honeywel reltimeH 1 -0.0780 0.0076 105.2373 0.0000 
3_Honeywel reltimeD 1 0.0465 0.0064 52.2050 0.0000 
3_Honeywel relpreferI 1 1.2904 0.3525 13.4024 0.0003 
3_Honeywel relprefM 1 0.0030 0.0092 0.1041 0.7470 
3_Honeywel relprefH 1 -0.0030 0.0080 0.1401 0.7082 
3_Honeywel relprefD 1 0.0203 0.0063 10.3105 0.0013 
3_Honeywel relprocI 0 0.0000    
3_Honeywel relprocM 1 -0.0320 0.0091 12.3219 0.0004 
3_Honeywel relprocH 1 -0.0487 0.0076 41.0143 0.0000 
3_Honeywel relprocD 1 -0.0819 0.0062 172.3773 0.0000 
3_Honeywel relinfoI 0 0.0000    
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3_Honeywel relinfoM 1 -0.0046 0.0094 0.2457 0.6202 
3_Honeywel relinfoH 1 0.0069 0.0075 0.8409 0.3591 
3_Honeywel relinfoD 1 0.0001 0.0065 0.0002 0.9891 
3_Honeywel relspecI 0 0.0000    
3_Honeywel relspecM 1 -0.0476 0.0099 22.9968 0.0000 
3_Honeywel relspecH 1 0.0323 0.0077 17.5331 0.0000 
3_Honeywel relspecD 1 -0.1151 0.0063 334.9657 0.0000 
3_Honeywel relcommI 0 0.0000    
3_Honeywel relcommM 1 -0.0757 0.0091 69.9839 0.0000 
3_Honeywel relcommH 1 -0.0482 0.0079 37.4984 0.0000 
3_Honeywel relcommD 1 -0.0119 0.0062 3.6420 0.0563 
4_Datalogic Intercept 1 0.3138 0.2997 1.0965 0.2950 
4_Datalogic last_i 1 -1.3942 0.0338 1701.6541 0.0000 
4_Datalogic last_m 1 -0.4838 0.0274 311.3224 0.0000 
4_Datalogic last_h 1 -0.7855 0.0304 667.3716 0.0000 
4_Datalogic valqualI 1 -0.0581 0.0124 21.9343 0.0000 
4_Datalogic valqualM 1 -0.0558 0.0088 40.3929 0.0000 
4_Datalogic valqualH 1 -0.0405 0.0073 31.0952 0.0000 
4_Datalogic valqualD 1 -0.0320 0.0063 25.6927 0.0000 
4_Datalogic valworthI 1 0.0011 0.0150 0.0058 0.9395 
4_Datalogic valworthM 1 -0.0641 0.0093 47.8629 0.0000 
4_Datalogic valworthH 1 0.0965 0.0074 170.9991 0.0000 
4_Datalogic valworthD 1 0.0582 0.0065 80.5238 0.0000 
4_Datalogic valpricesI 1 -0.0153 0.0125 1.4987 0.2209 
4_Datalogic valpricesM 1 -0.0620 0.0090 47.9683 0.0000 
4_Datalogic valpricesH 1 0.0785 0.0078 100.3436 0.0000 
4_Datalogic valpricesD 1 -0.0712 0.0065 119.1765 0.0000 
4_Datalogic valconvenI 1 0.1170 0.0123 90.6165 0.0000 
4_Datalogic valconvenM 1 0.0287 0.0090 10.1806 0.0014 
4_Datalogic valconvenH 1 -0.0750 0.0074 102.7000 0.0000 
4_Datalogic valconvenD 1 0.0349 0.0062 31.7694 0.0000 
4_Datalogic valinstallI 1 -0.0149 0.0111 1.7887 0.1811 
4_Datalogic valinstallM 1 -0.0622 0.0091 47.2031 0.0000 
4_Datalogic valinstallH 1 0.0687 0.0075 83.7550 0.0000 
4_Datalogic valinstallD 1 0.0614 0.0063 95.2990 0.0000 
4_Datalogic valorderI 1 0.0614 0.0130 22.4522 0.0000 
4_Datalogic valorderM 1 0.0729 0.0089 67.0498 0.0000 
4_Datalogic valorderH 1 0.0063 0.0079 0.6363 0.4251 
4_Datalogic valorderD 1 -0.0086 0.0062 1.9087 0.1671 
4_Datalogic valregpriceI 1 -0.1808 0.0153 138.9821 0.0000 
4_Datalogic valregpriceM 1 0.0031 0.0090 0.1211 0.7279 
4_Datalogic valregpriceH 1 0.0831 0.0074 125.9514 0.0000 
4_Datalogic valregpriceD 1 0.0243 0.0064 14.5738 0.0001 
4_Datalogic valdispriceI 1 0.0232 0.0107 4.6874 0.0304 
4_Datalogic valdispriceM 1 -0.0417 0.0094 19.4675 0.0000 
4_Datalogic valdiscpriceH 1 -0.0839 0.0074 126.9344 0.0000 
4_Datalogic valdiscpriceD 1 -0.0430 0.0062 48.2274 0.0000 
4_Datalogic brandattI 1 0.2520 0.0150 283.1526 0.0000 
4_Datalogic brandattM 1 -0.0480 0.0091 27.9342 0.0000 
    222
4_Datalogic brandattH 1 -0.0788 0.0074 113.3530 0.0000 
4_Datalogic brandattD 1 0.0410 0.0061 45.1643 0.0000 
4_Datalogic brandadvI 1 -0.0532 0.0118 20.4321 0.0000 
4_Datalogic brandadvM 1 -0.0842 0.0094 80.6660 0.0000 
4_Datalogic brandadvH 1 0.0762 0.0072 110.5721 0.0000 
4_Datalogic brandadvD 1 -0.0570 0.0063 81.0931 0.0000 
4_Datalogic brandrepI 1 0.1038 0.0137 57.3488 0.0000 
4_Datalogic brandrepM 1 0.0301 0.0093 10.5258 0.0012 
4_Datalogic brandrepH 1 0.1297 0.0076 288.4335 0.0000 
4_Datalogic brandrepD 1 0.0126 0.0063 4.0554 0.0440 
4_Datalogic brandethI 1 -0.4438 0.3006 2.1805 0.1398 
4_Datalogic brandethM 1 0.0466 0.0093 25.0807 0.0000 
4_Datalogic brandethH 1 0.0350 0.0075 21.4938 0.0000 
4_Datalogic brandethD 1 0.0434 0.0065 44.9300 0.0000 
4_Datalogic brandimgI 1 -0.0487 0.0099 24.3105 0.0000 
4_Datalogic brandimgM 1 -0.0292 0.0091 10.3092 0.0013 
4_Datalogic brandimgH 1 -0.0160 0.0077 4.2983 0.0382 
4_Datalogic brandimgD 1 -0.0432 0.0063 47.8022 0.0000 
4_Datalogic brandfeelI 1 -0.0403 0.0147 7.5580 0.0060 
4_Datalogic brandfeelM 1 -0.0903 0.0093 95.0030 0.0000 
4_Datalogic brandfeelH 1 -0.0368 0.0074 24.9048 0.0000 
4_Datalogic brandfeelD 1 -0.0287 0.0062 21.2050 0.0000 
4_Datalogic reltimeI 1 -0.0399 0.0109 13.2984 0.0003 
4_Datalogic reltimeM 1 -0.0166 0.0091 3.3426 0.0675 
4_Datalogic reltimeH 1 0.0436 0.0075 33.6292 0.0000 
4_Datalogic reltimeD 1 -0.1130 0.0063 321.1377 0.0000 
4_Datalogic relpreferI 1 0.2865 0.3014 0.9041 0.3417 
4_Datalogic relprefM 1 -0.0393 0.0091 18.6631 0.0000 
4_Datalogic relprefH 1 0.0628 0.0077 66.6411 0.0000 
4_Datalogic relprefD 1 0.0569 0.0065 76.9906 0.0000 
4_Datalogic relprocI 0 0.0000    
4_Datalogic relprocM 1 0.0585 0.0091 41.7576 0.0000 
4_Datalogic relprocH 1 -0.0189 0.0073 6.6172 0.0101 
4_Datalogic relprocD 1 0.0825 0.0061 183.2422 0.0000 
4_Datalogic relinfoI 0 0.0000    
4_Datalogic relinfoM 1 -0.0197 0.0094 4.4318 0.0353 
4_Datalogic relinfoH 1 0.0248 0.0075 10.9961 0.0009 
4_Datalogic relinfoD 1 -0.0238 0.0064 13.9455 0.0002 
4_Datalogic relspecI 0 0.0000    
4_Datalogic relspecM 1 -0.1116 0.0097 131.5156 0.0000 
4_Datalogic relspecH 1 0.0168 0.0076 4.8199 0.0281 
4_Datalogic relspecD 1 0.0516 0.0060 73.5042 0.0000 
4_Datalogic relcommI 0 0.0000    
4_Datalogic relcommM 1 0.0620 0.0089 48.4086 0.0000 
4_Datalogic relcommH 1 -0.1106 0.0076 212.2659 0.0000 
4_Datalogic relcommD 1 -0.0254 0.0061 17.5582 0.0000 
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Appendix F:  Customer Lifetime Value by Case 
 
Case CLVi_Intermec CLVi_Motorola CLVi_Honeywell CLVi_Datalogic 
1 40700.22768 8430.996889 8474.097788 2617.350993 
2 122151.5422 30338.36978 6918.823144 684.5674532 
3 246663.8055 50631.04916 6262.236483 16629.51397 
4 483819.2213 147018.0309 40247.8134 129381.4472 
5 765903.7968 219628.819 15238.05485 98150.2017 
6 1257067.161 121986.9231 146277.2521 75601.68971 
7 1555824.857 679139.3217 434227.1774 327865.5691 
8 486576.8495 91779.17631 99276.77372 121582.3803 
9 21560.87053 7698.308948 8352.121387 2349.458128 
10 20000 0 0 0 
11 130193.9108 7868.055776 5436.481158 2384.471334 
12 337085.3316 40271.61917 7906.936147 36294.82657 
13 2647304.403 278031.7675 118508.7218 158021.1584 
14 1089001.348 214986.5447 94891.20894 99649.36044 
15 30709673.01 1921411.827 1246833.542 2255685.627 
16 96256.62862 3121.051366 10868.97899 10198.68773 
17 8514.216516 5062.515506 3406.060215 2997.587261 
18 675000 0 0 0 
19 3546805.347 683302.4082 251178.4791 321512.8423 
20 6947779.269 1447317.394 661286.7261 549214.7647 
21 1369.809821 182.3966885 7.913257465 60.80155657 
22 419482.5976 157144.2279 77313.37824 145274.9761 
23 1949011.015 420519.9104 605020.688 222309.1064 
24 3294692.637 530592.2642 641217.9593 328788.2189 
25 589862.3449 61312.56552 20877.58889 50619.58086 
26 59191.3016 8355.00594 2199.698233 10300.6455 
27 138489.8223 7379.039252 5703.728623 10519.54209 
28 515597.6219 77807.28563 22381.12159 46663.37776 
29 1387922.886 263201.1184 227455.2509 119458.6944 
30 1833512.899 313871.6958 135547.0426 118467.9008 
31 531442.3128 181789.3523 50257.00064 35726.51417 
32 26722.10578 6756.868049 3554.474603 2927.310561 
33 37393.84053 22021.61653 3070.222112 17435.83882 
34 114927.7365 18257.55659 7349.343477 5348.282471 
35 26596617.74 12851751 2252591.465 6206907.492 
36 118481.2124 26184.14261 3785.258748 11642.68876 
37 14542.52069 2191.10324 336.9393981 2909.816166 
38 1970718.862 271129.6335 374302.1275 81200.60937 
39 1350000 75000 75000 0 
40 6160840.699 667498.03 2664325.76 2495563.209 
41 1562.158591 378.216009 378.0525292 90.47980457 
42 353698.683 103317.8929 67955.33745 115401.2969 
43 1803152.902 936319.1916 321295.6211 136093.0047 
44 2134157.998 1335761.114 1006806.511 318565.4562 
    224
45 691966.1494 84880.26859 83945.54923 99767.84816 
46 100661.336 41790.59855 23044.23505 34307.62537 
47 8251.8108 4550.377142 2020.055319 1187.086995 
48 1112584.255 366246.3367 56670.6991 90510.88993 
49 308568.1184 87503.0273 63020.56656 22689.67455 
50 1195491.66 471389.9412 165081.3036 95162.64239 
51 1448253.62 397699.1241 63352.35551 35800.48814 
52 479408.3817 160322.7471 14440.23459 68500.71679 
53 40000 5000 2500 2500 
54 9041.99866 2297.733929 1435.895471 1677.813544 
55 6245136.867 2915370.309 949889.9503 1877830.572 
56 655963.4644 254228.6959 48745.74166 139982.9703 
57 1133220.265 215229.8795 149519.7194 102963.1613 
58 1528251.245 270002.13 290652.5458 312493.6175 
59 424988.9889 146835.9333 64744.177 162646.0807 
60 7500 1000 500 1000 
61 29144.28198 8291.642279 4625.730345 6116.484073 
62 454051.4563 158485.9706 71516.19621 38618.45708 
63 73073.25123 20320.21559 5688.704802 21363.17508 
64 10770.93518 3126.520996 2609.687719 3473.235604 
65 161707.7915 33759.4961 20362.66814 25060.7377 
66 272316.9533 65778.69348 76618.23769 84795.60294 
67 30000 0 0 10000 
68 24085.70937 4031.900388 2272.518928 8032.263929 
69 2689639.728 449090.8801 561970.2433 295375.048 
70 21084.34708 7604.167619 4362.060512 2880.325557 
71 504929.2954 179911.9798 108811.8448 49464.30697 
72 2110397.363 395000.2648 526683.7482 1279626.716 
73 133750.0712 65190.48249 15753.464 24845.32081 
74 5746.701059 657.0279924 586.4335322 1114.444032 
75 163223.3082 41312.16361 32447.29913 3907.922453 
76 224184.8235 169431.2061 40457.09071 65436.36708 
77 35155.26795 13102.06879 12565.10723 4014.408948 
78 25271.55674 5983.226012 4204.59865 2963.011216 
79 58622.41232 25211.69737 17962.2074 18649.02962 
80 3000 1000 1000 0 
81 405000 135000 135000 0 
82 2145945.916 993231.6144 1267462.642 396158.9044 
83 3124566.405 1358106.599 3847153.773 1275771.376 
84 1686.816661 404.8957114 1116.400774 787.9627533 
85 158162.2511 19638.19321 54883.48731 91500.333 
86 2290535.243 800531.7481 292990.1199 448572.3049 
87 3035284.333 617982.9418 372939.4982 769084.3063 
88 391826.324 197406.1951 141662.6876 229664.6086 
89 62159.17015 18207.28389 7148.946151 12386.4973 
90 151130.8306 78422.42287 37965.60986 132088.7267 
91 346246.9114 26147.02633 140382.2561 149673.213 
92 30000 0 5000 15000 
93 151937.1081 70336.5865 10321.88962 8295.109219 
    225
94 424479.5239 245624.4476 123873.3469 205041.6564 
95 218557.7164 164218.8108 17527.03326 45449.80338 
96 642733.0016 353879.1226 60194.09057 147647.2523 
97 1676756.809 626262.4712 416120.9089 277916.7355 
98 312760.5371 287898.4102 103242.6398 95313.59287 
99 1766.555336 906.4226952 357.5143944 171.3736255 
100 283692.1241 225447.5289 183559.7909 106515.736 
101 654910.7947 518012.7797 78205.94969 45607.53436 
102 9212.205044 10916.43757 392.9560719 3567.470659 
103 21965.65568 18631.3789 4317.624217 3263.479883 
104 192341.6721 103730.7153 15306.01178 48268.43184 
105 169654.5911 166304.7014 49540.89695 36058.52405 
106 696741.0838 666232.9556 195843.7963 62103.48731 
107 279198.6472 243467.0995 43436.42191 41743.32756 
108 22301150.01 22522759.95 10804577.13 4312651.414 
109 25000 25000 0 0 
110 7897.137942 4711.33487 2593.353952 4778.552734 
111 1075222.475 704696.354 270059.726 111281.0297 
112 47291.2668 19391.80656 13272.73555 19946.08857 
113 76098.73938 49835.73207 22821.51636 11337.31476 
114 198898.0443 92495.29687 74404.64913 33809.59964 
115 395608.3816 336886.994 178701.798 87821.80136 
116 266049.134 157431.0806 138190.4772 100778.7151 
117 720871.8911 447690.388 283034.1608 149336.5857 
118 1136622.436 471451.8103 116992.4401 81613.51419 
119 350178.3327 276455.7476 32599.17134 139981.9283 
120 10893.80844 9425.747882 1689.78178 2079.731235 
121 22472.36194 16013.74209 6616.507464 2925.379269 
122 220214.8776 101836.5463 12020.56274 66161.26973 
123 649201.779 604199.1963 161940.8246 210670.3806 
124 34222.2911 22757.87757 5360.358341 2496.325915 
125 60473.27336 30744.89952 9514.969641 7667.669504 
126 21381.92811 13214.0314 2346.175049 3580.898515 
127 87327.10461 65905.23472 27129.71096 19441.74469 
128 137093.3615 107198.7801 33939.11796 41955.34552 
129 360226.109 197082.297 52112.00363 53028.99717 
130 518455.6281 384028.288 253405.2745 48564.27646 
131 2042690.434 974329.2788 325843.043 250227.3217 
132 213043.7199 90825.00537 25654.83031 152257.8312 
133 20512.83064 9238.149806 6100.311724 4109.466825 
134 20748.10343 9177.461378 12910.40838 17105.16531 
135 199953.2319 150612.0415 34708.25944 14959.72365 
136 5220.108594 8072.567589 2362.941144 4324.762171 
137 47606.61057 116983.5872 53337.03334 22963.46225 
138 64608.89179 148168.9115 113967.5431 73487.90994 
139 42060.60088 63213.75603 15100.61576 39468.06332 
140 1229.27442 6140.301081 11292.30096 789.1794162 
141 46076.50476 41582.95929 67838.36525 4595.473265 
142 2803.842996 3795.778084 1121.756253 4323.157336 
    226
143 140524.9791 237953.8822 25151.91172 556929.0423 
144 25272.89614 11560.74296 18724.79884 64886.90876 
145 4656.861708 3638.799347 5819.413506 1894.255694 
146 1115377.164 678345.2422 619315.0149 284313.8115 
147 98866.47231 69937.55863 88275.5727 67104.66097 
148 806227.8135 1062792.29 92623.73003 599849.0075 
149 420000 300000 240000 240000 
150 338311.3291 295152.081 223775.068 103321.3372 
151 82238.8966 36602.7402 26659.04568 14592.62008 
152 1963.054458 516.3803047 389.4037449 6856.689431 
153 75034.9349 26002.34623 22835.42959 200311.5539 
154 8158.978126 8348.115338 4423.971864 11087.59518 
155 21736.91297 17066.71769 15044.22477 18013.9461 
156 6250 112500 6250 0 
157 1040.779896 702.6949586 5591.241038 769.8907223 
158 75758.35465 40152.09312 44905.56297 238791.5792 
159 104811.1397 102541.8214 81502.25783 111378.0374 
160 93349.27811 16359.02776 30766.11145 19368.61867 
161 16342.63071 2118.55464 778.3659079 211.5046211 
162 1001082.03 108957.857 64572.43644 29841.14319 
163 942974.7717 242742.3888 14312.3702 15661.46154 
164 608375.237 130101.7689 25486.23173 35251.9423 
165 23627.55765 3703.61286 2027.872289 2659.617712 
166 10607.1652 7927.923865 9444.040236 8154.474707 
167 143200.6358 82329.79478 119066.4379 154912.619 
168 784824.2569 394447.5329 394651.7976 52088.59306 
169 36561.27242 11196.32928 7943.622888 40655.05278 
170 37618.59731 108191.2134 9994.519665 24019.08508 
171 9165.47626 35921.89449 9136.813515 5998.489085 
172 11505.94871 60338.68217 6598.021999 2603.413278 
173 21455.44948 152895.9348 36122.33371 30416.97538 
174 93149.99127 468758.2831 30942.37211 69598.76033 
175 185106.1967 252708.1758 27404.16345 34290.95154 
176 4207.410286 10218.9752 1280.949235 301.995539 
177 26154.24152 157082.2564 29333.01108 28321.18442 
178 29987.70004 213440.0982 51396.15489 6289.413585 
179 22355.08357 75310.04766 4157.659131 26251.85168 
180 17578.26939 20776.61797 6632.919949 2965.10348 
181 119164.9724 590796.202 46578.20016 53921.28696 
182 345336.8053 1370508.311 80336.2594 605218.1624 
183 63341.68981 288643.292 22541.0003 107255.4046 
184 1424.615648 11510.23045 910.9704625 2363.396674 
185 6968.872779 30720.42414 6914.357334 3424.33651 
186 127602.7093 227900.574 57321.18433 86685.01984 
187 18907.31981 45530.49616 9390.465845 6218.369469 
188 45044.30776 99315.92225 7965.295089 7767.777462 
189 19212.54252 124133.736 12455.51942 6290.334347 
190 456102.465 84338.00754 14753.07822 47033.18269 
191 630897.1279 305769.5822 121348.0926 40906.06966 
    227
192 1334443.314 227846.1132 178301.7785 257446.7439 
193 993827.5986 170137.536 36967.26194 14758.5958 
194 473948.6665 77548.41285 54833.42309 34042.7078 
195 18687.86299 3644.359043 652.1181639 1104.729146 
196 55001.19595 11333.72399 5666.991235 7919.606819 
197 179347.1471 57974.19898 4596.546879 46250.05162 
198 353944.2678 84084.41122 52664.23637 69633.64358 
199 542234.0594 94656.62052 16894.52535 68886.87499 
200 244563.0227 30333.6209 7657.109509 18559.61361 
201 56238.698 17663.29442 1899.03496 4245.623896 
202 114954.9214 25752.32146 8330.883028 11055.17672 
203 185405.7876 32801.02727 6170.635733 16513.24283 
204 529062.8927 101190.355 50961.43158 119251.8335 
205 382817.4465 36869.2824 5435.325462 20631.30952 
206 1101650.426 267647.7541 134520.154 97114.6915 
207 2192989.155 801677.9028 235606.4492 362816.5705 
208 249325.6408 119356.9794 342942.682 87589.87764 
209 2956.595587 3309.943418 16185.04898 1637.481357 
210 10054.39908 4726.019344 44307.98404 4948.918564 
211 33734.58965 21642.47057 139677.6459 21746.91792 
212 5086.82525 4237.214748 11536.72806 3115.687339 
213 289462.3956 45234.82383 206257.4947 99418.49612 
214 14916.61864 3448.560142 18131.31973 3464.26049 
215 10227.85571 7302.419924 25423.59481 5074.120328 
216 11456.94195 18398.14234 150021.6505 22738.43062 
217 940.3792677 420.8482106 5092.40008 1650.979057 
218 22164.92896 10492.78523 32439.52404 96994.89407 
219 47570.82908 53521.09618 62399.80162 137621.6399 
220 38255.76574 17224.94748 39038.4933 65323.82946 
221 8002.694871 7138.260046 12883.82854 19928.12734 
222 329776.8942 107267.4281 221706.6724 545702.4724 
223 573745.2934 451370.788 600656.6821 775626.7749 
224 67468.58031 75616.07261 73321.06016 265375.6737 
225 2483.203897 1442.816257 3488.331051 8794.862025 
226 14098.14653 6986.242947 10421.3726 16522.22869 
227 19542.83431 37020.37652 41055.22464 104996.7299 
228 341365.7915 286276.6019 215893.4196 782476.3674 
229 58667.52748 11845.26553 20551.37023 68778.87275 
230 30414.19844 5276.410019 56557.8444 16152.35917 
231 11797.61184 5283.508896 39086.98975 4054.562858 
232 21431.71535 8522.445354 81426.79697 9064.389025 
233 79901.82217 17935.02143 200786.0439 21563.71763 
234 62811.80578 70663.48648 305072.8953 43233.19925 
235 5492.581867 5822.144473 18080.56069 2623.37348 
236 10261.95558 2715.064332 44980.51678 6079.784334 
237 77823.6431 77136.18182 144576.7506 60110.25539 
238 137361.8265 49284.99718 412499.8394 123525.4171 
239 54698.26402 29207.61458 63515.5073 12671.91666 
240 5717.524349 3294.854116 8309.908319 1888.909522 
    228
241 117288.9863 144061.2785 284965.524 94057.42142 
242 5486.541185 1711.746703 11033.25386 5857.527596 
243 8587.447327 9931.633386 7018.437367 22490.47269 
244 46989.03832 33321.96254 95701.13057 323497.356 
245 2143.51023 946.2289532 710.5316574 8244.26383 
246 104188.853 43337.53577 33568.29991 297983.9882 
247 42562.8263 77241.11593 84990.04753 195439.2666 
248 3572.536191 6322.231193 6652.290559 48289.79498 
249 6827.363429 7144.930841 5402.619532 19047.47881 
250 345917.2731 724999.2929 287801.6598 639319.7239 
251 97400.41765 163930.1902 61862.74989 892497.6346 
252 80290.69214 74971.35347 70272.45456 256246.8866 
253 1314.296169 1545.292154 1145.75678 12203.86813 
254 9441.826691 8570.986007 1656.386989 28358.79108 
255 93491.23765 116414.3476 70792.57786 318150.1831 
256 337225.4719 579270.8751 379960.339 1400894.546 
257 8080.667376 13483.53259 2368.299019 16028.26001 
258 15899.03873 3098.085263 5607.732655 23573.28203 
259 156569.1131 70880.87723 18289.52473 42428.4295 
260 505150.4367 179002.3168 12605.2807 25914.04602 
261 55311.55523 21474.65773 743.1907425 3516.662453 
262 10185.08848 3073.677141 544.6304796 650.0455048 
263 357250.8871 92045.41194 18662.11107 13822.97667 
264 23459.31906 9014.77779 4004.823376 3481.838766 
265 25084.89783 14533.09286 4800.941844 3609.058241 
266 207442.8593 56299.50418 12761.70975 24609.29354 
267 23005.76338 6466.827877 1878.919398 667.1498561 
268 22442.12551 6706.146706 148.0301815 3122.124062 
269 170120.6732 43040.30293 25606.36423 49400.60424 
270 366416.177 79096.08516 25470.6912 89343.60555 
271 489312.8123 213929.7542 136540.2624 120776.9864 
272 242439.9045 66773.96449 40381.63261 50637.7548 
273 45231.76797 7418.474509 5863.428862 21532.97994 
274 70458.20875 25060.35686 10638.88035 14287.90075 
275 138891.6685 40077.91306 14313.22903 47607.88278 
276 419521.0031 51076.09163 65506.11279 66123.52597 
277 443986.5994 84298.42619 59728.1126 74436.26862 
278 904220.7469 358256.7173 239325.4528 99130.10862 
279 1231071.437 491006.6147 236407.7265 1038571.146 
280 289286.3228 79727.71394 60392.97948 52374.3706 
281 13418.68943 5292.619994 2414.125066 2963.634846 
282 41371.62605 9460.569298 18084.5443 11004.77834 
283 174134.4674 50036.22272 24563.96018 39433.2943 
284 6101.306422 1341.996482 710.812203 1571.412831 
285 378022.0162 127321.4531 57687.61857 77342.12239 
286 52469650.37 9072240.575 12032201.79 6472558.545 
287 9274.623219 2221.895502 1690.74322 1266.179662 
288 322854.4538 145473.3875 58241.73889 113803.63 
289 11035.63533 1856.61428 1415.470539 1901.493085 
    229
290 16181.18675 3075.887718 2159.538653 2897.206724 
291 272588.3161 101134.2313 82044.45418 43742.48581 
292 14075.36438 4975.807558 3143.4226 1894.474799 
293 32580.96298 7871.516432 3092.99432 4632.664945 
294 138940.3227 40466.06727 22543.37364 14851.86043 
295 339195.813 134934.6506 23889.90779 62306.18755 
296 56096.322 9181.256631 8862.49066 5906.581984 
297 81309.16651 11288.40897 13166.53388 14681.23734 
298 191426.2997 47848.81255 58707.81416 22203.67876 
299 369074.876 90156.59677 101406.7482 41588.5126 
300 300207.3915 65390.5142 40956.21639 39199.24171 
301 418076.5482 702267.7958 40368.14733 43740.97571 
302 282982.8028 1506429.486 416447.0861 791197.5494 
303 54497.45861 204380.2377 38446.25565 26860.31261 
304 8092.439633 17042.45755 5472.910349 1410.852976 
305 16026.44048 31985.30809 5044.163003 10981.40945 
306 56291.43391 101823.8618 28876.1655 29810.16282 
307 231022.1261 272221.6047 175264.3424 20805.20923 
308 246575.2456 591521.4489 79023.61316 43439.50767 
309 120927.5571 138319.5745 27779.68317 14086.55207 
310 36745.15447 45514.49228 11157.70186 6484.548879 
311 69084.66501 124290.2896 39317.77418 6846.609672 
312 24236.73928 112139.4802 15896.80161 9819.111223 
313 30879.59421 186597.5711 160190.0342 27563.13128 
314 185269.0779 370662.4859 165910.9677 158670.6326 
315 390663.5364 726751.5387 481113.4756 399509.3991 
316 468329.3912 701675.4028 1037842.736 193552.0088 
317 56445.80987 293871.5037 201506.9475 88548.94916 
318 9336.118001 12556.86601 8245.177488 1880.499014 
319 18241.1361 33195.16245 16753.26161 11731.95783 
320 97497.37496 108514.3183 60292.85181 21863.39949 
321 7239.269205 8545.023158 4132.047763 4060.115272 
322 86715.07885 180488.1251 191034.5996 23543.58327 
323 1924.277893 7365.539309 6610.252894 309.1431351 
324 3141.15056 12402.98703 8268.556118 501.1261349 
325 212717.0843 128338.9794 110012.282 48441.14171 
326 3364.08725 6991.51345 4904.608669 949.0038615 
327 6349.13624 22666.0018 13480.94285 5531.909871 
328 163196.8198 133919.1892 90767.93058 111625.5478 
329 352815.1292 610544.5653 461667.6343 200984.8517 
330 10723.6462 32955.92199 37065.86386 15610.8453 
331 72094.73706 42994.89321 39460.79637 25272.98884 
332 22115.98638 17370.9384 16072.61358 4663.13499 
333 52111.10956 39586.4371 59385.31114 9010.444757 
334 128640.9738 130475.606 126162.7585 14328.25161 
335 229989.6539 261032.6837 358571.1437 249327.391 
336 91217.98446 296901.7046 309035.3495 113305.623 
337 552748.1391 966552.7219 666771.5615 215327.1159 
338 138486.7608 223527.4998 156539.1618 121819.788 
    230
339 1544.789726 7415.727665 6317.746648 930.9491918 
340 1886.638995 11814.44906 25979.4343 8347.468411 
341 46011.36796 85310.45536 132533.1187 37258.42471 
342 3086.54696 992.1655187 994.428226 3031.465911 
343 147515.8661 28402.91881 62306.75781 81961.06245 
344 122212.0956 54746.76595 17504.7405 106649.7647 
345 29069.55077 7345.949954 5184.748615 23236.60358 
346 13363.72716 2582.406812 3761.71024 9199.038996 
347 40633.93325 19273.62062 15563.73066 44974.06217 
348 3363.164529 861.5086815 440.60044 3439.332965 
349 184724.947 66440.21651 28952.39343 206158.8399 
350 51544.8477 7492.540487 22064.53449 39343.42403 
351 8032.265499 1847.92169 1365.563995 4763.579072 
352 32957.16188 4681.787996 16033.36907 26374.33233 
353 27669.74015 20276.29796 13238.26949 98908.99496 
354 43497.01659 43645.04616 34899.96328 118848.6674 
355 87430.17718 177013.2427 110914.9564 425108.1365 
356 58676.71097 115796.7521 17469.32838 470506.6154 
357 513139.227 291392.2393 191438.7741 604962.7852 
358 519197.8984 801694.8885 1475865.026 200299.112 
359 91487.42367 223069.9631 428299.6121 215300.355 
360 6103.051673 1567.421298 15779.96193 638.6344415 
361 15547.29411 17998.71357 39465.95529 6909.55502 
362 70168.27184 48544.49462 165922.8183 3532.359825 
363 95292.04493 46740.3038 267579.2627 11947.10202 
364 1272205.576 317124.7791 1993933.466 412812.0781 
365 92609.25473 50360.4553 438161.236 26714.55012 
366 67182.01662 47963.25527 246975.4487 38112.5358 
367 8687.66082 5401.093871 41100.12953 5033.789134 
368 33037.77793 18270.81948 66514.89458 2621.854708 
369 26837.60811 48928.84821 181107.024 63313.12477 
370 30694.95973 46169.00951 319202.8534 9163.508112 
371 128394.101 91164.77147 438894.1593 222060.1323 
372 92062.95912 57581.32426 632516.9309 28299.44727 
373 704298.4722 820071.4389 1303473.893 169213.1205 
374 85781.16769 77486.20147 267478.5244 51035.49326 
375 22716.31286 1775.045026 3687.656944 3839.645686 
376 37232.687 4966.747853 377.161511 5601.542312 
377 173162.4815 25928.14269 10138.15443 7572.845441 
378 8693.0646 563.4982933 160.1110706 308.8539741 
379 516570.2171 176102.313 47036.36313 59506.28668 
380 24249.36797 4312.674038 1771.127181 1685.491325 
381 39259.95757 5506.041744 8530.657485 6644.481698 
382 181761.4825 9678.255642 6848.50586 4326.921359 
383 20717.53634 1399.661539 417.6789195 1554.192539 
384 21150.883 1873.067733 64.98058523 1224.88853 
385 299285.109 60263.55479 29625.06109 11059.53156 
386 1402802.097 147562.8918 47043.92963 28603.26244 
387 35258.34387 85054.5409 16476.82984 23053.32138 
    231
388 42692.15831 88292.80711 6185.776988 6913.229891 
389 31858.29326 33886.44321 15546.09068 18611.07034 
390 22223.80215 111024.7583 10120.25034 56434.98416 
391 50118.65776 151222.4843 40098.31912 78747.1439 
392 231171.4193 637202.3318 104630.3259 125916.7953 
393 69419.52025 594245.9338 38124.24842 108670.9591 
394 542235.8641 1408802.405 312030.8766 138330.393 
395 40791.25534 246910.3558 20400.21823 16082.43524 
396 10865.8753 17589.79636 5013.955776 6491.131564 
397 23134.58503 14295.36873 2399.005323 8199.031685 
398 180674.2698 123699.088 40299.13475 55560.76386 
399 4293.491892 2822.730504 629.7350054 358.6492138 
400 156645.7933 143506.199 54785.01273 44670.58497 
401 90334.82647 87053.58869 13155.87576 12070.87446 
402 50075.41172 32511.32018 5616.83402 8152.711446 
403 256502.7547 142223.2302 38141.60731 62641.89524 
404 33453.72978 21144.82378 3121.864876 2502.254915 
405 83345.40917 58608.43846 9755.064922 8384.390014 
406 120379.6659 95185.44683 9993.680099 15331.9006 
407 432233.8989 177260.2309 110761.1563 80211.22675 
408 620800.8065 290736.5666 43011.2347 144372.2645 
409 118122.6076 97583.35535 125015.8824 469738.8162 
410 1379858.306 592390.0098 227318.6149 797489.9943 
411 190985.1258 144783.9774 29759.95272 274844.1543 
412 3009.715575 1840.493518 2256.189173 9102.814965 
413 17837.58188 14441.66521 6412.482356 41229.78854 
414 102313.6956 36505.33414 59360.32295 89988.59196 
415 1180.601191 1165.844974 1949.732799 5429.348974 
416 38329.28833 50503.60679 41855.36107 193496.0084 
417 4688.949899 11781.51935 3891.327175 11656.86409 
418 1091.76404 541.0394762 570.2803736 793.9730345 
419 103317.5425 82308.04296 39944.58389 94616.43577 
420 89401.48997 204548.0098 79575.65422 228701.5795 
421 414827.4716 379766.7552 71002.80388 233323.8418 
422 460773.5177 366675.3184 142042.7272 1028546.386 
423 306304.4886 596619.793 357661.4014 546094.5175 
424 40062.8903 86650.77114 67021.57895 130449.0242 
425 2764.792559 5531.714365 2182.565044 5730.141263 
426 25938.228 12079.28463 4747.543214 21272.26518 
427 21805.79729 37138.74193 14796.10066 72142.2792 
428 103539.9726 296941.2717 96750.98161 202081.0565 
429 232060.1971 430677.787 150589.159 807594.18 
430 196158.8386 356936.8067 147155.7991 500448.3248 
431 247868.7604 358079.1159 64327.85473 534177.736 
432 427906.5581 325694.164 266548.9045 195541.3657 
433 181382.9042 275967.7332 251726.6359 90137.90664 
434 3983.53622 6345.270717 4318.85488 1561.551414 
435 12962.88147 8988.662689 7825.110658 2641.771646 
436 165319.8296 107935.9684 40018.96736 46372.06561 
    232
437 4221.126458 5415.125488 2664.447723 2152.741935 
438 286098.2271 176489.7017 231861.6506 104765.6004 
439 7235.320228 7205.019055 3954.343384 5694.386673 
440 18098.94459 15745.32151 7647.671302 6536.053365 
441 63153.22436 62874.53294 53143.41343 23443.99466 
442 7782.589389 5137.949024 5826.333684 5342.197243 
443 9384.634784 6161.572494 5794.617633 2972.994935 
444 160185.3732 61475.21545 52638.45532 26814.3228 
445 1917583.485 586718.9214 513211.0803 216267.5826 
446 59853.93812 49792.29893 69874.88699 12110.34674 
447 80786.04303 57722.42929 32719.31303 8595.63013 
448 21086.76247 5628.692316 2865.028805 10942.54949 
449 72053.10134 23229.71892 20065.96056 44744.52174 
450 86651.18711 12940.0041 8159.049598 54341.8915 
451 309683.0986 57864.65118 88716.7866 206184.8705 
452 1150215.93 266236.0084 95112.46959 486473.5419 
453 626540.6407 144977.2946 56061.32893 388111.7281 
454 557850.4511 92783.04468 25996.04485 122585.6392 
455 19364.09585 4458.046679 7513.409154 8625.207311 
456 22363.10952 6753.412717 5407.272783 13504.19575 
457 327992.8094 57895.147 25116.96867 88504.56233 
458 5545.686599 1976.528118 913.6784557 3608.641496 
459 259585.3006 23558.91133 104813.0843 91121.38075 
460 205179.4798 67050.75805 25099.94208 102903.0765 
461 31087.9483 5181.68901 5250.300913 23316.9147 
462 228731.4291 73219.18874 22562.99482 75719.6437 
463 51583.23815 19470.62427 3646.769188 25201.26588 
464 96298.72049 24348.13579 31877.06138 7569.384899 
465 120934.6444 29522.11416 79636.30449 10797.6304 
466 27993.81642 2676.607122 21513.60008 8038.649726 
467 47691.11026 3122.902551 27130.93005 3101.12329 
468 101069.5396 38224.07874 63661.6521 37935.42293 
469 588265.4685 115853.3059 204747.6545 90152.54604 
470 641569.0572 165471.596 244692.3634 47187.85581 
471 1023931.13 203829.8203 270790.6186 102381.4572 
472 883655.7154 372046.0537 505381.555 45596.87641 
473 251957.4916 72411.7886 115285.7357 42126.37093 
474 21346.25472 6403.82684 8303.966387 3906.711047 
475 44177.94376 11420.47103 16703.13985 7619.96336 
476 186665.656 60372.41067 81202.01352 31406.75072 
477 258472.468 41577.85491 94524.54124 26983.84926 
478 239506.0127 45546.80791 63181.47644 130844.3799 
479 501141.477 101343.153 241967.0637 254469.1787 
480 394365.8617 326151.2379 796309.0944 84106.83159 
481 267657.6743 147334.0345 662272.2755 138427.0079 
482 130216.7796 126494.0146 199108.3059 25962.28669 
483 7250.838202 4702.024966 10327.35086 1808.855316 
484 21257.32735 10979.66187 19589.69459 8114.454683 
485 106599.8197 47606.44953 115278.6253 31628.4722 
    233
486 5586.296981 2498.201589 6077.29433 1847.537355 
487 109999.9446 62836.92475 167154.6316 59616.089 
488 128285.7752 64845.16873 144807.7015 62294.61101 
489 34397.22583 14935.14819 61694.58285 17047.68518 
490 15348.83459 6455.437059 22149.5827 3999.056444 
491 68517.68266 33946.01306 78972.18572 18367.91354 
492 1842.825748 936.7574703 4468.92862 856.0947773 
493 478443.987 120440.8571 497030.851 102907.0747 
494 41186.1614 63208.63637 8727.358424 7323.19051 
495 7189.655842 5524.407873 1880.00707 1415.259471 
496 14241.53669 21251.7675 898.744417 4130.984473 
497 86345.22632 70814.01356 19767.95303 22876.60208 
498 49832.28447 91125.71717 9890.854705 11243.27596 
499 383805.3725 303604.2138 51048.21995 62008.70662 
500 307365.5735 483856.7792 104224.5438 203473.976 
501 291692.7583 213508.5828 256253.6295 839478.055 
502 158330.2993 217145.3339 61485.58745 778729.7716 
503 125712.8535 78915.37452 36718.57331 240434.5854 
504 1442.758309 2115.346358 898.3080035 11752.80056 
505 8932.592258 14913.75255 11940.23001 28250.74621 
506 72212.45053 59930.98156 12425.24882 143599.2637 
507 308803.2952 63785.13302 21019.06908 27951.21614 
508 609730.1452 168368.5686 38289.55796 64124.8923 
509 1590727.348 413101.264 340418.3824 51146.38999 
510 412607.4042 1203088.604 636401.5102 744959.4058 
511 527345.876 67799.91268 22022.34896 23205.07256 
512 20075.24428 2565.009562 1146.671513 302.1439861 
513 28996.71357 1480.385102 1073.654235 867.6735562 
514 178287.1408 19974.98272 14184.91943 4354.581069 
515 11631.84528 756.3287235 720.5580738 1344.70953 
516 454124.0407 113941.116 17544.60246 54763.45109 
517 19961.87244 3227.940597 189.0130195 710.2432794 
518 21263.1957 2081.53723 188.5457517 780.5411601 
519 170013.2036 22764.53332 2738.105375 7099.323082 
520 693.0994523 1589.767242 626.5670461 13299.77949 
521 1946.616017 6964.003714 1564.188445 25658.79583 
522 26162.09555 10563.45624 11046.16575 154843.4478 
523 425688.3016 358729.9351 153245.5624 1223595.785 
524 4523.791464 10642.88882 2929.696528 46740.47611 
525 5765.612961 8972.781079 9164.067543 49038.99795 
526 6393.751969 13527.08328 3132.384684 37169.45341 
527 7641.773555 5660.471873 1297.023566 66446.79716 
528 10733.5086 10850.91186 121876.4014 18631.31043 
529 36909.42917 35892.60101 319204.7844 53746.5493 
530 434620.7772 238209.8187 945975.054 379232.2999 
531 75297.75648 161669.0812 879899.3458 98824.80877 
532 88927.2594 58257.16067 255884.8125 78712.15429 
533 6358.959872 825.9682561 12554.68032 4349.460888 
534 8831.475797 3384.200516 17012.11678 6905.81092 
    234
535 24444.00535 9329.366315 152861.7647 15980.02904 
536 1516.606193 8510.835994 3778.683235 6174.254077 
537 49447.7387 19999.25182 42687.16826 128756.5346 
538 24556.3949 11787.58551 71989.81098 94281.37399 
539 11844.88528 16016.80069 37395.9106 62817.04548 
540 94176.11759 30520.21158 68515.80729 207021.12 
541 8368.656882 4629.520384 8811.475404 38413.02068 
542 25526.02312 19397.19599 23703.20738 51818.92021 
543 102129.0211 30371.76673 69901.36479 117784.4525 
544 226688.1934 101668.6749 171472.869 499189.2376 
545 29948.20288 17963.2906 15932.10827 36058.29573 
546 5746.229312 9984.176776 18823.28579 46492.37428 
547 56476.71437 173390.1692 62588.25739 27731.46413 
548 93009.88779 552116.9892 66276.22938 89063.40645 
549 127435.6743 412608.3309 51815.79331 70589.60836 
550 43813.94334 633176.499 74255.19078 59215.02842 
551 960234.257 1644897.244 51713.19443 340212.2293 
552 259815.1918 407482.1994 19697.55615 112220.2326 
553 9177.026489 19750.08886 8010.807824 3022.835821 
554 19806.45979 25985.20586 16346.31738 1899.337991 
555 39509.34459 138087.4086 41478.40748 69092.7839 
556 79680.91749 250720.9011 32271.97227 58884.92256 
557 474638.433 1507737.785 127856.5665 298674.1491 
558 324575.8257 707277.7689 23985.27387 144860.9007 
559 8320.433834 77396.14401 17205.06731 17523.70154 
560 10781.50885 3423.756483 1258.474297 545.5906277 
561 942708.3455 304599.5494 157596.8097 221107.4759 
562 54071.92539 13321.82944 4330.652374 8322.244074 
563 76022.31907 30296.12357 3524.279316 10602.62474 
564 117864.925 30465.09801 3593.2199 10168.88942 
565 486009.0725 212111.4214 27583.59124 273314.8897 
566 476159.3981 132600.7816 27000.7644 26688.46267 
567 603059.3445 152028.8711 8991.846862 46380.59907 
568 1870056.577 697999.2939 257279.7368 171721.3174 
569 256858.4968 136937.8566 39520.12738 48464.90605 
570 18958.98042 3662.282033 1124.410716 343.3961735 
571 24268.8543 8950.709305 876.1630024 2037.877404 
572 235255.5655 80897.37685 55817.74121 28262.57279 
573 1010331.584 1244093.329 205449.2315 237477.0876 
574 42095.84998 44732.15388 15585.83208 25660.8061 
575 19780.16145 48120.76832 3489.844573 1550.6852 
576 27119.88897 40831.89346 2591.333435 9503.535413 
577 26817.0327 71670.81263 6642.524295 15314.97707 
578 50070.05804 133702.7192 27389.68274 29728.23342 
579 116197.3401 264914.2062 11653.45213 52988.36539 
580 192950.8727 507720.5045 64031.11548 45758.1688 
581 994124.4247 1058311.859 122633.1697 226330.0848 
582 113540.2993 59114.87119 135669.742 173456.4744 
583 10676.32426 6014.85979 3661.850982 11665.62548 
    235
584 19206.76761 14591.51673 6197.121107 19945.73304 
585 48453.67592 99031.80538 42766.12778 209981.6473 
586 1475.05749 1817.560885 1020.919547 3791.068693 
587 114639.927 44831.12725 26017.20236 134698.3485 
588 118261.3521 56405.11775 84878.16972 140688.6169 
589 62320.02328 11093.28544 19001.00287 67428.7244 
590 2806.957459 3503.213384 2493.631645 10647.25339 
591 95646.58433 30957.6495 15594.34238 57605.21877 
592 5551.217436 2616.225036 1937.349701 5904.538083 
593 145638.1618 75037.6662 94389.29675 407606.9554 
594 34448.1227 20213.3822 12305.0911 53478.7507 
595 1429.591096 1133.564409 716.6264988 4824.824611 
596 519207.8281 205009.3423 129216.2821 772578.728 
597 69278.05145 78932.87569 174216.5009 317945.7822 
598 355654.2517 349096.8854 447338.3457 1409403.358 
599 415005.6009 429986.2371 407155.444 2590091.979 
600 258903.1293 185021.4013 136158.347 380476.9378 
601 43211.28352 12367.73754 11844.72242 92669.55909 
602 3069.167652 2174.602853 3162.347502 10805.0783 
603 79605.59367 56566.48641 110230.0766 235379.2301 
604 5383.877619 2609.801852 11585.67414 4509.71573 
605 12122.43716 10596.40352 19953.35102 5355.799064 
606 79111.28002 53486.10128 159957.452 8558.533407 
607 2110.997564 1314.060788 7057.690813 1561.785504 
608 42705.73094 30733.1648 133259.8463 34191.95136 
609 125123.7426 52510.91717 195703.5786 26895.01807 
610 41138.51639 24808.35249 49871.13315 12256.64002 
611 17796.69236 8719.285569 15372.03042 6064.902447 
612 403959.7609 178103.3987 798261.0886 220608.7774 
613 471784.1196 654481.5062 1945271.988 521552.4634 
614 42272.39718 26089.11861 232204.4023 23618.34658 
615 9001.821972 2397.051533 10899.16693 1791.02891 
616 8346.677763 4433.751953 17228.99876 6124.175538 
617 50833.49197 45151.5 149342.9167 55785.4581 
618 1452974.198 436613.4774 535544.9668 272218.5899 
619 81347.78027 21254.36855 24639.20021 32601.68696 
620 87656.32179 26695.38821 16438.05989 13294.20241 
621 70100.22106 10638.0592 9403.83961 9759.777615 
622 90605.37468 20824.24224 18852.33957 29811.34606 
623 215303.6028 66493.34483 80796.57247 37014.06982 
624 523357.2525 87067.08869 121173.3103 148915.5126 
625 203499.0357 92773.4107 62870.5671 41090.24287 
626 12153.68417 2920.198952 3001.74832 1904.748058 
627 116767.3541 35431.82693 18204.11426 70487.39812 
628 334230.0598 41345.62255 40617.09613 83316.70898 
629 40120.49348 7432.116831 3842.735831 13441.50678 
630 26141.93992 6627.495191 6750.337354 8433.138332 
631 878636.264 548587.4315 67041.64177 503772.6125 
632 1437907.587 500596.0817 144012.6243 318883.2456 
    236
633 111964.9526 14690.84386 11700.67939 21736.82672 
634 201103.5322 28494.45385 13855.83775 76732.78136 
635 473614.8765 126854.1584 99488.46371 100509.0142 
636 140769.3805 57932.52586 38049.24191 425698.2586 
637 365174.6004 154260.2079 244143.4595 1234459.682 
638 57176.14169 95387.01635 137709.5318 925418.3025 
639 187400.5339 177588.8849 49810.23701 225573.5544 
640 4769.338399 9197.016624 10378.52812 15615.87585 
641 8299.010331 6760.687309 2913.586553 30204.85449 
642 101912.7577 73472.62993 13031.7136 99750.84339 
643 101427.914 121415.7047 27073.19031 310409.7499 
644 34987.44176 238605.3394 109457.359 62703.22366 
645 695079.4039 758371.5126 403920.2492 140666.7841 
646 1232274.473 825939.2431 468333.2793 470509.9292 
647 153839.2142 176641.0083 53245.69573 98055.46855 
648 5613.746687 6948.714496 4329.435223 7197.172935 
649 18491.23559 39259.42824 15387.31196 6783.542198 
650 122734.5501 133934.4542 59741.53303 43236.29361 
651 5216.19714 6282.921265 3206.935678 4505.142224 
652 58339.61856 164377.4729 95716.56325 5750.609858 
653 4361.981455 9386.997645 6519.441709 3820.648532 
654 8817.876849 12497.72654 12666.26522 2151.735404 
655 45160.56686 123928.064 113788.714 18236.02192 
656 5265.670091 12386.49042 8232.096295 6134.403708 
657 8144.179172 16179.30938 16240.20084 7464.301377 
658 38865.55902 112108.9746 130895.7908 19243.04229 
659 668008.2301 734353.4132 379384.4585 379513.4827 
660 49069.08648 66443.66965 60575.41214 15543.3025 
661 24538.51472 54047.46529 10748.32717 19066.50485 
662 27845.88272 30369.68554 14390.8995 7440.183519 
663 28345.01406 53270.97848 29080.34198 9749.012172 
664 59165.74953 114309.6298 107915.3531 38795.87268 
665 445805.1187 352847.9779 140148.1855 160119.5902 
666 342520.8556 742530.1307 240753.608 275128.4313 
667 1257667.238 1045773.805 264218.18 429397.7024 
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Appendix G: Figures- 
 
   
Figure 1 Acquisition Model 
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Figure 2  Retention Strategy 
(Source:  Blattberg and Deighton (1996)) 
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Figure 4  Porter's Value Chain 
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 Use The Brand Value Chain to determine 
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Appendix H: Tables 
 
      Table 1  RBV Resource Classes   
Resource Classes (Barney 1991, pp 10) 
• Physical capital resources:  infrastructure, geographic location, access to 
raw materials 
• Human capital resources:  training, judgment, intelligence, relationships, 
insight of managers 
• Organizational capital resource:  formal reporting structure, formal and 
informal planning process, controlling and coordinating systems, internal 
and external networks 
Resources 
• Stocks of available assets that are owned or controlled by a firm; know-
how, financial and physical assets, human capital (Ferdinand 1999, pp 22) 
• Capital equipment, skills of individual employees, patents, brands names, 
reputation, financial resources, physical resources, human resources, 
technological resources, organizational resources (Grant 1991) 
• Brand names, in-house knowledge of technology, employment or skilled 
personnel, trade contacts, machinery, efficient procedures, capital; 
“anything which could be thought of as a strength or weakness” 
(Wernerfelt 1984, pp 172) 
    248
 
Capabilities 
• The capacity to deploy resources; information-based, tangible and 
intangible processes (Ferdinand 1999, pp 22) 
• Complex patterns of coordination, routines (Grant 1991) 
• Repeated patterns of actions in the use of assets to create, produce and/or 
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Table 2 Comparison of Equity Driver Scale Items 
Rust, Lemon and Zeithaml’s 
Customer Equity Survey 
Mobile Market Survey Modified Items 
1. Which of the following airlines did 
you most recently fly (please check 
one)? 
1. Which of the following companies did 
you most recently purchase equipment, 
services or supplies? 
2. The next time you fly a commercial 
airline, what is the probability that you 
will fly each of these airlines? 
2. The next time you purchase equipment 
services or supplies, what is the 
probability that you will purchase from 
each of the manufacturers?   
3. When you fly, how much on average 
does the airline ticket cost?  
3. On the average, how much do you 
typically spend when purchasing mobile 
technology (major roll-out, upgrade, etc.)? 
4. On average, how often do you fly on 
a commercial airline? 
4. On average, how many times do you 
expect to purchase mobile technology 
over the next five years? 
Value Construct  
5. How would you rate the overall 
quality of the following airlines? 
5.  Please rate the overall quality of each 
of the following mobile market 
companies. 
6. To what extent is the quality of the 
following airlines worth the price? 
6.  Please rate the extent to which the 
quality of the following mobile market 
companies’ products, services or supplies 
is “worth the price”? 
7. How would you rate the 
competitiveness of the prices of each of 
these airlines? 
7.  Please rate the competitiveness of the 
prices of each of the following mobile 
market companies. 
8. The airline flies when and where I 
need to go. 
8.  Please rate the convenience of doing 
business with each of the following 
mobile market companies.  
9. The check in and out procedure at the 
airport is excellent. 
9. Please rate your overall impression of 
the installation process for each of the 
following mobile market companies? 
10. It is easy to make reservations with 
the airline. 
10.  Please rate the ordering process for 
each of the following mobile market 
companies. 
11. Please rate the “everyday” or 
regular prices charged by each of these 
airlines, compared to other airlines. 
11.  Please rate the regular prices charged 
by each of these mobile market companies 
as compared to other the other companies.  
Brand Construct  
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12. Please rate the discounted prices 
offered by each of these airlines. 
12.  Please rate the discounted price 
offered by the following mobile market 
companies. 
13. My attitude toward the airline is 
extremely favorable. 
13.  My attitude towards each of the 
following mobile market companies is 
extremely favorable. 
14. I often notice and pay attention to 
the airline’s media advertising. 
14.  I often notice and pay attention to the 
following mobile market companies’ 
media advertising (trade journals, 
mailings, etc.). 
15. The airline is well known as a good 
corporate citizen. 
15.  The following mobile market 
companies have a good reputation in this 
industry. 
16. The airline has high ethical 
standards with respect to its customers 
and employees. 
16.  The following mobile market 
companies have high ethical standards 
with respect to its customers and 
employees. 
17. The image of this airline fits my 
personality well. 
17.  The image portrayed by the following 
mobile market companies fit that of the 
my companies’ well. 
18. I have positive feelings toward the 
airline. 
18.  I have positive feelings towards the 
following mobile market companies. 
Relationship Construct  
19. I have a big investment in the 
airline’s loyalty (frequent flyer) 
program. 
19.  I have invested a great deal of time 
developing a relationship with the 
employees of the following mobile market 
companies. 
20. The preferential treatment I get from 
this airline’s loyalty program is 
important to me. 
20.  The preferential treatment I get from 
the following mobile market companies is 
important to me. 
21. I know this airline’s procedures 
well. 
21.  I know the procedures of the 
following mobile market companies well. 
22. The airline knows a lot of 
information about me. 
22.  The following mobile market 
companies know a great deal of 
information about me and my company. 
23. This airline recognizes me as being 
special. 
23.  The following mobile market 
companies recognize me as being special. 
24. I feel a sense of community with 
other passengers of this airline. 
24.  I feel a sense of community with 
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    Table 3  On Which Survey Do Variables Appear?    
Buyer-Side Data 
• Customer Equity and CE Drivers (purchase 
size, purchase frequency, brand selection, 
qualitative drivers) 
• Realized Competitive Advantage (all brands) 
• Brand equity (ONE brand; closest 
relationship) 
• Perceived value (ONE brand; closest 
relationship)  
Seller-Side Data 
• For which firm are you employed? 
• What is your primary role? 
(Marketing, R&D, 
Production/Logistics)  
• HR Asset 
• Market Orientation 
• Market Knowledge 
• PIM capability 
• CRM capability  

















Table 4 Buyer's Last Purchase 
 
Last Purchased From Which Manufacturer? 
 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Intermec 169 25.3 25.3 25.3 
Motorola 188 28.1 28.1 53.4 
Honeywell 154 23.0 23.0 76.4 
Datalogic 158 23.6 23.6 100.0 





Table 5 Buyer's Expected 'ext Purchase Amount 
 
Next Purchase Amount 





















0-1 Yr 117 17.5 17.5 
2-5 Yr 208 31.1 48.6 
6-10 Yr 234 35.0 83.6 
10+ Yr 110 16.4 100.0 
Tenure 











  Frequency Percent Cumulative Percent 
0-1 Yr 106 23.3 23.3 
2-5 Yr 137 30.2 53.5 
6-10 Yr 117 25.8 79.3 
10+ Yr 94 20.7 100.0 
Tenure 



















Male 327 48.9 48.9 
Female 342 51.1 100.0 
Gender 






Table 9  Demographics:  Seller Gender 
 
Seller Gender 
  Frequency Percent Cumulative Percent 
Male 262 57.7 57.7 
Female 192 42.3 100.0 
Gender 

























20-29 90 13.5 13.5 
30-39 162 24.2 37.7 
40-49 150 22.4 60.1 
50-59 178 26.6 86.7 
60+ 89 13.3 100.0 
Age 





Table 11  Demographics:  Seller Age 
 
Seller Age 
  Frequency Percent Cumulative Percent 
20-29 102 22.5 22.5 
30-39 175 38.6 61.0 
40-49 123 27.1 88.1 
50-59 48 10.6 98.7 
60+ 6 1.2 100.0 
Age 








Table 12 Seller Role in Organization 
 
Seller Role in Organization 
  Frequency Percent Cumulative Percent 
Marketing 129 28.4 28.4 
R&D 160 35.2 63.7 
Prod/Logistics 155 34.1 97.8 
Other 10 2.3 100.0 
Role 






Table 13  Customer Equity Drivers by Manufacturer:  Value Driver 
 
Mean Value Drivers 
 
N Mean Std. Deviation 
Intermec 669 5.4707 .82230 
Motorola 669 4.9950 .43025 
Honeywell 669 4.4873 .51099 














Table 14 Customer Equity Drivers by Manufacturer:  Brand Driver 
 
Mean Brand Drivers 
 
N Mean Std. Deviation 
Intermec 669 5.4452 .87243 
Motorola 669 4.9955 .51401 
Honeywell 669 4.5187 .59887 





Table 15 Customer Equity Drivers by Manufacturer:  Relationship Driver 
 
Mean Relationship Drivers 
 
N Mean Std. Deviation 
Intermec 669 5.5578 .73523 
Motorola 669 5.0314 .49340 
Honeywell 669 4.4731 .59047 













    258
 
 
   Table 16 Customer Equity Subdriver Scale Descriptive Statistics 
Customer Equity Subdriver Scale Items 0= Mean Std Dev Cronb
ach 
Alpha 
Value Equity    .288 
Please rate the overall quality of each of the following 




4.7309 .68117  
Please rate the extent to which the quality of the following 
mobile market companies’ products, services or supplies is 
“worth the price”? 
669 4.7358 .73385  
Please rate the competitiveness of the prices of each of the 
following mobile market companies 
669 4.7347 .67214  
Please rate the convenience of doing business with each of 
the following mobile market companies. 
669 4.7758 .71303  
Please rate your overall impression of the installation 
process for each of the following mobile market companies? 
669 4.7171 .69969  
Please rate the ordering process for each of the following 
mobile market companies. 
669 4.7567 .67872  
Please rate the regular prices charged by each of these 
mobile market companies as compared to other the other 
companies. 
669 4.7904 .72723  
Please rate the discounted price offered by the following 
mobile market companies. 
669 4.7881 .70634  
Brand Equity    .273 
My attitude towards each of the following mobile market 
companies is extremely favorable. 
669 4.7784 .71116  
I often notice and pay attention to the following mobile 
market companies’ media advertising (trade journals, 
mailings, etc.). 
669 4.8090 .71426  
The following mobile market companies have a good 
reputation in this industry. 
669 4.7702 .69426  
The following mobile market companies have high ethical 
standards with respect to its customers and employees. 
669 4.7739 .68900  
The image portrayed by the following mobile market 
companies fit that of my companies’ well. 
669 4.7336 .68868  
I have positive feelings towards the following mobile 
market companies. 
669 4.7399 .67806  
Relationship Equity    .213 
I have invested a great deal of time developing a 
relationship with the employees of the following mobile 
market companies. 
669 4.7649 .69399  
The preferential treatment I get from the following mobile 
market companies is important to me. 
669 4.7874 .67287  
I know the procedures of the following mobile market 
companies well. 
669 4.7534 .69083  
The following mobile market companies know a great deal 
of information about me and my company. 
669 4.7339 .67614  
The following mobile market companies recognize me as 
being special. 
669 4.7422 .69337  
    259
I feel a sense of community with other customers of the 
following mobile market companies. 
669 4.7347 .69337  
 
 
      Table 17 Eigenvalues of Correlation Matrix of Customer Equity Drivers   
 Eigenvalue Difference Proportion Cumulative 
1 8.20357186 5.51347110 0.1025 0.1025 
2 2.69010076 0.92626651 0.0336 0.1362 
3 1.76383425 0.07906868 0.0220 0.1582 
4 1.68476556 0.05560129 0.0211 0.1793 
5 1.62916427 0.05738220 0.0204 0.1996 
6 1.57178207 0.02417345 0.0196 0.2193 
7 1.54760862 0.01555761 0.0193 0.2386 
8 1.53205101 0.04388199 0.0192 0.2578 
9 1.48816902 0.02760005 0.0186 0.2764 
10 1.46056898 0.03658127 0.0183 0.2946 
11 1.42398771 0.02598901 0.0178 0.3124 
12 1.39799870 0.02744120 0.0175 0.3299 
13 1.37055751 0.01704388 0.0171 0.3471 
14 1.35351362 0.02757898 0.0169 0.3640 
15 1.32593465 0.01493796 0.0166 0.3805 
16 1.31099669 0.01215412 0.0164 0.3969 
17 1.29884257 0.00703398 0.0162 0.4132 
18 1.29180858 0.01904272 0.0161 0.4293 
19 1.27276586 0.02787468 0.0159 0.4452 
20 1.24489119 0.04324018 0.0156 0.4608 
21 1.20165101 0.02006455 0.0150 0.4758 
22 1.18158646 0.00292503 0.0148 0.4906 
23 1.17866143 0.02080962 0.0147 0.5053 
24 1.15785181 0.01838919 0.0145 0.5198 
25 1.13946262 0.03881998 0.0142 0.5340 
26 1.10064264 0.01041576 0.0138 0.5478 
27 1.09022687 0.00947340 0.0136 0.5614 
28 1.08075347 0.00671733 0.0135 0.5749 
29 1.07403614 0.01532918 0.0134 0.5883 
30 1.05870697 0.03211071 0.0132 0.6016 
31 1.02659626 0.01044364 0.0128 0.6144 
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32 1.01615262 0.00608323 0.0127 0.6271 
33 1.01006938 0.01188220 0.0126 0.6397 
34 0.99818718 0.01016351 0.0125 0.6522 
35 0.98802368 0.02191233 0.0124 0.6646 
36 0.96611135 0.02070443 0.0121 0.6766 
37 0.94540692 0.00783604 0.0118 0.6885 
38 0.93757087 0.01276771 0.0117 0.7002 
39 0.92480316 0.02097202 0.0116 0.7117 
40 0.90383114 0.00426574 0.0113 0.7230 
41 0.89956541 0.02313927 0.0112 0.7343 
42 0.87642614 0.00723300 0.0110 0.7452 
43 0.86919314 0.01187646 0.0109 0.7561 
44 0.85731668 0.01820399 0.0107 0.7668 
45 0.83911269 0.01143501 0.0105 0.7773 
46 0.82767768 0.00610804 0.0103 0.7877 
47 0.82156964 0.02634068 0.0103 0.7979 
48 0.79522896 0.00688350 0.0099 0.8079 
49 0.78834546 0.01109962 0.0099 0.8177 
50 0.77724584 0.01532282 0.0097 0.8274 
51 0.76192302 0.01850292 0.0095 0.8370 
52 0.74342010 0.01752093 0.0093 0.8463 
53 0.72589917 0.01769305 0.0091 0.8553 
54 0.70820611 0.01472116 0.0089 0.8642 
55 0.69348495 0.00626895 0.0087 0.8728 
56 0.68721600 0.01574344 0.0086 0.8814 
57 0.67147256 0.03488201 0.0084 0.8898 
58 0.63659055 0.01148096 0.0080 0.8978 
59 0.62510959 0.01743963 0.0078 0.9056 
60 0.60766996 0.00858150 0.0076 0.9132 
61 0.59908846 0.00127595 0.0075 0.9207 
62 0.59781251 0.01577211 0.0075 0.9282 
63 0.58204040 0.01194112 0.0073 0.9354 
64 0.57009928 0.00448879 0.0071 0.9426 
65 0.56561049 0.01917360 0.0071 0.9496 
66 0.54643689 0.02749187 0.0068 0.9565 
67 0.51894501 0.00920557 0.0065 0.9629 
68 0.50973944 0.02860150 0.0064 0.9693 
69 0.48113794 0.05994963 0.0060 0.9753 
70 0.42118832 0.04460321 0.0053 0.9806 
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71 0.37658511 0.00250896 0.0047 0.9853 
72 0.37407615 0.04736038 0.0047 0.9900 
73 0.32671576 0.06020771 0.0041 0.9941 
74 0.26650806 0.06165127 0.0033 0.9974 
75 0.20485679 0.20161648 0.0026 1.0000 
76 0.00324031 0.00324031 0.0000 1.0000 
77 0.00000000 0.00000000 0.0000 1.0000 
78 0.00000000 0.00000000 0.0000 1.0000 
79 0.00000000 0.00000000 0.0000 1.0000 






























Intercept -2.6511 .2554 .0000 
Value:  Quality .0004 .0108 .9707 
Value:  Worth Price -.0402 .0126 .0015 
Value:  Competitive 
Price 
.0563 .0104 .0000 
Value:  Convenient -.0270 .0101 .0077 
Value:  Installation -.0584 .0092 .0000 
Value:  Ordering .0086 .0107 .4242 
Value:  Regular Price -.0092 .0126 .4658 
Value:  Discounted 
Prices 
-.0683 .0089 .0000 
Brand:  Favorable 
Attitude 
-.0910 .0124 .0000 
Brand:  Advertising .0726 .0095 .0000 
Brand:  Reputation .0616 .0114 .0000 
Brand:  Ethical -.9192 .3454 .0078 
Brand:  Image -.0017 .0082 .8366 
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Matches 
Brand:  Positive 
Feelings 
.1071 .0122 .0000 
Relationship:  
Invested 
.1373 .0093 .0000 
Relationship:  
Treatment 
.8326 .3458 .0161 
Relationship:  
Procedures 
.0000   
Relationship:  
Information 
.0000   
Relationship:  Special .0000   
Relationship:  
Community 
.0000   






























Intercept -.4528 .0286 .0000 
Value:  Quality -.0315 .0079 .0001 
Value:  Worth Price .0243 .0082 .0032 
Value:  Competitive 
Price 
.0218 .0079 .0058 
Value:  Convenient .0048 .0081 .5516 
Value:  Installation .0916 .0080 .0000 
Value:  Ordering -.0345 .0081 .0000 
Value:  Regular Price -.0073 .0079 .3586 
Value:  Discounted 
Prices 
-.0025 .0084 .7636 
Brand:  Favorable 
Attitude 
.0257 .0082 .0017 
Brand:  Advertising -.0140 .0083 .0911 
Brand:  Reputation -.0258 .0082 .0018 
Brand:  Ethical -.0656 .0084 .0000 
Brand:  Image Matches .0220 .0081 .0069 
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Brand:  Positive 
Feelings 
.0057 .0080 .4777   
Relationship:  Invested .0262 .0082 .0014 
Relationship:  
Treatment 
-.0378 .0080 .0000 
Relationship:  
Procedures 
-.0354 .0079 .0000 
Relationship:  
Information 
.0743 .0083 .0000 
Relationship:  Special .0219 .0087 .0118 
Relationship:  
Community 





































Intercept -.0324 .0292 .2681 
Value:  Quality -.0290 .0075 .0001 
Value:  Worth Price -.0625 .0074 .0000 
Value:  Competitive 
Price 
-.0655 .0079 .0000 
Value:  Convenient -.0036 .0075 .6366 
Value:  Installation .0304 .0075 .0001 
Value:  Ordering .0469 .0079 .0000 
Value:  Regular Price -.1553 .0075 .0000 
Value:  Discounted 
Prices 
-.0460 .0075 .0000 
Brand:  Favorable 
Attitude 
.0520 .0077 .0000 
Brand:  Advertising .0183 .0073 .0122 
Brand:  Reputation -.0378 .0078 .0000 
Brand:  Ethical .0084 .0075 .2639 
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Brand:  Image Matches .0775 .0079 .0000 
Brand:  Positive 
Feelings 
.0462 .0074 .0000 
Relationship:  Invested -.0780 .0076 .0000 
Relationship:  
Treatment 
-.0030 .0080 .7082 
Relationship:  
Procedures 
-.0487 .0076 .0000 
Relationship:  
Information 
.0069 .0075 .3591 
Relationship:  Special .0323 .0077 .0000 
Relationship:  
Community 































Intercept -.7855 .0304 .0000 
Value:  Quality -.0320 .0063 .0000 
Value:  Worth Price .0582 .0065 .0000 
Value:  Competitive 
Price 
-.0712 .0065 .0000 
Value:  Convenient .0349 .0062 .0000 
Value:  Installation .0614 .0063 .0000 
Value:  Ordering -.0086 .0062 .1671 
Value:  Regular Price .0243 .0064 .0001 
Value:  Discounted 
Prices 
-.0430 .0062 .0000 
Brand:  Favorable 
Attitude 
.0410 .0061 .0000 
Brand:  Advertising -.0570 .0063 .0000 
Brand:  Reputation .0126 .0063 .0440 
Brand:  Ethical .0434 .0065 .0000 
Brand:  Image Matches -.0432 .0063 .0000 
Brand:  Positive -.0287 .0062 .0000 
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Feelings 
Relationship:  Invested -.1130 .0063 .0000 
Relationship:  
Treatment 
.0569 .0065 .0000 
Relationship:  
Procedures 
.0825 .0061 .0000 
Relationship:  
Information 
-.0238 .0064 .0002 
Relationship:  Special .0516 .0060 .0000 
Relationship:  
Community 





























Intermec Motorola Honeywell Datalogic 
Intercept Yes Yes No Yes 
Value:  Quality No Yes Yes Yes 
Value:  Worth Price Yes Yes Yes Yes 
Value:  Competitive 
Price 
Yes Yes Yes Yes 
Value:  Convenient Yes No No Yes 
Value:  Installation Yes Yes Yes Yes 
Value:  Ordering No Yes Yes No 
Value:  Regular Price No No Yes Yes 
Value:  Discounted 
Prices 
Yes No Yes Yes 
Brand:  Favorable 
Attitude 
Yes Yes Yes Yes 
Brand:  Advertising Yes No Yes Yes 
Brand:  Reputation Yes Yes Yes Yes 
Brand:  Ethical Yes Yes No Yes 
Brand:  Image 
Matches 
No Yes Yes Yes 
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Brand:  Positive 
Feelings 
Yes No Yes Yes 
Relationship:  
Invested 
Yes Yes Yes Yes 
Relationship:  
Treatment 
Yes Yes No Yes 
Relationship:  
Procedures 
No Yes Yes Yes 
Relationship:  
Information 
No Yes No Yes 
Relationship:  Special No Yes Yes Yes 
Relationship:  
Community 

























           Table 23 Logistic Regression Model Results 
 
 Likelihood Ratio  
Chi-Square 
DF Pr>ChiSq Percent 
Concordant 
Intermec 11079.0745 79 <.0001 73.8 
Motorola  3727.8006 79 <.0001 64.2 
Honeywell 7529.0943 79 <.0001 73.3 








            Table 24 Derived Customer Equity of Studied Firms 
 
Company Mean Customer 
Lifetime Value 
Customer equity 
Intermec, Inc. $(US) 487,255 $(US) 8,110,363,342 
Motorola, Inc. $(US) 223,255 $(US) 3,716,076,699 
Honeywell Imaging  $(US) 148,802 $(US) 2,476,803,413 
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Datalogic  $(US) 143,179 $(US) 2,383,209,433 
 
 
             Table 25 Hypothesis 1: Regression Results  
 
Model Summary 
Model R R Square 
Adjusted R 
Square 





.828 .828 .2380956 





Model Sum of Squares df Mean Square F Sig. 
Regression 182.030 1 182.030 3211.004 .000
a
 
Residual 37.812 667 .057   
1 
Total 219.842 668    
a. Predictors: (Constant), MktAssetComposite   








Model B Std. Error Beta t Sig. 
(Constant) 3.818 .018  206.396 .000 1 
MktAssetComposite 8.894E-10 .000 .910 56.666 .000 

















Model R R Square 
Adjusted R 
Square 




 .685 .685 .0121319 





Model Sum of Squares df Mean Square F Sig. 
Regression .214 1 .214 1451.139 .000
a
 
Residual .098 667 .000   
1 
Total .312 668    
a. Predictors: (Constant), MktAssetComposite   








Model B Std. Error Beta t Sig. 
(Constant) 4.779 .001  5070.214 .000 1 
MktAssetComposite -3.047E-11 .000 -.828 -38.094 .000 









Table 27 Hypothesis 3:  Regression Results 
 
Model Summary 
Model R R Square 
Adjusted R 
Square 




 .093 .091 .5468827 





Model Sum of Squares df Mean Square F Sig. 
Regression 20.355 1 20.355 68.059 .000
a
 
Residual 199.487 667 .299   
1 
Total 219.842 668    
a. Predictors: (Constant), SCM_MEAN_BySeller   








Model B Std. Error Beta t Sig. 
(Constant) -3.955 1.053  -3.757 .000 1 
SCM_MEAN_BySeller 1.382 .168 .304 8.250 .000 









Table 28 Hypothesis 4:  Regression Results 
 
Model Summary 
Model R R Square 
Adjusted R 
Square 




 .305 .304 .4786783 





Model Sum of Squares df Mean Square F Sig. 
Regression 67.010 1 67.010 292.452 .000
a
 
Residual 152.832 667 .229   
1 
Total 219.842 668    
a. Predictors: (Constant), MEAN_CRM_BySeller   








Model B Std. Error Beta t Sig. 
(Constant) -6.186 .638  -9.689 .000 1 
MEAN_CRM_BySeller 1.761 .103 .552 17.101 .000 









Table 29 Hypothesis 5:  Regression Results 
 
Model Summary 
Model R R Square 
Adjusted R 
Square 




 .444 .444 .4278957 





Model Sum of Squares df Mean Square F Sig. 
Regression 97.718 1 97.718 533.701 .000
a
 
Residual 122.124 667 .183   
1 
Total 219.842 668    
a. Predictors: (Constant), PIM_MEAN_BySeller   















PIM_MEAN_BySeller 3.348 .145 .667 23.102 .000 









Table 30 Hypothesis 6:  Regression Results 
 
Model Summary 
Model R R Square 
Adjusted R 
Square 




 .929 .929 .1531354 






Model Sum of Squares df Mean Square F Sig. 
Regression 204.248 3 68.083 2903.251 .000
a
 
Residual 15.595 665 .023   
1 
Total 219.842 668    
a. Predictors: (Constant), SCM_MEAN_BySeller, MEAN_CRM_BySeller, 
PIM_MEAN_BySeller 
 








Model B Std. Error Beta t Sig. 
(Constant) -19.424 .344  -56.405 .000 
PIM_MEAN_BySeller 6.175 .081 1.230 76.481 .000 
MEAN_CRM_BySeller 2.421 .040 .759 60.903 .000 
1 
SCM_MEAN_BySeller -4.622 .083 -1.018 -55.911 .000 
a. Dependent Variable: MEAN_VAL_BySeller    
 
 
    279
 
 


















 .858 .858 .2162478 .858 2017.593 2 666 .000 
a. Predictors: (Constant), MktAssetComposite, 
BPCComposite 





Model Sum of Squares df Mean Square F Sig. 
Regression 188.698 2 94.349 2017.593 .000
a
 
Residual 31.144 666 .047   
1 
Total 219.842 668    
a. Predictors: (Constant), MktAssetComposite, BPCComposite  








Model B Std. Error Beta t Sig. 
(Constant) 12.637 .739  17.107 .000 
BPCComposite -1.455 .122 -.290 -11.941 .000 
1 
MktAssetComposite 1.116E-9 .000 1.142 47.005 .000 
a. Dependent Variable: MEAN_VAL_BySeller    











































 -149.999 .000 -.986 2.050E-5 
a. Predictors in the Model: (Constant), MktAssetComposite, BPCComposite 
b. Dependent Variable: MEAN_VAL_BySeller   
    281
 
 









Model B Std. Error Beta t Sig. 
(Constant) 4.779 .001  5070.214 .000 1 
MktAssetComposite -3.047E-11 .000 -.828 -38.094 .000 
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Model B Std. Error Beta t Sig. 
(Constant) 4.779 .001  5070.214 .000 1 
MktAssetComposite -3.047E-11 .000 -.828 -38.094 .000 
(Constant) 4.558 .029  157.693 .000 
MktAssetComposite -2.085E-11 .000 -.567 -14.167 .000 
2 
MEAN_HR .038 .005 .306 7.654 .000 


















 7.654 .000 .284 .272 
a. Predictors in the Model: (Constant), MktAssetComposite  
b. Dependent Variable: MEAN_CA_BySeller   
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Model Sum of Squares df Mean Square F Sig. 
Regression .194 1 .194 1103.839 .000
a
 
Residual .117 667 .000   
1 
Total .312 668    
a. Predictors: (Constant), MEAN_HR    



























Std. Error of 
the Estimate 
R Square 





 .623 .623 .0132683 .623 1103.839 1 667 .000 
a. Predictors: (Constant), 
MEAN_HR 
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 .936 .936 .0054862 .936 9690.693 1 667 .000 





Model Sum of Squares df Mean Square F Sig. 
Regression .292 1 .292 9690.693 .000
a
 
Residual .020 667 .000   
1 
Total .312 668    
a. Predictors: (Constant), MEAN_VAL_BySeller   
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Model Sum of Squares df Mean Square F Sig. 
Regression 2.026 1 2.026 308.240 .000
a
 
Residual 4.384 667 .007   
1 
Total 6.409 668    
a. Predictors: (Constant), MEAN_CA_BySeller   



























 .316 .315 .0810678 .316 308.240 1 667 .000 
a. Predictors: (Constant), MEAN_CA_BySeller      
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